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Saal To CHICAGO-in STYLE-GO 


Polished Kidskins, suedes, grains, smart new 
textures and fashion colors, to be seen in most 


of the finest lines at the big show. 
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fine yrum lealhex 


#1501 Saddle* 


*Also available in 
#1518 Gardenia, 
#1515 Crystal Grey 
and Black. 
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can be worn 4 ways 
Pump -Strap-Bow-or Tie 
IN STOCK 









40333 
WITH STRAP 










40331 
WITH BOW 







The 4 Way Shoe 


IN STOCK 4 WAYS 
6% te 8..........BCD 
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WITH LACE 
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HENRY ROSENFELD 
The man who showed 
millions of women 

that they could afford 
to dress smarter. 





| 


the new in fashion when it is news 


PEMBROKE SQUIRES 
Bright star on the 
design horizon — 

with Raissa-Masket 


Amreantiliv tj 


MAKES THE SHOES TO GO WITH THE 
CLOTHES STYLED BY AMERICA’S 
MOST TALKED ABOUT DESIGNERS 


JOHN WEITZ of Amoco 
Fast moving toward a 
lead position as 
designer of sports and 
casual clothes 





CHICAGO SHOW: PALMER HOUSE — RED LACQUER ROOM 
the COMPLETE LINE at *6.99 to *9.99 retail 


288 A Street, Boston, Massachusetts + Division: Consolidated National Shoe Corporation 
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WHITENESS 





The brilliantly white character of LEVOR leathers 


is not an applied surface finish but a through-the- 


1h 
fibre processing... the unequalled triumph of four Li I WOR 


KID, CABRETTA, 


decades of year-round volume production of whites. CLOVER CALF & KIP 
and also in White, 
You get much more in whites by LEVOR! TAN-ART SUEDE 
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wonderful new Slashed Calfskin Pump 
for that extra sale! 
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SEND ORDERS TO IN-STOCK DEPARTMENT, DEB SHOE COMPANY, WASHINGTON, MISSOURI 
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¢ elling Power? 


You can’t ask for more than this... 





NEOLITE — 
REPUTATION ! 


Everybody knows Neolite! 


HERE’S PROOF... 


* in an impartial coast-to-coast “Brand Recognition” Survey 
nearly 9 out of 10 people knew NEOLITE! 





® NEOLITE outranked the next competitive brand by more 
than 13 to 1. 








NEOLITE SOLES say 


MADE ONLY BY GOOD*YEAR 
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NEOLITE 
QUALITY ! 


NEOLITE quality is tops! No soling material made 
anywhere tops NEOLITE for lightness . . . for flexi- 
bility ... for long wear! 


In fact, NEOLITE quality has such tremendous appeal 
s to the American public that dozens of leading shoe 

manufacturers feature it on popular brands. Yes, 
the NEOLITE name adds real selling power to even 
the most popular brands! 


Ask your Goodyear Representative for the complete 
NEOLITE story. Or, if you prefer, write to Goodyear, 
Shoe Products Division, Akron 16, Ohio. 











NEOLITE 
ADVERTISING! 


NEOLITE runs the shoe industry's 
biggest advertising campaigns! 


NEOLITE ads run in all these PLUS TELEVISION 
big national magazines! +». Special announcements on the 
GOODYEAR TV PLAYHOUSE 


Alternate Sundays 9-10 P. M. 
EDST, NBC Network 









VISIT 


NEOLITE EXHIBIT 
Booths 7,8 &9 
NATIONAL SHOE FAIR 


Exhibition Hall, Palmer House 
October 28—November 1 
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Footwear Sales Step Up 


when CELASTIC BOX TOES 
Step Forward! 


Why? Because mother, dad and the little ones all appreciate the toe comfort 
Celastic hard box toes or Celastic soft box toes give them — for the life 
of their shoes. 
Footwear for dress or play . . . lined or unlined . . . every style benefits 
— and the sales of shoe manufacturers and the outlets they supply reflect 
it! Are you using these quality box toes to build loyalty for your brands? 





UNITED SHCE MACHINERY CORPORATION + SOSTON, MASS. 
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Another POUND-A-PAIR* style of tomorrow — for the man of 
today. Danvers’ interpretation of the Continental Swiss styling. 
a Just one of the many IN-STOCK styles for 1957. 


SEE THE ENTIRE 1957 LINE AT CHICAGO — PALMER HOUSE 
ROOMS 968W and 969W. 


DANVERS SHOE CO., INC. Manchester, N. H. 
MAKERS OF FAMOUS POUND-A-PAIR* FOOTWEAR 


*T. M. Registered 
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AVONITE SOLES 



















, wear out! 
This advertisement 


appears in the 
October 29th issue 


of LIFE 





, aes new business in it 
for you if you tie in with it in 
your newspaper and radio 
advertising, and feature shoes 
with Avonite Soles for 

men, women and children in 


your store displays. 


AN OND DPE 


TRADE MARK REG 


SOLES 


not on all shoes ... just the best ones 














llions of children 


haxe proved it 


to millions of parents 








AVONITE SOLES 


are not on all shoes...just the best ones 












ost children actually outgrow shoes before they can wear out Avonite 
Most child tually outg | before they tA t 
Soles. Parents love that . . . and it’s great for the shoe business, too. 


You can prove it to yourself. Keep track of costs, and you'll 

find that Avonite Soles practically if not wholly eliminate returns 
for sole failure, and reduce repairs to an absolute minimum. 

Repeat sales increase, and new customers are gained through mother 
to mother praise of your shoes with the soles that don’t wear out. 





Be sure that you have men’s and women’s shoes with the Avonite 
Solemark of Quality, too. Grown-ups want in on good things like 
extra wear, lightness, flexibility and comfort. The more shoes 
you have with Avonite Soles, the more you'll realize that 
Avonite Soles are good for your business. 


Avonite Soles are Nationally Advertised in 


Avonite Soles 
ore approved 
for the Official 
Girl Scout Shoe 





PARENTS’ MAGAZINE - AMERICAN 


GIRL and GIRL SCOUT LEADER 


AVON SOLE COMPANY, Avon, Massachusetts 


For forty-six years specialists in fine sole materials 


BOOTHS 75-76-77 
PALMER HOUSE 
Exhibition Hall 


Makers of the famous Avon Du-Flex, Cush-N-Crepe and Du-Fliex Avonite 
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THE 
WINNING 


COMBINATION 
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TO VISIT ROOMS 707-708 


Palme House 


DURING THE 


NATIONAL SHOE FAIR IN CHICAGO | 
October 28th thru November Ist 


JOHN E. LUCEY CO.., Inc. 


BRIDGEWATER, MASSACHUSETTS 
New York Sales Office, Room 554 Marbridge Building 
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INTRODUCING 
feather light 


L906 
in FABRIC 


L969 in FABRIC 


AT THE 
NATIONAL SHOE FAIR 
CHICAGO 


PALMER HOUSE 
910 and 942 


20 LEATHER STYLES 


Lightest and softest things in 
shoe leather . . . Wait ’til you 
see the new colorful leather 
Feather-Tred SPORT Shoes. 
They are a full 1/3 lighter in 
weight . . . with airy cushion 
Crepe Soles . . . truly, the 
softest step afoot. 


ALL IN STOCK 
$5.95 RETAILERS 


PFEIFFER’S INC. 


Worcester 8, Mass. 





in LEATHER 


























CASUALS 


28 FABRIC STYLES WITH 
CUSHION CREPE SOLES 


Pfeiffer proudly presents a 
new kind of colorful whisper 
light casuals that are 1/3 
lighter . . . far more flexible! 
These are durable, beautifully 
built shoes (not glorified 
sneakers) . . . with a styling 
flair your customers will go 
for! 


ALL IN STOCK 
ALL $3.95 RETAILERS 





IN FUN STYLE 


E134 in LEATHER 
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COME SEE 

the complete 
STACY-ADAMS Line 
at the 


NATIONAL SHOE FAIR 
Palmer House — Rooms 825-826 











oo 


7 ve 
pe 





The New Ones 


luder 


You'll see a new elegance of styling in 






| 
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Stacy-Adams. . . recognized as one of the finest 

men’s shoemakers in America. 

Stacy- Adams offers 56 fast-moving, sales-proven 
styles, ready for at-once shipment — from an In-Stock 
Department famous for service. You can size-up 
weekly, even daily — and turn your stock 


faster, with minimum investment. 


~ Sete eae 
te . 








| 56 IN-STOCK STYLES...READY FOR IMMEDIATE SHIPMENT 















* NEW EXCLUSIVE STACY-ADAMS LASTS 





* NEW IN-STOCK STYLES 





* NEW MAKEUPS ano SPECIAL DESIGNS 





*& NEW LUXURIOUS IMPORTED LEATHERS 





* NEW CHOICE DOMESTIC LEATHERS 





including an exclusive new last... 









that promises even greater volume 


than the famous STACY-ADAMS 


DAYTON... 





NOW SHOWN FOR 
THE FIRST TIME 
































Y Hot Cakes Never 
Sold Faster 


RIPPLE SOLES. 


THE GREATEST ee 
SHOE IMPROVEMENT 
IN 2,000 YEARS 


That's how fast RIPPLE SOLE shoes are selling! Manufacturers and retailers are most 
enthusiastic about this new development that's proving such a terrific sales booster! 
For there's no ‘‘slow season’ with this action-packed new sole. Every manufacturer, 
every retailer selling RIPPLE SOLE shoes is piling up EXTRA SALES, BIGGER PROFITS 

every season, all season! Their only complaint: ‘‘We can't keep up with 
the demand!” 


GET YOUR SHARE of the $3,000,000 worth of Ripple Sole PUBLICITY in 


national magazines, TV and radio. 


Remember Only RIPPLE SOLES 


*® Reduce foot fatigue by 
45% 

© Increase the stride six 
inches 

© Balance weight heel to 

toe 

Provide greater traction 


® 


ty 








Meets every demand 
for style and comfort. 
Available for men's, women's, 






children's shoes. 





See them at BOOTH 38 


Main ballroom, Palmer House 
or write: 


GE) Ripple Sole Division BEEBE RUBBER COMPANY 
NASHUA NEW HAMPSHIRE 














JOIN THE “PROS" 
AT MAKING PROFITS! 


The time: Sunday, October 28" to Thursday, November 1* 
The Place: Rooms 714, 716, 717, 742, 750, 751, 752, 753, 755 
at the 


CONRAD HILTON 


The Display: The great Spring ’57 line of 


nua sJettiols a [ETT AIRES 


The Shoes You Love To Live In 


x to retail at 
to retail at 


gs 19" ‘8 a 


Some Styles $11.95 


Be sure to drop in and see us! ak Choma 


Auburn, N. Y. 








! DUNN and McCARTHY, Inc, 


As Nationally Advertised in: 
LADIES 


Home JOURNAL + McCALL’S +» GOOD HOUSEKEEPING - WOMAN’S HOME COMPANION 


FAMILY CIRCLE + MADEMOISELLE + WOMAN'S DAY + CHARM + GLAMOUR 
75 NEWSPAPERS COAST TO COAST 
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Here’s a sales clincher 
to help you sell more shoes 


And they're sewn with nylon thread... 
the strongest thread used in shoes! 








You give the customer an extra reason for buying when you can tell him that 
the shoes you sell are sewn with nylon thread. For nylon is well known for its When your sale 


9 thr vel Fi 


strength and abrasion resistance. It dramatizes the high quality of your prod- b 
uct. And its use in shoes means better-looking, neater stitches. Nylon helps ha ngs ya n lon: 
keep customers sold, too—cuts returns from broken threads, builds customer make sure ! its y 
satisfaction. 
Leading thread manufacturers use Du Pont nylon and “Dacron’’* to pro- 
duce the strong threads used in many of today’s top lines of shoes. Check your 
supplier to find out if the shoes you sell are sewn with nylon or “‘Dacron’”’ 
polyester fiber, so you can take advantage of this extra sales feature. &E6. u. s. pat.ort. 
*“Dacron” is Du Post's registered trademark for its polyester fiber. BETTER THINGS FOR BETTER LIVING 


- THROUGH CHEMISTRY 


NYLON 


DACRON 


REG. U. B. PAT. OFF 


POLYESTER FIBER 


for sewing thread 
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0, SPRING ’57’s TOP VALUES 


ce \ IN THE BIG $7°5an058* 
PRICE FIELD 


MMA PBS 8 
aS 














YOU’LL WANT THESE BIG PROFIT-MAKERS, TOO! 


They’re yours in the popular-priced Spring ‘57 line of 


DUNN and McCARTHY 


SHOES FOR WOMEN WHO WANT FASHION AND VALUE 


to retail at 


a 


Some Styles $9.95 


in an exciting display at the 


CONRAD HILTON 


Sunday, October 28th-Thursday, November Ist 
Rooms 714 ° 716° 717 + 742 +750 ° 751° 752 -753 and 755 






® 
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Advertised 








. . » featuring genuine welts and 


Nw compo construction from tots to sub-teens 








See Our Complete Line 


National Shoe Fair MOST COMPLETE! 
The Red Lacquer Room | **é6esled retail for most styles $550 to $69 











PALMER HOUSE A few styles slightly higher. Send for our catalog today. 
CHICAGO 
Write us for franchise for your city. 
A 2-3 oR te AS eo U 21:02 & S H O E a4 Me Gok eager 


ONE ISLAND STREET, LAWRENCE, MASS. 
Division: Consolidated National Shoe Corp. 
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no matter how you look atit... 


. .. to have a quality shoe you have to 
build it with quality products. And when 
better quality work shoes are planned 
and built, the specifications often call for 
Vul-Cork soles. 

There are several reasons for this. 
Ranking high is their demonstrable quali- 


ties of flexibility, lightness, non-slip sur- 
face, and real day-in day-out foot comfort. 

Most important of all is the manufac- 
turer’s sure knowledge that no other 
brand name on a work shoe sole com- 
mands such a consistently high percent- 
age of repeat sales. 


® 
Vul-Cork Sole Division, Cambridge Rubber Co., Taneytown, Md, Makers of Val Cork] 


VUL CORK & VULCORK NEOPRE 


. 80 flexible, so resilient . .. you can roll them up right in the palm of your hand 
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SAW AND STEEL CO. 
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NORTON 


ABRASIVES 











You are invited to visit our exhibit 

at the NATIONAL SHOE FAIR 

October 28 - November 1, inclusive 

Booth #12 - #18 - #14, PALMER HOUSE 


COMPO SHOE MACHINERY CORPORATION 


A Complete Line of Shoe Machinery, Adhesives and Essential Shoe Products 



















BEHR:-MANNING 


BrHR-VMANNING CO. 


of the company it keeps 


Mr. Shoe Manufacturer: 


Compo Shoe Machinery Corporation brings you major lines 

of essential shoe products and supplies manufactured by the 
finest names serving industry. 

Wherever you are . . . whatever your requirements, 

an experienced COMPO representative will assist you in selecting 
the products and supplies best suited to 

your specific applications. 





125 ROBERTS ROAD 


Sales Offices in Leading Cities 








Liunning Mate 
ina Winning Campaign 


Gallun’s Mandarin Calf, 


the leather that helps sell your shoes 


24 


Why not make it as easy as possible to sell your prestige 


lines? As “running mates”, Gallun leathers have helped 


win many an election, 


Take this sleek Mandarin Calf, Smooth, Softly bril- 
liant. Has “assurance” in its feel. Correctness that makes 
your selling job that much easier, You've earnestly 
selected the smartest in patterns, Don't you feel you 


now deserve the finest in leathers? 


Check carefully the catalogs of your leading suppliers, 
Then be sure your store offers many candidates in the 
most superb leathers of all ..,Gallun, Inherently the best, 


A. F, Gallun & Sons Corp., Tanners, Milwaukee, Wis. 














OTHER FAMOUS GALLUN TANNAGES 
| NORWEGIAN CALF * NORMANDIE CALF «© ESKIMO CALP 
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YOU OWE IT 


TO YOURSELF 
SELL 


Style RV 01 


FOR HERE IS THE LOOK OF 
LEADERSHIP in fashions for men 

. in craftsmanship and 
leathers, too. And here is a 
tremendous market for fine shoes 

. the more than 3,000,000 
men* who consistently buy and 
wear shoes in the higher price 
brackets. Only Edwin Clapp can 
satisfy the cream of this rich 
market . . . only Edwin Clapp 
can win such consistent repeat 
sales. In every way, they're 
better for you... because 
they're the best! 


AMERICA’S FINEST 
SHOES FOR MEN 


} 
| 


| See us at Chicago 


| Room 788 | 
SE || 
PALMER HOUS™ | se 
Write for your copy of 
new In-Stock catalog 
*“B & SR survey: Nearly 744 million : : . and information 
pairs of men’s shoes are sold each year Style RV 79 


at prices above $17.00 per pair! regarding an Edwin 
Clapp franchise. 


EDWIN CLAPP & SON, INC., East Weymouth, Massachusetts 















Worlds Most Complete Lin 


Irom the 
Worlds Largest Producer of 


Shoe Soling Materials 


No other manufacturer offers such variety! Illustrated here 








are only a few of the multitude of styles, colors, finishes and 
types in both soles and heels. American Biltrite, leader in style 
and research, offers the quality you want, in your price range 
.. + for everything from will-o-the-wisp slippers to the most 


rugged boots. 
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BILTRITE 


HEELS AND SOLES 





AMERICAN BILTRITE 


RUBBER COMPANY 
CHELSEA 50, MASS. 
in Canada: American Biltrite Rubber Co, (Canada) Ltd., Sherbrooke, Que. 


Warehouses: 2440 Enterprise Street, Los Angeles 
1010 Gratiot Street, St, Louis 




















stepping out / 


VW Le 


Complete flexibility means perfect foot 
comfort for active youngsters...and that’s 
why Carpenter, makers of Se/f Starters, 
specifies Rueping’s full grain KIN KIN 


leather. Here is a quality leather providing 





soft, foot-cradling support... 
a pliant, long wearing leather, 
particularly suited for juvenile footwear. 


Write for samples of KIN KIN today! 


SHOES: Self Starters > 
Style No, 800 

The Carpenter Shoe Co., Inc 
Rochester 6, New York 


LEATHER: Rueping'’s KIN KIN 
White 


( Self-Starters ) 
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Coward Shoe Executive, Named Successor to L. E. Langston, 


Has Specialized on Personnel a 


New YorkK—Edward J. McDonald 
has been appointed executive  vice- 
president of the National Shoe Re- 
tailers Association, to succeed L. KE. 
Langston, who is retiring November 1 
after serving in that capacity for the 
past 21 years, 

Mr. MeDonald was graduated cum 
laude from Yale University with Bache- 
lor of Arta degree. He brings to NSRA 
a long and authoritative background of 
experience in retail operation, having 
served in an advisory and top admin- 
istrative capacity in such stores as 
Bonwit Teller, the May Company and 
Coward's, 

During his 15 yenrs at Bonwit Teller, 
he was supervisor of personnel and 
training; had charge of employment of 
all junior executives and was consul 
tant for all senior selections. He was 
also director of operating departments 
and had full responsibility for customer 
service, 

At the May Company in Baltimore, 
from 1048 to 19560, he served as oper- 
ating manager and was concerned with 
all problema affecting cuatomer serv 
ices as well as store operation at the 
executive level. He comes to the Na 
tional Shoe Retailers Association after 
six years with the Coward Shoe Stores 
in New York where he served in the 
same administrative capacition as oul- 
lined above, 


nd General Retail Operations 





EDWARD J, McDONALD 


The National Shoe Retailers Asso 
ciation will continue ita activities of 
rendering a complete and useful serv 
ice to its members and the trade and 
believes that Mr, MeDonald’s special 
ized experience and knowledge of all 
phases of retailing will be particularly 
useful in implementing ita program, 

Mr, MeDonald said he hopes to put 
special emphasia on personnel and sales 
training, job diversification, selling 
techniques, buying, merchandising and 
all the other phases of shoe retailing 
which combine to make a auccessful 
store operation, 





PPSSA Analysis Shows Rise of Popular Price Market 


New York—In two years the pro- 
duction of shoea retailing up to $12 a 
pair increased 77% million paira, indl- 
cating the continuing growth of the 
popular price shoe market, it was 
pointed out by Edward Atkina and 
Maxwell Field, co-managera of the 
Popular Price Shoe Show of America, 

The PPSSA analyaix is based on a 
atudy by the U. 8S, Bureau of the Cen- 
nus of shoe production by price lines in 
1958 and 1955 prepared for the Na- 
tional Shoe Manufacturers Association 
and the New England Shoe and Leather 
Axaociation, 

Of the increase of 77,505,000 pairs 
between 1953 and 1955 in the produe- 
tion of popular price footwear, certain 
price bracketa of children’s and wo- 
men's shoes made particularly sharp 
gainn, Misses’ and children’s shoes sell- 
ing at $5 or leas accounted for 68,5 per 
cent of production in 10955 compared 
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with 53,56 per cent in 1968, a gain of 
18 per cent, it was pointed out by the 
PPSSA co-managera. 

“In women’a shoes, the $6.01 to $7 
retail price bracket roae from 5.4 per 
cent to 7.0 per cent of the total, an in 
crease of 46 per cent between 1958 and 
1955, Seemingly a number of very low 
price items were added to the women's 
shoe business during the two years, 
since 6.5 per cent of women's shoes 
were made to sell up to $2 a pair in 
1955 compared with 4,5 per cent in 
1953, a gain of 44 per cent, Between 
$2.01 and $3 at retail in women's shoes, 
9.8 per cent were sold in 1958 compared 
with 12.2 per cent in 1955, a 24 per 
cent rine, 

“In men's dreas shoea, 58 per cent 
sold up to $10 a pair in 1955 compared 
to 66.8 per cent in 1958, At below $8 a 
pair, 20.7 per cent of men's drean shoes 
sold in 1958 but 82.4 per cent in 1955," 





August Footwear Production 
One Per Cent Over Last Year 


WASHINGTON, D, C,— August foot- 
wear production of 54.6 million pairs 
was one per cent higher than August 
production of a year ago and 80 per 
cent more than the 42.2 million pairs 
produced in July, 1956, it was disclosed 
in the “Facts for Industry” bulletin 
issued by the Department of Commerce. 

The figures, prepared by the Bureau 
of the Census, Industry division, Ap- 
parel branch, are estimates of total 
factory production and shipments of 
shoes and slippers in the United States, 
and were obtained from a scientifically 
selected sample of about 550 companies. 

Of the total August figures, the cate- 
gory which bulked largest was in wo- 
men’s work and dress shoes, accounting 
for 17,924,000 pairs, This compared 
with production in that category of 14,- 
186,000 in July of this year and 17,844,- 
000 in August a year ago. 

Production in all geographic divisions 
of the country was up compared with 
figures of a year ago with the excep- 
tion of Tennessee, where it was five 
per cent lower. 

Of the total United States figures, 
New England accounted for the produc- 
tion of 21,402,000 pairs, an increase of 
seven per cent over Auguat, 1955; the 
Middle Atlantic States had a produce 
tion of 14,854,000 over last year, or an 
increase of nine per cent; the East 
North Central States had a production 
of 6,199,000 pairs, or an increase of five 
per cent, and other divisions, including 
Missouri, Tennessee and other states, 
accounted for an Auguat, 1956, produe- 
tion total of 12,192,000 pairs, or an in- 
crease of five per cent, 


Duane, Inc., Takes Over 
Leased Selby’s Retail Outlets 


St, Lours—Selby Shoe Company has 
withdrawn from the operation of six 
leaned retail shoe outleta in Florida and 
Georgia, with a new firm, Duane’s, Ine., 
taking over, according to recent an- 
nouncement by A, V, Wheeler of Inter- 
national Shoe Company, Duane’s, Ine,, 
in a subsidiary of Shoenterprise Corpo 
ration, International’a atore financing 
subsidiary, 

Edward Sanders and hia son, Steele, 
who had managed the departmenta for 
Selby, will continue to do so under the 
new ownership, Departments affected 
are located in units of Allied Stores 
Corporation in the Jordan-Marsh Com- 
pany at Miami, in Levy Brothers at 
Savannah, and in Maaa Brothera in 
Tampa, with branches in St, Petera- 
burg and a new unit in Lakeland, Fla, 
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Tanners’ Council Meeting to Seek Industry Insight 


New York—The annual meeting of 
the Tanners’ Council of America in 
Chicago, October 24-26, will be an “ex- 
periment,” according to spokesmen in 
that the meeting will seek “to give the 
industry an insight into basic trends 
which have been transforming our econ- 
omy, our living standards and the mar- 
ket potential of leather.” 

They said that though the meeting 
will present the customary reports 
which members have always looked to 
for specific information, it will go be- 
yond the usual level by trying to “pro- 
ject the shape of tomorrow” for long 
range appraisal, 

The Hide Bureau of the Tanners’ 
Council has scheduled a special Hide 
Quality Clinic to be held the day before 
the first general session of the meeting. 

According to the bureau, “This spe- 
cial meeting has been called in order to 
dramatize for the entire industry, tan- 
ners and raw material suppliers, the 
urgent problem of raw material.” 

It has been promised that the clinic 
program will underscore the dollar and 
cents meaning of the quality potential 
in today’s market. The chairman of the 
bureau said invitations had been ex- 
tended to all members of the hide and 
skin industry and to packers’ organi- 


zations and all their representatives. 

The major feature of the first general 
session will attempt a glimpse of the 
future in relation to leather and its 
markets, while factual reports will be 
presented on specific subjects of im- 
mediate interest during the second day’s 
session. 

Among addresses to be delivered dur- 
ing the first general session are “Our 
Economy of the Future,” by Raymond 
Rogers, professor of Economics at New 
York University; “A Scientist Looks 
Ahead,” by Dr. George Seidel, techni- 
cal advisor of E. I. duPont Company; 
“Tomorrow's Consumer,” by Richard 
Manville, and “Shoe Industry Poten- 
tials,” by Merrill A. Watson, executive 
vice-president, National Shoe Manufac- 
turers Association. 

Subjects to be surveyed during the 
second session include “Practical Ob- 
jectives,” by Irving R, Glass, executive 
vice-president of the Tanners’ Council; 
“Merchandising Leather,” by Michael I’. 
Fiynn, president of Leather Industries 
of America; “The New Look in Techni- 
cal Research,” by Julian B. Hatton, 
president of the Eagle-Ottawa Leather 
Company, and “Facta, Figures and 
Forecasts,” by Edward L, Drew, econ- 
omist of the Tanners’ Council, 





Clyde E. Gerberich Named 
Regional Chairman of 210 


Boston—Clyde KE. Gerberich, secre- 
tary-treasurer of the Gerberich-Payne 
Shoe Company, Mount Joy, Pa., has 
been appointed regional chairman of 
the Central Pennsylvania district of 
The 210 Associates. This announcement 
was made by Cliff Levin, Shoe Corpo- 
ration of America executive, who is 
coordinator of all regional chairmen of 
The 210 Associates. 





CLYDE £, GERBERICH 


Mr. Levin stated that Mr, Gerberich 
is one of the best known and liked in- 
dividuals in the Central Pennsylvania 
area and will be of tremendous assis- 
tance in building up The 210 member- 
ship in his section. 

At the same time, Mr, Levin stated 
that the association now has nineteen 
regional chairmen throughout the coun- 
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try and will soon add several more to 
make sure that the association has a 
representative in every part of the 
United States. 


NESLA Sponsors Flights 
To National Shoe Fair 


Boston—The New England Shoe and 
Leather Association, as a special ser- 
vice to its 500 shoe and leather mem- 
bers, is again sponsoring a number of 
non-stop Shoemen's Special planes to 
and from Chicago for the National Shoe 
Fair, 

American Airlines will sponsor four 
special DC-6 flights reserved exclusive- 
ly for shoe men, These flights will leave 
Boston on Saturday, October 27 at 
10:30 A.M, and 11 A.M, and Sunday, 
October 28 at 11 A.M, and return to 
Boston on Thursday, November 1 at 
4:25 P.M, To accommodate heavy res- 
ervationa received to date, most space 
on regularly scheduled flights of DC-7 
“New Englanders,” leaving Boston on 
Saturday and Sunday at 0:45 A.M, and 
return to Boston on Thursday, Novem- 
ber 1 at 5:36 P.M, are reserved for 
shoe men, All flights listed are on local 
time, 

Both Trans World Airines-TWA and 
United Airlines have made arrange- 
mente to handle shoe men’s reservations 
on their regularly scheduled flights to 
and from Chicago during show week, 

Any member of the trade desiring a 
reservation on one of these specials, 
should contact the respective company 
direct, or Maxwell Field at association 
headquarters, 210 Lincoln Street, 


O’Conor Resigns as Compo’s 
President, Manager, Director 


Boston — Charles W. O’Conor, 40, 
announced his resignation as president, 
general manager, and director of the 
Compo Shoe Machinery Corporation of 
Waltham, Mass., effective October 5. 
Compo is the nation’s second largest 
shoe machinery company. He has been 
active as a member of the Young Pres- 
idents Club. 

Succeeding him is John F. Smith, 
who has been named president of 
Compo. Mr. Smith has been treasurer 
of the company for the past 20 years 
and was, up to now, vice-president in 
charge of research and development. 
He is also a patent lawyer. 

Walter W. Wood has been named 
vice-president. Up to now he has been 
assistant to Mr. O’Conor and also acted 
as general sales manager, He was for- 
merly associated with the Lincoln Elec- 
trie Company. 

Alfred G, Nelson has been named 
treasurer. He has been associated with 
the company for a number of years, and 
was controller for Compo, 

James Long, New England Regional 
Manager, was appointed general sales 
manager, 

Mr. O’Conor said he had no state- 
ment at the moment as to his future 
plana, though it is reported that he is 
considering several offers. 

He has been president since 1952. As 
a result of diversification and expan- 
sion since Mr. O’Conor assumed the 
presidency, Compo’s business rose from 
$3,356,000 with profits of $189,000 in 
1951 to $6,047,000 with profits of $322,. 
000 for 1956, 

A company interim report for the 
first six months of 1956 indicates a 
continuation of these trenda with net 
sales of 7.7 per cent and profits of 33 
per cent over the same period of 1955, 
Compo has 2,000 stockholders and the 
company has paid regular dividends 
since 1932, 

Mr, O’Conor was elected president of 
Compo February 6, 1952, with the ap- 
pointment scheduled to go into effect 
March 1 of that year. He was pre- 
viously senior vice-president and gen- 
eral sales manager of International 
Shoe Machine Corporation, 

He is a graduate of Harvard Univer. 
sity and holds a master’s degree from 
that institution's Graduate School of 
Uusiness Administration, 


At the time of his appointment as 
president of Compo, Hamilton Pell, 
chairman of the board, said of him, 
“Mr, O'Conor brings to his new post a 
broad and successful experience in the 
cemented shoe machinery business in 
the fields of sales management, service, 
personnel, accounting, purchasing, 
manufacturing, research and the work 
of the treasurer's office, as well as in 
administration, management, foreign 
trade and the patent field.” 
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Keith Introduces N ew Merchandising Plan 


Brockton Shoe Manufacturer Offers Retailers ‘Partnership Fran- 
chise’, Which Will Offer Savings In Return for Minimum Purchase 


By BILL ROSSI 


BrRocKTON, Mass.—-One of the most 
revolutionary merchandising programs 
ever presented in the shoe industry has 
just been launched by the Geo. E, Keith 
Company, 82-year-old Brockton pro- 
ducers of fine men’s shoes. According 
to Jean Keith, company president, the 
ILP (1 Like Profit) Plan will launch 
a new era in manufacturer-retailer re- 
lationships and permit more profitable 
operations for the retailer. 

Many months of careful planning 
have gone into this unique ILP Plan, 
which is designed to bring about what 
the company terms a “partnership 
franchise” with its dealers. Here are 
the basic details of the Plan: 

On his initial order of Keith shoes the 
retailer will get his regular 6 per cent 
markup discount, But under the ILP 
Plan the retailer becomes eligible for 
further savings beyond the regular 5 
per cent. It comes about in this way. 
When the retailer makes his initial buy 
of the Keith line he geta an immediate 
price reduction below the list price, He 
thus has the regular 5 per cent dis- 
count plus the further discount under 
the ILP Plan, which gives him a wider, 
more flexible range of mark-up to begin 
with, 

His initial buy must meet a certain 
minimum purchase set by the company. 
However, the company is emphatic on 
the point that this “minimum” is set at 
a level which permits even the smalleat 
retailer to fit into the program. 

The “cost reduction” plan applies 
throughout the season, Further pur- 
chases the retailer makes throughout 
the season, on reorders or fill-ina, are 
credited to hia season's total purchases, 
At any point during the season where 
the retailer reaches the minimum sea- 
sonal buy set by the company, an addi- 
tional price reduction goes into effect, 
and is retroactive to include the full 
season's purchases, The retailer thus 
has a “target level” which, when reach= 
ed, makes him eligible for the further 
incentive savings, Thia bonua or saving 
thereby becomes what might be termed 
a “profit dividend,” The retailer not 
only derives regular profita from his 
own volume, but geta an additional 
portion of profit by “sharing” the man 
ufacturer’s profita via the extra redue 
tion, Which is pald at the end of the 
s@AAON, 

ILP in actually a sales incentive plan 

the payoff being a higher mark-up 
and profit allowance for the retailer, 

Another point of appeal for the re- 
tailer is that the “minimum buy may 
be only a amall percentage of the broad 
line offered by Keith, Thia makea it 
feasible and practical for the very 
amall as well as the large retailer to 
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participate profitably in the plan. 

Still another important point em- 
phasized by the company: there is no 
“favoritism” for the large store over 
the small, as frequently found in sales 
incentive plans. The extra savings per 
pair or “profit dividend” is the same 
amount for the small store as for the 
large. 

What are the specific attractions of 
the ILP Plan? The company cites 
these: 

(1) The Plan permits probably the 
highest mark-up on branded men’s 
shoes ever offered, Customary mark-up 
on branded basic shoes may run 88-40 
per cent. With the ILP Plan the mark- 
up on these basics will be as least 42 
per cent, and can be higher, depending 
upon the retailer, 

(2) The retailer is provided with 
proven sellers, There is no guesswork 
in buying tested, nationally known 
atylea carrying the famous Walk-Over 
brand. This greatly reduces risk, cuts 
mark-downs and loasea therefrom (on 
a 24-pair buy, the entire profit is usu- 
ally tied up in the last two pairs.) 

(3) An integral part of the ILP Plan 
is a cooperative advertising and mer- 
chandising program for the retailer. 

(4) The Keith lines are baeked up by 
a large in-stock department. Thia re- 
duces the retailers’ inventory, gives 
them an ever-fresh, fast-moving stock 
kept alive with rapid deliveries. 

(5) The lines are alao backed by 
Keith’s consumer advertising program, 
Walk-Over is perhaps the oldest na- 
tionally advertised men's brand, The 
company haa nationally advertined the 
Walk-Over brand consistently for over 
50 years, aince 1902, A recent national 
survey by another company shows that 
Walk-Over rates among the top four 
branded men’a lines, embracing all 
price rangea, as a publicity recognised 
name, Thue the Walk-Over name, saya 
the company, ia largely pre-aold to the 
consumer, 

President Jean Keith atates, “The 
ILP Plan ia an integrated merchandia- 
ing program, and not juat a price-cut- 
ting plan, It’s fundamentally an in- 
centive plan to give the retailer oppor: 
tunities for more mark-up, more sales 
volume and more profit, It cuta hie 
markdowns and losses acerued from 
markdowns, And thease can be achieved 
with a nationally known and respected 
brand, 

“This ia actually a partnership plan. 
One common problem for the retailer 
haa been hia inability to get a subsatan- 
tial and deserved mark-up on hia basie 
men’s lines—of having to depend ao 
heavily on high-atyle and casual lines 


for his larger margins—even though 
the bulk of his sales are in basic shoes. 
The ILP Plan now opens the door for 
better mark-up and profit opportunities 
where they’re needed most—in basic 
bread-and-butter lines.” 

Mr. Keith concluded, “Most added 
inducement plans usually favor the big 
buyers and play down the smaller 
merchant. The ILP Plan, however, has 
carefully avoided this pitfall and in- 
equity by giving the smaller retailer 
every advantage open to the larger 
stores. Finally, the aim of the ILP Plan 
goes even beyond the mark-up and 
profits features. The objective of thie 
partnership-franchise arrangement is 
to establish the closest manufacturer- 
dealer working relationship in shoe 
business. Our whole program will be 
governed entirely by the retailer's 
problem's and needs—a genuinely per- 
sonalized interest in making a success 
of his operation first, which will 
naturally rebound to our own success.” 


Lasky Named Head Buyer 
For Delman-Operated Salons 


New York— The appointment ef 
Harold R, Lasky as head buyer for 
Delman-operated salons in New York, 
Chicago, Philadelphia and San Fran- 
ciseo, was officially announced — by 
Donald Seligman, vice-president of 
Delman retail operations, 

In his previous position, he was in 
charge of coordinating, advertising and 
sales promotion for the shoe firm, 

Mr, Lasky, who is 34, atarted as a 
atock boy with Delman in 1989 shortly 
after hia graduation from New York 
University, where he received § a 
Bachelor of Arta degree, 

He served with the Air Force during 
World War Il, After military service 
he returned to hia old job at the Fifth 
Avenue salon, He gradually got inte 
selling and other aspecta of footwear 
merchandising, Working aa assistant 
to his unele, the late Herman B, Del 
man, he learned about factory oper 
ations, leathera and different phases of 
the ahoe buainesa, 

Aa Delman branches were opened in 
Miami, Palm Beach and Beverly Hilla, 
Mr, Lasky waa their manager and 
apent a great deal of time traveling 
among them in addition to planning 
and auperviaing selling activities, 


A. S. Beck Buys Shoe Firms 


New York——The purchase by A, 8S 
Beck Shoe Corporation of two shoe 
companion with 12 retail outleta in New 
York, Philadelphia and other cities 
Waa announced by A, S, Beck treasurer, 
Richard Meth, 

The transaction was negotiated by 
Beck-Ansonia Corporation, a wholly 
owned A, S, Beck subsidiary, with 
Abraham Unger and associates for full 
ownerahip in Ansonia De Luxe Shopa, 
Ine,, and Coquette Footwear, Ine, 





H. Jacob & Sons Acquires 
Fein & Glass Corporation 


Hanover, Pa.—Complete control of 
Fein & Glass Corporation, Reading and 
Bernville, Pa., has been acquired by H. 
Jacob & Sons, Inc., Hanover, Pa., it war 
announced by H. 0. Toor, president of 
H. Jacob & Sons. 

Mr. Toor also announced from New 
York City, that the A. S. Kreider Shoe 
Company, Annville, Pa., would soon be 
acquired, 

In addition to the above companies, 
the Toor interests now include the H. 
O. Toor Shoe Corporation, Emmitsburg, 
Md., and the H. O. Toor Shoe Company, 
Hanover, Pa., making a total of five op- 
erating shoe companies. 

The present capacity of the plants is 
slightly more than 18,000 pairs per day. 

The acquisition of these additional 
factories will enable the company to 
offer to the trade a complete line of 
juvenile and men’s casual footwear, 
including stitchdowns, cements, bon- 
welts and Littleways, the announce- 
ment said, All of these companies will 
serve the popular price shoe trade and 
particularly the volume users. 

Mr. Toor has been a director of the 
National Shoe Manufacturers Associa- 
tion for many years and at the present 
time is serving as a vice-president. 


New Hide Handling Method 
To Be Shown by Delph Firm 


INDIANAPOLIS — A demonstration of 
its new process in the handling of hides 
in which green hides are fleshed, tan- 
nery trimmed and cured in a special 
curing process has been extended to all 
segments of the leather industry by M. 
A. Delph Company, Inc., here. 

The demonstration will be held Oc- 
tober 19, 3-5 P.M. at the company’s 
main plant, 517 West Ray Street. 

Merle A. Delph, president of the 
company, said his firm has been study- 
ing the new method of handling hides 
and preparing them for shipment for 
many months. 

He said further that the date had 
been selected to accommodate all mem- 
bers of the industry enroute to Chicago 
to attend the National Hide Associa- 
tion convention and the annual meeting 
of the Tanners’ Council of America, 


Imperial Footwear Organized 


FARMINGTON, N. H.—A new com- 
pany, the Imperial Footwear Company, 
has been organized as a division of the 
Weiss-Lawrence Shoe Company, of 
Dover, N. H., and will soon start op- 
erations in the Farmington plant once 
occupied by the H. 0. Rondeau Shoe 
Company. Women’s and misses’ novelty 
shoes will be produced. 

President of the new company is 
Theodore Weiss, one of the owners of 
Weiss-Lawrence, His partner, Charles 
Lawrence, is vice-president. Treasurer 
is Henry 0. Rondeau, son of the late 
H. 0. Rondeau. 
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New Members on Agenda 


CuHIcCAGo—Ways and means of secur- 
ing new members during the coming 
year will be a major consideration of 
the forty-sixth annual convention of 
The National Shoe Travelers’ Associa- 
tion. The meeting will be held October 
25 and 26 at the Hamilton Hotel, here. 
President Ray C. Randall will preside. 

A new feature this year will be a 
cocktail hour and banquet to be held 
Thursday night. There will be a cock- 
tail hour from 5 to 6 and dinner at 6. 

The board of directors will meet for 
one day on October 24. Principal speak- 
ers during the meeting will be Mar- 
shall J. Mantler, managing director of 
the Bureau of Salesmen’s National As- 
sociations and Earl Susman, general 
counsel for the bureau. 

The delegates will devote consider- 
able time to discussion of methods 
which may be used to encourage shoe 
traveler’s associations not affiliated 
with NSTA to become members in 1957. 


of NSTA Annual Meeting 


There will also be information on the 
coming meeting between the association 
and the National Shoe Manufacturer's 
Association. Reports from the regional 
governors will be made and there will 
be a resume of activities of each major 
committee. The annual awarding of 
the loving cup for the greatest per 
capita increase in membership will also 
be made. 

Election of officers will take place 
after all other business is concluded on 
Friday afternoon. In addition to Mr. 
Randall current officers are Ted Hinds, 
first vice-president; Richard D. Graffis, 
second vice-president; secretary, Ed- 
mund J. Trench, and treasurer, Paul 
D. Cook. 


Reports on regional shoe fairs will 
also be made, National headquarters 
for the association reports 13 of these 
will be held during the remainder of 
1956, 





NESLA Sets Up Program 
To Aid Shoe Manufacturers 


Boston —The New England Shoe 
and Leather Association is setting up a 
long-range program designed to assist 
its shoe manufacturer members in ap- 
plying scientific management systems 
in shoe factories, and a committee of 
prominent association members has 
been appointed to formulate details of 
the program, 

Heading the committee is John T. 
Heald, The Stetson Shoe Company, 
South Weymouth, Mass. Other mem- 
bers are E. Farrington Abbott, Jr., 
Charles Cushman Co., Auburn, Me.; 
George Barr, Songo Shoe Manufactur- 
ing Corporation, Portland, Me.; Peter 
Freedman, A. Freedman & Sons, New 
Bedford, Mass.; Francis Gleason, J, F. 
McElwain Company, Nashua, N. H.; 
Milton M. Isenberg, Continental Shoe 
Corporation, Portsmouth, N. H.; Fred- 
erick M. Morrison, Jr., Kleven Shoe 
Sales Company, Spencer, Mass.; Wil- 
liam Shea, H,. H. Brown Shoe Com- 
pany, Worcester, Mass.; Charles Slos- 
berg, Green Shoe Manufacturing Com- 
pany, Boston; and Maxwell Field, asso- 
ciation executive vice-president. 


Saks Comes ma St. Louis 


St. Louris—Sakse Fifth Avenue has 
come to St. Louis and has opened a 
branch at 4926 Maryland Avenue, in 
St. Louis’ exelusive midtown shopping 
district. 

The new Saks has taken over the lo- 
cation formerly occupied by Lockart’s, 
women's specialty store, In an extensive 
series of newspaper ads, Saks’ tradi- 
tional reputation for fashion has been 
featured, with emphasis on the shop’s 
departments which include apparel for 
the junior miss, debutante, children’s 
department, along with handbags, hate, 
lingerie and shoes. Saks will handle only 
its own branded shoe lines. 


Macy’s Millinery-Footwear 
Head Plans to Retire in 1957 


New York Beatrice Rosenberg, 
merchandise counsellor in charge of 
women’s millinery and footwear for 


Macy's department store, will retire 
in the spring of 1957, according to El- 
liot Walter, president of Macy's. 

“It is with great reluctance that we 
have accepted Miss Rosenberg’s plan 
to retire,” said Mr. Walter. “In her 
38 years of outstanding service with 
Macy's, Miss Rosenberg has made a 
most significant contribution to our or- 
ganization and to the field of retailing.” 

Miss Rosenberg began her career as 
a sales clerk in the millinery depart 
ment in 1918. A year later she was ap- 
pointed department manager of veil- 
ings, and by 1923 was given five addi- 
tional departments to supervise. In 1949 
she was appointed merchandise admin- 
istrator of the millinery and footwear 
division, and in 1950, became Macy’s 
first woman vice-president, continuing 
to supervise the same operation. 
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Three More Winners Chosen 

CuHicago — Three more winners of 
the American shoe industry’s “Star 
Salesman Award” were announced by 
Paul O. MacBride, chairman of the 
National Shoe Fair. 

This brings to eight the number of 
winners of this high industry honor. 
A total of 18 will be picked and given 
special recognition at the twenty-third 
National Shoe Fair. 

The three latest named were Joseph 
A. Vogel of Pittaburgh, representing 
the work shoes division of the Wolver- 
ine Shoe & Tanning Corporation, 
Rockford, Mich.; Ludwig Broderick, 
Sunnyside, Queens, New York, repre- 
senting the Five Star Footwear of 
Long Island City, N. Y., and Michael 
8S. Garry, representing the Freeman 
Shoe Corporation, Beloit, Wis. 
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Add it up! 





THE PLUS THAT WILL BRING YOU EXTRA PROFIT 
IS THE STYLING OF LITTLE YANKEE SHOES 








SEE THEM Little Yankees’ Spring line is bustin’ out all 
ICAGO! over with that p/us-factor, small-fry fashion. 
IN CH ¥ Exciting leathers, textures, eye-catching 
Rooms 972 and 973-W, designs, and inspired touches of color make 
MER HOUSE this the liveliest line that ever looked 
PAL THE SHOW forward to Spring! 
DURING Add to that the FITTING qualities Little 


OCT. 28 ria NOV. 1 | Yankees are famous for... and the 

wonderful WEAR that’s a well-known fact... 
it means profit, and it’s yours 
with Little Yankees! 
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See MILLERTONE and all 
MILLER sales pluses at 
Booth 85, Palmer House, 
National Shoe Fair. 







Millertone 
Finish 
Stimulates 


A New Eye Appealing, Durable Finish on 
MILLER TREES! SR 


We've made it easier for you to ring up ‘‘double @ Resists water, acid, 
header’”’ sales (shoes and trees) with this new perspiration, other agents 
eye catching finish, It’s a real quality finish with a 


rich gloss similar to that found on the finest hand @ Resists scratching 


rubbed furniture. Available on the full line of try u with your 
Miller Trees — in your favorite shades, Natural, fingernail 
Cherry Red, and Walnut. 

Write for complete information today. @ Won't chip 


even when dropped 


0. A. MILLER COMPANY 


BRANCH OF UNITED SHOE MACHINERY CORPORATION 
PLYMOUTH, NEW HAMPSHIRE 








M... accounts than ever before in history are switching to 
Peek-A-Boot. It’s a switch for the better... better styling... 
better fit... better sales! New Process Peek-A-Boots have 
extra thick toe cap and backstay and extended outer sole 
for increased wearability. Attractive trim binding and 
three-dimensional wing pattern add to beauty and utility. 
Adjustable side fastener means greater comfort; 

easier to get in and out of, too. The new process makes 

this possible and only Peek-A-Boot, of all California 

plastic rainboot manufacturers, offers it to you. 

Switch to New Process Peek-A-Boot, be ready for 

today’s demand from fashion minded customers! 


Smart New Stylin Proper Fit Retains its Shape 
€ bite a : Hi , Don’t miss our display 


- sti ; ta at the Morrison Hotel 
i Worth more — still retails for $2 a pai cS eee. 1300 


October 28 to November | 
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Palmer House — Room 908W 
October 28 through October 31 


HERBST Shoe Manufacturing Co., “in 


557 Marbridge Bidg. New York 17, ®. 
a 










New York Office — 









38 
Boot and Shoe Recorder 









The Difference Is—People! 
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— “The real difference between a successful 
business and one that struggles is PEOPLE 
—attracting people and keeping them at- 
tracted and attractive, 


““All stores have somewhat similar goods; 
the outstanding one has flair, personality, 
imagination, intuition, All this comes from 


| PEOPLE.” 


H. D. Hodgkinson, managing director of 
William Filene’s Sons Company, Boston, 
Mass., in discussing “Management’s respon- 
sibility in development of executives” cited 
the above effective truths and went on to say: 


“Usually we storekeepers think first, last and 
always in terms of merchandise sales and 
profits. The time is here when we should 
think in terms of PEOPLE first. Personnel 
is as important as merchandise, It comes 
first. Let's get the fact firmly in our minds, 
that we only develop a business if we develop 
people first.” 


Five principles for executive-employee ap- 
proach were outlined: “First—Day to day 
executive contact shall be made with care 
and consideration. Second—Recognize the 
basic needs of the individual, Third—Be pa- 
tient and understanding. Fourth—Give en- 
couragement and, Fifth—Develop by ex- 
ample in addition to precept.” 


It is up to all of us to attract young people 
into the shoe business, The future is bright 
with possibilities, 


£8 lak, 


Publisher 
Boor ano Suoe Reconpen 
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JUMPING“ JACKS 


NEWS 





We'll be there too... 


A “OFS Ay Cough! 
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America's Finest Fitting Shoes 
for Children 


VAISEY-BRISTOL SHOE COMPANY 


MONETT, MO. “x, N 
cocn “Ge 
646 AN 
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BALLY 


of Switzerland 


showing 
INTERCONTINENTAL ORIGINALS 
IN FOOTWEAR FOR 
LADIES AND GENTLEMEN 
in 
SUITE 2306A-2310A 
Hotel Conrad Hilton 


Chicago 
during THE SHOE FAIR 





BALLY, INC., 444 MADISON AVENUE, NEW YORK 22, N. Y. 
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Brother... 
when she 
gets into a 
KID shoe... 
she's sold! 








| 
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New quality 


““QUILON” gives shoes qualities 
adds important new 


Versatile new chemical used in processing leather protects shoes 


against water, perspiration and scuffing ... even acids 





DUPONT 


© Du Pont supplies ‘ Quilon” only to tanners, does not make leather or shoes. 





GOLO OF DUNMORE ORTHO VENT BHO CO MONTGOMERY WAT 





' eae 
HUTH- JAMES BHOE, ING MONTGOMERY WARD FIELO AND FLINT CO 
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standard for shoes 


never possible before... 


sales features 


Here are shoes with function as well as fashion. 
For they're made of fine leathers that have been 
specially processed with Du Pont “Quilon” 
chrome complex. The manufacturers and dis- 
tributors listed below are among those who are 
taking advantage of the new protection and 


appeal of “Quilon”, This new, versatile chemi- 


cal adds qualities customers have always wanted 
in dress and work shoes, sport and children’s 
shoes, Yet, for wearers’ comfort, leather proc- 
essed with “Quilon” breathes! You, too, can 
capitalize on the great potential of “Quilon”. 
Specify leathers processed with “Quilon”. 


feature shoes processed with “Quilon”. 


E.1, DU PONT DE NEMOURS & CO. (INC.), GRASSELLI CHEMICALS DEPARTMENT, WILMINGTON 98, DELAWARE 


OQUILON QD 


Makes good leather perform better 


BETTER (INGS FOR BETTER LIVIN THR 





MONTGOMERY WARD ORTHO VENT SHOE CO 





ORTHO: VENT SHOE CO, 


October 16, 1956 





1OL0 OF DUNMOR 





MONTGOMERY WARD MASON SHOE MFG. CO 
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Bunteesarewinning Parents by the thousands! 









This is the story ~~~. 
(OVER 2000 YEARS OLD) 


that made NEWS 


TTT nat 
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aia ee a eT 
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There was nothing new to tell! Every baby shoe lays claim to some 
of the inherent features of the genuine moccasin developed 2000 years 
ago by the Indian. Moccasins were America’s first baby shoe . . . offering 
comfort, flexibility and non-restricting freedom of action for tender little 
feet . . . that take 20 years to completely develop. 


Mothers knew all this . . . knew it made sense . . . yet thousands took 
time to write us about Buntees improved hand lasted baby moccasins, 
wanting more information on where to buy them. 


We'd rather have you complete the story and make the sale. It’s so 3 IS i 
easy to sell Buntees . . . to mothers sold on Buntees! * 





ORDER THIS 
“BASIC 5” 
TODAY ! 













No.5 Cradler No. 50 Pre-walker No. 515 Chubees No. 5050 Walker No. 4050 Oxford 


Do the bulk of your baby shoe business with the Buntees “basic 5”. . . the shoes that are the heart of your sales program. Feature 
these and other Buntees styles . . . all with hand lasted genuine moccasin construction. 


R. J. POTVIN SHOE COMPANY, BROCKTON 26, MASS. 


Room 847, Palmer House 








The “SELF-ADJUSTING FIT" 
.. 4 feature of the new 






PUSH-BUTTON 
ywunglalct 


WOMEN'S AND CHILDREN'S 


FLATTIES AND CASUALS AT THE 


PUSH 
OF A 
BUTTON 


“STAND” 







FASHION PUMPS = 
re ik a fe 
HEEL HEIGHTS 





"U.S. PAT, 2,691,227 
PAT'D IN OTHER COUNTRIES 


THE REMARKABLE SELF-ADJUSTING PRINCIPLE OF THE 
SPRING-O-LATOR HELPS ADAPT EACH SHOE TO EACH 
INDIVIDUAL FOOT, WITH THAT WONDERFULLY COMFORT- 
ABLE SPRING-O-LATOR FEELING 

MEN'S 
DRESS PUMPS 
AND CASUALS 





"The HEART of the SPRING-O-LATOR" 


Thomas Taylor & Sons’ research has pioneered the 
development of the finest material for the elastic insert 
which is the ‘HEART of the SPRING-O-LATOR.”’ 
FOR CLOSED PUMPS OF EVERY TYPE =SHUGOR means top SPRING-O-LATOR performance. 


AND OPEN STYLES AS WELL 
THOMAS TAYLOR & SONS 


ll HUDSON, MASSACHUSETTS 
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#572 TOWN BROWN 


A beautiful example of high fashion's confidence 
in the quality, beauty and colour-perfection of 
America's leading calf... The shoe, with sweater 
collar and 18/8 heel...sponsor, Braver Bros. 
Shoe Co., St. Lovis 8... available also in #3335 
Chevron, #507 Flight Blue and # 500 Black. 


E. HUBSCHMAN & SONS, INC. 
PHILADELPHIA 23 
FASHION OFFICE: EMPIRE STATE BUILDING, NEW YORK | 
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for MILD PRONATION 
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for EXTREME PRONATION 





























Pre-Walkers CLUB LAST 


October 15, 1956 


OE bag: 


A Complete Line of Unbranded 


CHILDREN’S PRESCRIPTION SHOES 


... to fit the variety of 


children’s foot disorders 


A 
LL FROM ONE SOURCE 
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Medic Shoe Manufacturers 
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Maryville, Missouri — pop. 6,814 
In a few short years here’s the sales record 
of the Brown’s Shoe Fit Store... 


Initial order 98 pairs 
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WIN A. BROWN 
founder & general manager, Brown's Shoe Fit Co. 


*IOWA 


Shenandoah 
Knoxville 
hariton 
Red Oak 
Clarinda 
Fairfield 
Atlantic 
Creston 


Council Bluffs 


Centerville 
Washington 
Cherokee 


Ames 
Oelwein 
Jefferson 


Webster City 
Mount Pleasant 


Estherville 
Grinnell 
Charles City 


wright 


ONnepe FINO Soe 


LEFT TO RIGHT: 


MISSOURI 
Maryville 
Warrensburg 
Trenton 


COLORADO 


Longmont 
Sterling 
Loveland 


NEBRASKA 


Fairbury 
Nebraska City 
zeus City 
Superior 
Beatrice 


KANSAS 
Emporia 


Charles Baumli, customer; Robert 
Parker, assistant manager; Morris L. 


Hamilton, manager 


In Canada: Scott & McHale, London, Ontario 


The Brown’s Shoe Fit store in Maryville, Missouri, is 
typical of their 32 stores serving smaller communities 
in the Midwest.* 


The founder and general manager of the group, Win A. 
Brown, has stocked Wright Arch Preserver Shoes in each 
of the Brown’s Shoe Fit stores opened since 1913. 


Morris L. Hamilton is manager and part owner of the 
Maryville store. Here, in his own words is how he began 
with an initial order of 98 pairs of Wright Arch Preservers 

a few years ago and expects to 


sell 350 this year: 

1. ‘We instill in our sales force 

an enthusiasm and a respect 
@ for quality merchandise. 


2. ‘‘We educate our sales force 
on the four outstanding features 
in Wright’s and how to use these points in selling them. 
Also to look for signs of foot discomfort — excessive 
perspiration in old shoes, ball of foot too far forward, etc. 


3. “Naturally, on our volume, we can’t stock as many 
numbers as a large city store, but we have sizes in the 
numbers we do stock and we keep them sized. 


4. ‘‘We keep a card file on every customer and every pair 
sold. ‘Nine out of ten do buy them again.’ 


5. “Satisfied customers are our 
best advertisement. We keep 
a small loose-leaf notebook 
with names of customers listed 
under their home towns. We 
inquire as to where a prospec- 
tive customer lives and ask him 
to talk to satisfied customers 
we name in his community. 


6. ‘“‘We make a great many 
personal contacts outside the 
store.”’ 

If you want to build a profit- 
able business in men’s shoes, 
why not get the facts about a 
Wright Arch Preserver Fran- 
chise. Send a card to Leo 
McCarthy, President, E. T. 
Wright & Co., Rockland, Mass. 
























STYLE 195 — soft llama grain 
calf in polished Black 

(196 —- in rich cedar brown) 
Sizes 644-14 (AAA-EE) 
Stocked by almost all of the 
Brown’s Shoe Fit Stores, 


See completeWRIGHT ARCH PRESERVER Line at NATIONAL SHOE FAIR Palmer House, Rooms 633-634 


October 15, 1956 


b <A PTE LN tid i. 
eben knak 
ea 


49 





Peek into the Palmer House ... and you’ll see 


The Big 
surprise in 
Men’s Casual 
Canvas 
shoes 


See them at the CHICAGO FAIR Rubber Footwear Division, Dept. B. 
PALMER HOUSE © Room 889 ENDICOTT JOHNSON — 


Sie 












; 
ss ta 


Top Secret — until the opening of the Chicago Fair: 
NEW Endicott Johnson men’s canvas shoes, made 
for the first time on the famous GUIDE-STEP 
functional last! 

Three smashing styles . . . and the rest of our 





story is hush-hush, until you stop in and see them 














Toward A More 





Editorial 
Outlook - 
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Nelf-Respecting Industry 


Tue calendar on the desk says that ten selling weeks 
still remain in 1956, but for shoemen the new year 
starts with the National Shoe Fair! This great event, 
and the Popular Price Shoe Show of America which 
follows it a month later in New York, bring the New 
Year and its prospects for shoes into sharp focus. The 
excitement and glamour of these shows with their view- 
ings of the new 1957 lines are stimulating to the pro- 
motional imagination of the thousands who attend and 
to the tens of thousands who await reports at home. 
Shoe Fair time is an excellent time, too, for an es- 
timate of the present state of the industry and for an 
appraisal of the direction which the shoe business is 
taking. 1956 has been a good year in shoes. Present 
estimates indicate that it will be another record pro- 
duction year, and that we will have sold most of it 
with profit, if at reasonably increased prices. Business 
at both manufacturing and retailing levels continues 
to be good, 
1950 has 


brought to the industry a refreshing change of attitude 


As we have noted before on these pages, 
in its evaluation of its importance and stature as part 
of the national economy, After far too many years of 
being self-denunciatory for lack of initiative, for failure 
to sell more shoes and make better profits, we are see- 
ing evidence that shoemen are turning away from this 
introspection and are developing more respect for 
themselves, for their selling personnel and for the in- 
dustry as a whole, 


Leadership Speaks Up 


Typical of this new thinking are the remarks made 
recently by S. L. Slosberg, President, National Shoe 
Manufacturers’ Association, to an industry meeting in 
New York. Mr, Slosberg told the Early Bird Breakfast 
meeting of the N.S.M.A., “We don’t respect ourselves 
enough as an industry, For years I’ve been listening 
to shoe manufacturers publicly beat themselves over 
the head and bewail their shortcomings as manufac- 
turers and merchants. They say we don’t sell enough 
shoes; we don’t make a decent profit; in short, we're 
not very bright people and not very competent business- 
men. These things have been said so long and so loud, 
and publicly, too, that not only do we have little respect 


October 15, 1956 





for ourselves, but others don’t respect us either... 1 
think a lot of this criticism is nonsense, I’m proud to 
be a member of this industry. I think it has its share 
of bright, capable, decent men and women, who have 
made significant contribution to the well-being of 167 
million Americans . . . 

“It would be very refreshing to hear more on these 
accomplishments from the leaders of our industry. It 
would be good for the morale of everyone interested 
if the successful manufacturers, both large and small, 
expressed publicly—and much more frequently—such 
positive opinions on the real accomplishments of the 
industry.” 


The Retailer’s Viewpoint 

And the position of the retailer is equally well and 
forcefully stated in a letter received from the owner 
of Craig Bootery, Craig, Colorado, Mr. George J. 
Rothenbach writes, “The retailer is constantly being 
made the goat for failing to keep shoe sales increasing 
at the same rate that other consumer goods are show- 
ing. | feel very safe in saying that shoe retailers by 
and large are as good and better businessmen than 
many of the manufacturers who supply them. Here are 
a few ways in which, in my opinion, manufacturers 

can help the retailers to increase volume and profit. 
“BETTER DISTRIBUTION 


of the Mississippi River could be considerably 


. service west 


improved, 
“BETTER WORKMANSHIP AND INSPEC. 
TION .. . entirely too many defective shoes are 


finding their way into the retailers’ stores and on 
to their shelves, and the defects are both in orig- 
inal design and actual manufacture. 

“BETTER CONTROL OF IN-STOCK DE 
PARTMENTS . . .if manufacturers advertise shoes 
as being IN-STOCK they should have them on 
hand for prompt delivery, 

“BETTER CONTROL OF SALES MANAGE- 
MENT AND SHIPPING , 
being shipped too late or too early; too many 
filled ; 


orders are being mispacked by the shipping de- 


., too many orders are 


orders are never completely too many 


partment, 


[TURN TO PAGE 216, PLEASE] 








Ste tson’s SUCCESSION OF 


fashion Or iginals CONTINUES 


1955 
x charcoal brown 
x italiano 


« bermuda tie a 
* ivy tie 2 


* everglades tie 


wre thee grenend Ws bord wate awed, 
sow Tapped oft © th boek erter 
cotter k ot Ma wede ie Nabbo & pute 


pes B ==== 
* tyrol — 
* host 

* calcutta casual 

* latin strap & tie 
* kitzbtihel 

* tyrol commuter 
* paddock 


STETSON'S “HIT PARADE” GROWS ~ and leaves no doubt that Stetson has taken the lead and 
is staying well in front of the field in creating and offering successful, sales making footwear style 
innovations —all closely related to current men's wear fashions. Here is style with a reason —style 
that promotes the purchase of more pairs per man—and so promotes, also, better business for you. 
Come see the newest and latest Stetson stars —designed for another “sell out’ season! 


NATIONAL SHOE FAIR 
Paimer House -Room 732 


(_STETSON 5 






Tue Srerson Suor Company, Inc. 
South Weymouth 90, Massachusetts 






100 STYLES IN STOCK RETAILING FROM $21.06 TO $65.00 
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STETSON’S 


UP TO THE ANKLES 
IN STYLE 


It has the jaunty look of high adven- 
ture. . . and it packs a powerful lot 
of ease and comfort to match its rugged 
personality! The ankle hugging tops 
are wonderfully soft and supple, as 
only imported French skins can be. 
The rich, deeply napped texture is 
sheer luxury . . . and the Italian soles 
of natural gum rubber just float a man 
over the ground. It’s full leather lined, 
too. Topped off with bush jacket, 
corduroys or tweeds the Paddock puts 
its wearer every inch in character of 
the smart country gentleman. And the 
Paddock, in your windows and on 
your shelves, puts you in the position 
to make many a profitable sale you 
would not otherwise have this season. 
Order now for prompt delivery. 

Tue Srerson SHor Company, Inc. 
Sourn Weymoutnu 90, Mass 


#166) WINE CORDOVAN 
LEATHER SOLE 


#1680 SMOOTH BLACK CALFSKIN 
LEATHER SOLE 


#1009 STONE DELDICALF 
RUGBER SOLE 


Wee OLIVE OFLOICALF 
RUBBER SOLE 
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PRICED FROM 621 88 TO $65.00 






















DURALENE FINISHES 


mcr cetera accom 


Give Shoes 
“the Look” You Want 
and Keep Them 

that Way! 












Regardless of “the look’”’ you want on your shoes, 
DURALENE is the finish to use. That’s because 
DURALENE is a 100% water type finish 

that excels both where the aniline 
look is wanted — and where full 
coverage is needed. It provides 
either a high lustre or a mellow 
sheen with equal ease. DURA- 
LENE lies flat and close to the 
grain. It is thin yet produces a 
high degree of uniformity, feel and 
break. AND — shoes you finish with 
DURALENE stay that way, because the 
finish holds up from factory to wearer. 


There’s a bonus for everyone in DURALENE: you get better 


looking shoes, because DURALENE adds value without in- 

creasing the cost; your customer gets shoes with added sales ap- DU RALE N E 
peal, because DURALENE finish is locked in from the packing for the packing room is 
room to the consumer; and the wearer gets shoes with DURA- the newest member 
LENE’s built-in water resistance. of the family of 
Distributed by UNITED SHOE MACHINERY CORPORATION U N ITE D Fl N is H ES 


BOSTON, MASSACHUSETTS 
@®DURALENE is a registered trade mark of the B. B. Chemical Co. 






















contact my: personal sales representative 
for shoes of 


genuine Australian 


qaroo 


IN STOCK 
boston shoe company 


4 to 5 weeks delivery 
826 SOUTH LOS ANGELES STREET 


LOS ANGELES, CALIFORNIA 











STYLE 1137 
Genuine Black 
Kangaroo cross 
bow Camberra 
overlay moccasin 


fer. 
Leather sole. 


Also a complete line of fine conven- 
tional genuine Kangaroo cushion 
sole boots and oxfords. B, C, D, 
E and EEE widths for immediate 
delivery. 


STYLE 1138 


Genuine Black Ka 
BOSTON SHOE COMPANY New Zealand th t tie 
British wing tip oxford. 
Leather sole and valter heel. 


826 SO. LOS ANGELES ST.+ LOS ANGELES, CALIFORNIA « Est. 1888 
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“Let’s not horse around about it...when it comes to 
quarterlinings and heel pads for shoes, we just can’t beat 
Mustang supported vinyl! for beauty and long wear. That’s 
because Mustang was scientifically engineered to meet 
the wear requirements for these shoe applications. Its rich 
lustrous finish won't discolor . . . it stays soft, smooth and 
cushiony much longer, It’s not even a race... Mustang 
is already in the winner’s circle.” 















* By the makers of famed 


soi =i ‘gece 97| MUSTANG 


sockiinines, i per. children’s shoes. ‘ose 
temates by Cooney- SUPPORTED VINYL 


cies Fabric Corp., 
Mass.) 


Better shoes are built with 








Write for your samples today 


THE GENERAL TIRE A RUBBER COMPANY 
TEXTILEATHER DIVISION 
TOLEDO 38, OHIO 


PLaSTics 
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Does Fabricushon really 
help to sell shoes? 


These important shoe manufacturers say “YES”. . . 


core al 


"Some of our largest pati ing patterns have 
FABRIcushon in the vamps. t is our belief 
that this type doubler has not only made the 
shoes more comfortable, but has added a 
certain style eye appeal." 

pabeicnieteotiaannct te 


PETERS SHOE COMPANY 








"Two years ago we were startled by the 
tremendous consumer acceptance of our shoe 
made with FABRIcushon lining, which developed 
"The number one reorder shoe from our a powerful amount of business for us. But 
In-Stock Department carries your the most gratifying part ... lies in the 
FABRIcushon linings." amount of follow-up business we have continued 


AMERICAN GIRL SHOE COMPANY to receive." 


—_— 











PENNANT SHOE COMPANY 
sail 











———— ee 























cee _ 


WHY? 

FABRIcushon foam-fabric lining adds glove- 
like flexibility and comfort to high styling... 
actually breathes for coolness . . . handles like 
ordinary fabric . . . keeps the shape. 
Shouldn’t you find out more about FABRI- 
cushon foam-fabric lining . . . and what it can 
do for your sales? We’ll be glad to help you. 








FABRIcu shon 


Fis va Godda 


fabric-to-foam 


THE KENDALL COMPANY 
Andrews-Alderfer Division 
1055 Home Ave., Akron, Ohio 
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WHOS WHO... in Fashion Lethon 


turned the Leather industry 
upside down by turning 
choice side leathers 
inside out to bring you 
sensational .. . 


SAE 


THE TEXTURED LEATHER 


introduced a luxurious 
shadow-tone leather 
. . . equal to the best of 
the Continental textured 
leathers . . . at a fraction 
of their costin... 


NAB 


THE LEATHER WITH THE 
CONTINENTAL TOUCH 


These “fashion right” leathers can be 
seen in many lines at the National Shoe 
Fair. 


followed up with another 
textured hit for the volume 
trade in the fashion-wise 


split... 


“Brushie’ 


THE SPLIT WITH THE DEEP, DEEP NAP 


BREZNER 


(who obo?) 


For leathers with a flair... 
Better Buy Brezner 


@ Smooths and Elks in Kips, Extremes and Sides 

@ Finished Splits 

@ Chrome Soles 

@ Suedes and Roughies . . . in blacks, whites 
and. colors 

@ Ooze Linings 

@ Finished Linings 


The BREZNER DIVISION of ALLIED KID COMPANY 


145 SOUTH STREET, BOSTON 11, MASSACHUSETTS 
“Fashion Right” Leathers from our Tannery, Penacook, New Hampshire 


ST. LOUIS, MO. CINCINNATI, OHIO 

H. B. Avery Co. John A. Spille Co. 
MILWAUKEE, WIS. 
Horold |, Stewart 


ROCHESTER, N. Y.. 
John E. Graham & Sons Russ White Co. 


NEW YORK AND PENN. MIAMI, FLORIDA ORIENTAL EXPORT 
Homer Bear 


Jock G. Mendeisohn Liebmon & Cumming 
LOS ANGELES, CALIF. San Francisco, Calif. 


Handbag Representatives New York, N. Y., Chilewich Sons & Co. 
Representatives in All the World's Leading Leather Markets 
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Washington 


Government Wants 
Details on Retail Wages 


Oppose Installment Control 


Railroads Ask 
Big Fare Increase 


Predict Labor Will 
Ask Shorter Work Week 


Newsreel 











The government has decided that its upcoming study of retail wages should 
show in detail the wages paid by various types of stores, including shoe 
stores. The Bureau of Labor Statistics (of the U. S. Department of Labor), 
which is authoring the report, declines to go along with the request made 
by some retailing organizations to omit specific categories of retailing 
from the survey. 

The pay period to be covered in the survey is the period ending near- 
est to next October 15. “Fringe” benefits, such as purchase discounts, are 
not to be allowed as “wages” for purposes of the study. 

There is little question that the Eisenhower Administration hopes to 
gain from the study enough material to support a new drive against re- 
tailing’s current exemption from the federal $1 per hour minimum. 


Spokesmen for retailing in the nation’s capital, mindful of the govern- 
ment’s current investigation of consumer debt, are re-emphasizing the firm 
opposition of retailers to any return to government controls over install- 
ment buying. 

Philip M. Talbott, president of the National Retail Dry Goods Associa- 
tion, reminds the Federal Reserve Board (which is conducting the credit 
investigation) that credit should be extended by merchants on the basis 
of the integrity and capacity of the consumer, and not regulated by gov- 
ernment planners. 

“The average American is his own best credit manager, and knows 
better than anyone else the extent to which he can safely obligate himself,” 
Mr. Talbott says in a letter to the Reserve Board. 


The nation’s railroads are asking permission to increase their passenger 
fares by a hefty 45 per cent. Retailers are protesting the move, and pro- 
pose instead that the roads offer discounts for volume travel. The National 
Retail Dry Goods Association makes this suggestion, and recommends 
that the railroads add up the total amount paid for first-class travel by 
each store for an entire year and then discount the total, depending upon 
the volume. NRDGA further asks the ICC to consider telling the railroads 
to offer reduced passenger rates for groups of 150 persons or more travel- 
ing to business meetings. 

The railroads, plagued by continued losses incurred in operating pas- 
senger service, are now at the point where they’re ready to make one last 
try to get passenger service on a paying basis or withdraw from all 
but a handful of profitable runs, like New York-Washington. As long as 
the passenger deficit was relatively low, freight shippers did not object 
to making up the difference, but the continued increase in passenger losses 
in recent years has brought on an increasing number of protests from 
freight shippers who are unwilling to continue support—through their 
freight bills—of a losing proposition. 


Labor negotiation pattern of the next several years will be pitched to a 
shorter work-week without any offsetting pay cut, union economists are 
predicting here. 

Union officials don’t agree among themselves, however, as to what 
workers will do with the extra time on their hands. Some officials predict 








Little Change in Tax Forms 


Study “Hot Cargos” 


Flood Insurance 
Program in the Works 














the average workers will take on a second job. Not so, claims another 
group of officials; they'll use the extra time to go fishing. 

The real steam for the shorter work-week comes not from the rank- 
and-file, but from union officials. Reason: Better production methods, 
more efficient machines, spread of automation worries union officials. They 
darkly predict widespread unemployment unless the available work is 
“spread around.” 


The nation’s 76 million taxpayers will find their forms for paying 1956 
income taxes little changed from those they sweated over this year. 

Internal Revenue Service, which will mail out the forms January 1, 
decided to leave the forms pretty much alone because there have been no 
big changes in the tax law since last year. The Service, which last year 
instituted a punch card return for taxpayers making less than $5,000 a 
year, this year will send the form to the 14 million persons who used it 
last year, and another four million who could have but didn’t. 

Some 6.5 million businesses will get forms this year, along with 
slightly simplified instructions which IRS hopes will make it easier for 
taxpayers to tote up their tax for the April 15 deadline. 


Legal status of the “hot cargo” secondary boycott contracts which fre- 
quently impede truck shipments of footwear and other consumer products 
is up for a critical examination by the government. 

Business groups have long complained that such agreements between 
truckers and organized teamsters, barring the acceptance of freight from 
a motor carrier that has been termed “unfair” by the union, are damaging 
to innocent parties. An outstanding current case involving this type of 
agreement is now being heard by an ICC examiner. 

Galveston Truck Line Corp., of Houston, has brought the action before 
the agency. The firm charges that a number of motor carriers in Oklahoma 
and Texas refused to accept its freight because of “hot cargo” contracts 
with the Teamsters’ Union. According to Galveston, the union attempted 
to compel the firm to make its employes become union members. 

ICC opened hearings on the complaint in Oklahoma City early in 
September. Indications are that the hearings will go on until late this 
month because of the high interest shown by management and labor. 
Among the groups allowed to intervene are the U. S. Chamber of Com- 
merce and the National Retail Dry Goods Assn., as well as the Teamsters’ 


Union. 


Businessmen will have to wait another month or two before the Housing 
and Home Finance Agency completes formation of a new division to 
administer the flood insurance and loan program established this year by 
Congress. 

The new program provides for the government to underwrite up to 
$7.5 billion of insurance against flood damage for both businesses and 
homes, and also provide long-term, low interest loans to flood victims. 
The experimental program will run for five years to help private insurance 
firms work up a system of flood insurance which they do not now offer. 

[TURN TO PAGE 180, PLEASE] 
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: THE SHOE FOR CHILDREN 


d 







SADIE 


. « » @ sophisti- 
cated, one strap 
shell in patent, red, 
blue, black and blue 


suede. 


Oe nat se OSES 


BEL 


+ «+ @ rough and 
tumble monk-strap 
with scuff toe and 
embossing on vamp in 
rich chestnut brown. 


DELLA 


4 ~~ How complete is a 
...@ dressy two *. . he ms 
' strap in brown, red ae P COMPLETE LINE"? 


and blue. Delightfully “Ataeennr™ To Edwards it means shoes for every size child from 

different with nail heads play pen to Junior High . . . Welt shoes, cement 

and stitching on vamp. shoes .. . dress shoes, play shoes . . . regular shoes, 
corrective shoes ... in other words a style and a 
size that will fit and please every customer that comes 
into your store! 
Stop in at the PALMER HOUSE, suite 743 and 744 
during the National Shoe Fair and see what Edwards, 
The Shoe for Children, means by a “COMPLETE 
LINE.” 





SOLES CAT’S PAW 
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Tingley Rubbers really “stretch 
“ fast! —Save time and effort 

for mothers and teachers. 

And Tingley Rubbers look so neat... 

feel so light... fit snug all around 

.. won't slip off... and are they tough! 


Junior can wear Tingleys over any shoe 
style, too. 





either .. . one pair of Tingley Rubbers 
fits four shoe sizes. Save with Tingley, 
the rubber that “grows” with the foot! 
Available in 7 basic sizes, fitting shoes 
from 64% to 124% and | to 4, Colors, 
Red, Brown, Black. Price range $1.98 
to $2.39. 





BASIC SIZES 
FIT ALL CHILDREN'S AND 
YOUNGSTERS’ SHOES FROM 





Tingley Rubbers have some- 
thing noconventional rubber 
7 can claim. Even little tots 
can put them on easily. 
There’s no size problem, 


RUBBER FOOTWEAR FOR ADULTS + CHILDREN + MECHANICS © FARMERS 






RUBBER CORPORATION 


903 ROSS STREET * RAHWAY, NEW JERSEY 
Established 1896 








6% 10 4. 
Let this advertising in 


PARENTS’ MAGAZINE 


help you sell more merchandise . . . with far less inventory. 


1,675,000 reader-mothers, with over 3,000,000 kindergar- 
ten and school-age children, buy with confidence those 
products that have earned Parents’ Magazine Commen- 
dation Seal. 


Tingley Rubbers for children and youngsters have 
everything. There is nothing in the market like them. 
They S-T-R-E-T-C-H . . . children can put them on 
with ease, yet they won't pull off accidentally. 


These modern all-molded rubbers have all the rugged 
wearing qualities of Tingley Rubbers for grown-ups, yet 
they are light and stretchy. Perfectly molded rights and 
lefts are designed to fit several shoe sizes. They grow 
with the child’s foot. 


Mother can turn them inside out and wipe them clean 
and dry in seconds—and they are priced right. 
@ Four sizes of Tingley children’s rubbers cover shoe 
sizes from 6% to 12'%4—against 13 sizes in lined rubbers. 


@ Three sizes in Tingley youngsters’ rubbers cover shoe 
sizes from 12% to 4. 
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Think of it! Only seven sizes to fit all young people’s 
shoes from babyhood to adult sizes. 


You can’t help making more money with Tingley Rub- 
bers. Fewer sizes mean smaller inventory, no carry-over, 
faster turnover, less investment—in short, @ far better 
return, 


There is a Tingley distributor near you. If you now 
carry ‘Tingleys, check your stock control records 
TODAY. SEE US IN CHICAGO AT THE 

NATIONAL SHOE FAIR 
Booth No. 48 — EXHIBITION FLOOR OF 
THE PALMER HOUSE 


MAIL THIS COUPON = 


TODAY! = cone 
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YOU'RE MISSING HUNDREDS 
of “npautie sales f-.. Yan 


YOU OVERLOOK THE IMPACT OF | 
DISPLAY IN CHILDREN’S HOSIERY! 


Wie Jelly Fotwed vew une awe 


of Children’s Forms ...designed to help you hit 







this market! 


WRITE TODAY FOR CATALOGS ON OUR COMPLETE 
LINES OF SHOE AND HOSIERY FORMS. 


AT THE SHOW - visit us at BOOTH = 80-81 


Palmer House Exhibition Hall. 


BERMUDA 





- 





BOYS’ or GIRLS’ 
OANA SENET 





BERMUDA 
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Dept. B-37, Auburn, New York CHILDREN’S 
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in your most important volume range—paced by the strongest 
fashion advertising campaign..... page after page, month after 
month in America’s most powerful fashion magazines..... pre- 
selling and re-selling your best customers..... 


the lady wears Fret Hairs 


top fashion brand in volume $9.95 to $12.95 market 










Fashion is always in stock..... at Joo Plein 


| see the most dramatic exhibit at the SHOE FAIR Conrad Hilton Hotel 
i | Rooms 516, 520, 521, 522, 523, 529 


| S bonanihip not just shoes...ideas that se// shoes 
| MUTUAL SHOE SALES COMPANY « MAYNARD + MASSACHUSETTS 
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: She has Hextite 
, Platforms in her shoes 


Shoes with stiff uncomfortable platforms or innersoles, that may delaminate or 
distort when exposed to moisture, are a poor “buy” for your customers, and 
certainly a poor “risk” for you. But, shoes with Flexlite Platforms bring back 
satisfied customers. They're so easy to wear, easy to walk in, actually prevent 
tired feet. 














‘ { ¢ Hleelite, nylon reinforced cork, 
{ext A Kubber bonded platforms 


makes the shoe a “wanted” shoe. It’s flexible, it cushions the foot, it “breathes”, 
insulates the foot from heat and cold; it’s light weight and tough, water and 
moisture proof, will never distort or delaminate; makes the shoe feel so good. 


The next time you buy shoes, ask the manufacturer if they’re made with Flexlite 
platforms or innersoles. And, when you show shoes with Flexlite to your cus- 
tomers, tell them about Flexlite. It will help you sell the shoes because women 
want comfort as well as beauty. 


If your shoe supplier doesn’t use Flexlite, tell us. 


STORT!I DIVISION 
WOONSOCKET RUBBER & PLASTICS PRODUCTS CO., INC. 


WOONSOCKET, R. I. Poplar 9-7900 


Representatives 
WESTCOTT SALES CO., ALFRED A, CURTIS $. H. DOERNER CO., INC. 
1907 Washington Ave. P.O. Box 282 27 Spruce St. 
St. Louis 3, Mo. Derry, N. H. New York 38, N. Y. 
Main 2495 Derry 1064 Worth 2-6132 — 6133 
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} Easy-to-use liquid form 
| High covering power 


Non-toxic — safe for liquid shoe dressings. Long the natural companion to a 
children’s shoes good shoe sale, Hoffco is now even better with the addition 
Contains lenetin of lanolin. Easy-to-use liquid dressings maintain the 


REL ELLE natural flexibility of leather — brings out the grain and 
buffs to a high luster finish . . . a finish that is 


nm Greater profit margin 


Colors for every shoe “color perfect” to the tannery original. When ordering 
Sold only through shoe dressings, order Hoffco rub-resistant liquid shoe 
shoe men dressings from your local jobber or direct. 

Money-back guarantee 





Hoffco’s colors perfectly match 
your in-stock shoes 


Vide Pisin na: ine. 





MILWAUKEE 11, WISCONSIN 
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Tue new in shoes .. . the new in leathers — now can 


be perfectly color-matched with Hoffco rub-resistant, 
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HOFFCO 
GIVES vou 


POSITIVE 
LEATHER 
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MATCHING 
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Opens a 


NEW WORLD 


of 
SHOE PROFITS! 
a * HOWARD & FOSTER, known since 1888 for 
aks superlative quality and newest in smart styling. 


f ea 3 BENELLI D'ITALIA 


Styles, made in Italy on American lasts . . . for 
Howard & Foster exclusively. 


OWARD & FOSTER 


eke % Be sure to see both lines. 








Gentlemen's Finer Shoes Since 1888 YE All lines nationally advertised. 
160 PLEASANT ST., BROCKTON, MASSACHUSETTS 
Manufacturers of NATIONAL SHOE FAIR 


Oct. 28th through 30th 
Yo -Shu ...1%6 Bcbut 
Golf Shoes Shoe 
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Launches a dynamic Promotional 
drive for record sales! 





























YOU'LL SEE . - EXCITING BUSKENS STORY: 
the most promotable line of casuals and Re at the : 
slippers in Buskens history . . . offering com- :: NATIONAL SHOE FAIR 
plete coverage of every wanted type and - The CONRAD HILTON . Chicago ; 
style in the big-volume, big-profit market... rooms 647 - 650 - 651 
$2.99-$5.99. 652 - 653 - 656 


£ _ Oct. 28-Nov. 1 
YOU'LL LEARN ether spring showings: 
|. Atlanta, Southeastern Shoe Travelers, November 4-7 
fo] Lele mit Miilecim oYohiZ-1aiUl melo hZ-iaitiile Relate Ml leer _ Boston, Boston Shoe Travelers, November 11-14 
: : : Columbus, Ohio Shoe Travelers, November 18-20 
motional program in our history... paced by Silt Meulavedtiin Stow Teavelets, November 11-14 


Des Moines, lowa Shoe Travelers, November 11-12 

- Indianapolis, Indiana Shoe Travelers, November 11-13 
tional advertisements month after month in Los Angeles, West Coast Shoe Travelers, November 11-14 
__ New York, P.P.S.S.A., November 25-29 
Philadelphia, 42nd Annual Mid-Atlantic Shoe Show, 
 Sarvary 12-16. 





a continuing series of dominant, full-color na- 


key fashion and mass magazines. 


hee Pennsylvania Shoe Travelers, 
BUSKENS, Manchester, N.H. November 18-20 
MIRACLE LA CRED Col ET ToT TUlt el mee = Pol, Northwest Shoe Travelers, November 3-6 


-. Seattle, Pacific Northwest Shoe Travelers, November 4-6 
_ and other Regional Shows 
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One of a series featuring national advertisers who are Iselin clients 
Wellco Shoe Corporation, makers of slippers and play shoes, is one of the 
notable manufacturers of patented footwear who factor with William Iselin 
& Company, Inc. We are proud of our association with these successful 
companies. Iselin factoring has long been a basic tool of successful operation 
in many industries, whether used for financial, credit or consultative services. 


(ies ISELIN 


Atlanta 857 FOURTH AVENUE, NEW YORK 10 Grand Rapids 
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FLORSHEIM 


CORDIALLY INVITES YOU 





TO OUR 
SHOWING 


OF 


FLORSHEIM MEN’S STYLES 


FOR SPRING AND SUMMER 1957 





ALL DURING 
THE SHOE FAIR 
ROOM 754 


PALMER HOUSE 


A warm welcome 
awaits all guests 
of the Shoe Fair 
at the home offices of The Florsheim Shoe Company... 


corner of Canal, Adams and Clinton Streets 


THE FLORSHEIM SHOE COMPANY «© Chicago 6 + makers of fine shoes for men and women 
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see 
Our 
New 


S7 


fashions 


shoes ( for women 


You’re cordially invited to see the 
Florsheim display at the Shoe Fair, 
Room 752, Palmer House...stop in and 
learn why these shoes are making 


the biggest sales gains in our history. 


THE FLORSHEIM SHOE COMPANY : cuicaco 6, ILLINOIS + 


MAKERS OF FINE SHOES FOR MEN AND WOMEN 
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an Italian Magazine 





ARS sutoria 


issued A times a year offers to its readers the 
finest and timeliest Italian 


shoe fashion information. 


Printed in color, each issue contains a host of ideas and exclusive designs for women's, 
men's and children's shoes. ARS sutoria presents complete style and market reports nine 
months in advance of each season. It is an indispensable aid to designers, shoe factory 
personnel and all who are interested in the shoe field. 


Editorial and business offices: ARS ssutoria Milano, Italy Corso Italia 8 
Distributors throughout the world. 
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NOW ? 
TOP QUALITY 
AT LOWER COST 


SUB ERGRIP Sole Attaching Cements 


give you all these time and money saving advantages: 


Complete Lime of sole attaching cements for a 
wide range of conditions. A Supergrip representative can help you select the 
one right Supergrip sole attaching cement . . . demonstrate its advantages on 

your shoes, in your factory. 


Milea GC « « « Gives you more mileage — saves you 
money. Actual shoe manufacturing case histories show increases ranging up to 
28% more pairs per gallon with Supergrip. 


Price... You pay no more for Supergrip. You get 
top quality results and more production when you buy Supergrip sole attaching 
cements, 





Call your United representative today and ask him to show you how Supergrip cements save you money. 
SUPERGRIP SOLE ATTACHING CEMENTS ARE PRODUCTS OF THE B. 8. CHEMICAL COMPANY 


UNITED SHOE MACHINERY CORPORATION Boston, Massachusetts 
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Having a salesman here would 
be wonderful! But this very 
same men’s wear audience can 
be reached right in the pages 
of its favorite magazine, The 
Saturday Evening Post. 

Yes, every single day, mil- 
lions and millions of able-to-buy 
males like these prove that the 
Post audience is the most re- 
warding and responsive men’s 
wear market in America... a 
market that can be visibly 
measured in surveys and sales! 

Little wonder that the names 
that are foremost in the shoe 


What a wonderful place to 


industry are, almost without 
exception, the names found in 
the pages of the Post. 

The amazing response to Post 
advertising is no surprise to 
manufacturers and_ retailers. 
They've known for years that 
The Saturday Evening Post 
gets to the heart of America! 












make a sale! 
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Tred-Lite 


» Cambridge 


NEW LOCATION IN CHICAGO 
ROOMS 634-636 
HOTEL MORRISON 


Cambridge Rubber Company, Cambridge, Massachusetts 































the boat heel 
New! Multi-colored in the season's 
gayest shades. Fashioned from 
Plywood and Leatherboard. 






the stacked heel 
From 13% to 16% heights! 


LEADER HEEL COMPANY 


1 BOX PLACE « LYNN, MASS. 


NEW YORK $1 LOUIS CANADA 
SALES REPRESENTATIVES DAVID G. SILVERMAN SHOE PRODUCTS SALES CO. BENNETT LTD. 
87-05 BARRINGTON ST. 3016 LOCUST ST. FORT CHAMBLY, QUEBEC 
JAMAICA, NEW YORK ST. LOUIS, MO. 





They’re on display at 


The NATIONAL SHOE F 


CHICAGO, ILL. 


PALMER HOUSE 


ROOMS 904-905 
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La Classica 


designed in Italy 
for women in America 


From Italy, 

land of Michelangelo, 

of Cellini, Raphael, 
Dante and da Vinci— 
mother of art 

and father of craftsmen — 
come these 

astoundingly beautiful, 
amazingly comfortable, 
utterly unusual 

creations in footwear 

... designed expressly for 
the men and for 


the women of America. 











...to a showing of 


ITALIAN ARTISTRY 






Guanto 


the glove-soft, 
feather-light shoe 
for men 4 


YOUVE NEVER SEEN FOOTWEAR LIKE THIS 


A Complete New Line of Italian-designed and Italian-handcrafted 
shoes...in American sizes. The first really different 

shoes for men in a century of footwear history. The most exotic, 
continental-sophisticated shoes ever to tempt the women of America. 
New... but already featured in exclusive shops from coast to coast. 


CAPLICE wc 


DEPT. B, 234 POST AVE., WESTBURY, L.I., N.Y. »« EDGEWOOD 4-3228 



























misses’ and children’s shoe manufacturers : 


WHAT % OF 63.5% DID YOU GET? 


A 12.4% increase in Popular Price Shoe Volume between 1953-1955 


men’s dress shoe manufacturers: 


WHAT % OF 58% DID YOU GET? 


A 2.1% increase in Popular Price Shoe Volume between 1953-1955 


women’s shoe manufacturers : 


WHAT % OF 86.5% DID YOU GET? 


A 3.6% increase in Popular Price Shoe Volume between 1953-1955 





Are you getting your share of the constantly And the marketplace for this great, growing 

growing market for popular price shoes? market is the PPSSA —a constant source 

Witness the percentages shown above as of ideas and dynamic thinking for 

taken from the 1955 U.S, Bureau of Census —_— continuous industry growth. Here is where 

figures. They testify that popular price popular price shoe manufacturers and Act now for exhibit space. 
shoes are steadily winning an increasing retailers capture their share of all Write PPSSA, 210 Lincoln St., 
proportion of the total shoe market. the new business, Boston 11, Mass, 

Hotels New Yorker and Sheraton- McA lpin, New York—November 25—29 
*$10 and under, *°$5 and under, Based on study prepared by U.S, Bureau of Census for National Shoe Manuf lation and New England Shoe and Leather Association, 
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SHOEMAKERS TO THE WORLD! 


SEE THE NEW Zoceees LINE... 


At the National Shoe Fair in Chicago 


HOTEL MORRISON + ROOMS 522-524-526 
OCTOBER 28, 29, 30, 31 and NOVEMBER 1 


SEE IT FIRST AT THE NATIONAL SHOE FAIR, CHICAGO, OCTOBER 28 
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Whi. told be pit... 


on the feet of the chic American woman 


than the new 1957 


Se Shu 
















navy blue 
PATTI 
the elastic throat adds 
the perfect touch to this 
stylish shoe — in black, 
scarlet, navy, brown, or 
daffodil with matching 
striped throat. 
PERKY PUMP 
the Italian cut and the new 
splash colors assure this of 
b ing a favorite 
in charcoal/white . . . 
navy/coral 
black/gold .. . 
doffodil/black. 
Men's Casuals 
Men's or Boys’ sizes 
What could be Prettier.. . ? Bive or Brown 





with the new 1957 fabric, colors, and styles, 







your sales will make a pretty picture next summer. New Fashion Delux Oxford 


See this new line at the Chicago Show ee ere 
Sheraton-Blackstone Hotel, October 28 - November)... “”™"°"*"™n “ler 
Or call or write for a call from your Servus Salesman 
Oxfords 


All sixes 
Blue, White, or Scarlet 


pe RUBBER CO. 


ROCK ISLAND, ILLINOIS 


NEW YORK OFFICE ond WAREHOUSE 330 Broadway, New York 7,N. ¥ 
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STYLE and FIT 
sold these shoes... 


On the field... or in school, the Five Star line of children’s shoes always scores 
a touchdown! Happy parents, children and dealers from coast to coast know 
the Five Star name means outstanding value, snappy style and craftsmen con- 
struction to protect growing feet. Have your shoe sales reach new and greater 


Style # 2777 goals this year, 
See us at the National Shoe Fair . . . Rooms 92171W & 922W, 


PALMER HOUSE . . . October 28-3), 


Olet Pake UUCRY STAR Wonder Wett 


FIVE STAR FOOTWEAR COMPANY 


43-01 22nd St., Long Isiand City 1,N.Y. * Marbridge Bidg., Rooms 403-405 « STiliwell 4-1975 
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WHERE DO YOU GROW FROM HERE, 
MR. JUVENILE SHOE MAN? 


Whatever your goal in the children’s shoe field, you’re certain to get there 
more quickly and surely with a Dr. Posner franchise. Dr. Posner gives you 
a “growing business” from the word go —with a proved nine-point 
promotion program designed to boost your sales volume... build up your prestige... 
and establish your store in your community as headquarters for fine fit 
in juvenile footwear. Write today for Dr. Posner in-stock catalogue. 





Most complete line of tested and accepted juvenile shoes. 
Outstanding service of baby shoes...famous for over 50 years. 
“Special Feature” shoes...an orthopedic line with style appeal. 
“Flying Aces”...specifically styled for boys and big boys. 

In-stock service...immediate delivery. 

Perfect sizing to accepted measuring devices. 

Newspaper mat service on cooperative basis. 

Transportation and outdoor advertising to build local store traffic. 


Full program of premiums, giveaways, mailings and displays. 





Be sure to see the Dr, Posner line during the 
National Shoe Fair, October 28th-November Lat 
Room 897-898 at the Palmer House, Chicago. 






SHOE FAIR) 





if 


Dr. POSNER 


SCIENTIFIC 


SHOES 


SERVING YOUTH GINCE 18686 





Dr. Posner Shoe Company, Inc. 112 West 14th Street, New York 
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JET BOOTS ... COWBOY BOOTS 


FOR MEN, WOMEN AND CHILDREN 


tis € 





GET EXTRA PAIRAGE with the one-and-original FRYE JET" BOOTS 


In '55 sales doubled . . . In '56 they will triple our ‘54 figures. Why? 
Because the Frye Jet Boots are becoming a Must in the Sport, Casual, Farm 
and Industrial scheme of American life. 
For catalog or salesman’s call, write to: 


JOHN A. FRYE SHOE CO., Inc., Marlboro, Massachusetts 


Alia Makers of Famous Frye Western Hoots 





‘Reg, US. Pat, ( 
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SUCCESSFUL 
MEN'S and BOYS’ 
SHOE SELLING 


starts with the 
strongest values you can 
offer your customers 












vartised itt 


: : Ad ° 
LIFE and ESQUIRE. 


Write now for catalog or for salesman to call 
GARDINER SHOE CO., INC. 
MAIN OFFICE, FACTORY AND IN-STOCK DEPARTMENT 


GARDINER, MAINE 
NEW YORK SALES OFFICE: Marbridge Bidg., 47 W. 34th St. 
FAR WESTERN DISTRIBUTORS: Solnit Shoe Co., Buckingham & Hecht, 817 §. Los Angeles St., Los Angeles 





BECKTOE 
has everything! 


An Outstanding soft box toe 
every smart step of the way. 















SUBSIDIARIES AND AGENTS: 
SUBSIDIARIES: Beckwith Mfe, Co., of Wisconsin, (Milweukee) 
Beckwith Bex Tee, itd., Sherbreeke, FP. O., Conede 
eaten tn yy B Ce, yo Mass. 
. y Bex Tee Company, Boston, Mars, 

\ ! N Cc. AGENTS: Wright:Guhman Ce,, 81, Lovie, Missouri 
f Dellinger Seles Co., Reading, Pennsylvania 
The Gee, A, Sprinameler Co,, Cincinnati, Ohie 


Wisconsin 


Foetory Supplies, ine, ° 
203 Arlington Street - Watertown, Massachusetts EXPORT: Ralph 8. Wilder & ons Sous Reitan, Manvochovett 





BECKWITH PRODUCTS ARE BACKED BY OVER 50 YEARS OF BOX TOE MANUFACTURING EXPERIENCE 
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NAME YOUR BOOT STYLE 
Justin has it... 


Variety ... Comfort ...Craftsmanship. All the features that combine fashion 
with rugged stamina are offered in genuine Justin boots. Pep up sports and 
casual footwear sales with a line of boots designed for modern living and 
profitable selling. Whether your customers prefer them tall, short or in be- 
tween—in smooth, lustrous leathers or textured scuff-proof retan—there’s a 
genuine Justin boot that commands attention and offers more stylish comfort. 




















































Sam) WESTERN o” 
LANCER 


Striking new 10” boot for 
town, country and leisure 
wear. Soft premium quality 
leather. Made over an ortho- 
pedically correct last for 
proper fit and comfort. A 
luxury boot in the medium 
price field, Mellow brown, 


Style No, 3802 
$27.50 Retail 








RUFF-N-TUFF 


Supple, textured scuff 
proof desert tan leather 
Rough and tough on the 
outside, yet smooth and 
comfortable on the inside 
Easy on and off. 8” boot 
with Safe-T-Lite Neoprene 
sole, Lightweight, yet ex 
tremely durable 


Style No. 3500 


GENUINE $13.95 Retail 
a 

















LANCER 


Supple 8” full grain leather boot in 
ebony or mellow brown. Gentle foot sup- 
port and comfort with spring steel arch 
and oak-tanned leather sole, Easy on 
and off, yet hugs foot when you walk 


Leather lined tops. Full leather lined tops 
Twill lined vamps. and vamps. 


Style No. 3300—fhony Myle No. 3700—Ebony 
Style No, 3400-—Brown Style No, 3800—Brown 


$16.95 Retail $17.95 Retail 


<i —— 





DRAGOON iS made onty in 


FORT WORTH 












Debonair and dashing lo-cut 
boot made world famous by TEXAS 
American combat pilote dur 
ine World War II. Lustrous 
premium quality leather with 
steel arch support, Comfort 
and fit assured by tradition 
ally superior Justin crafts- 
manship 


Style Ne. 687 — EBONY 
Style No. 666 — BROWN 


$26.50 Retail 


LADY LANCER 


Feminine companion to the 
world-famous Justin Lan 
cer for men, Trim, comfort 
styling in mellow brown 
leather. 8” top and full 
oak-tanned sole with rub 
ber heel, Leather and twill 
lining 


RANGE 
BOOT 


Rugged outdoor styling 
inspired by the range 
country of the West 
Vamps and tops of this 
10” boot are supple tex 
tured ‘‘ruff-out" retan 
leather with amooth in 
terior, Full Goodyear 
welt and special rein 
forced insoles give 
rough weather protec 
tion, Durable, light 
weight Safe-T-Lite 
soles and heels 


Style Ne. 3502 
$17.50 Retail 





Style No. 3401 
$16.50 Retail 


A Complete Line of 
Cowboy Boots With 
Full-Profit Markup 


Genuine Justin cowboy 
boots are available in more 
than 50 “in stock’’ styles 
America’s most distinctive 
boots, famous for comfort 
and quality since 1879 


DEALERS: 


SYLFLEX SPORTS BOOT 
Permanently water repellent 
8” lace boot of soft durable 
F pyitexs tanned leather 
Heavy duty nylon stitching 
: SOOT COMPANY for lone wear, Spring steel 


arch support, Markaman live 


Write or wire... investigate m 5 rubber soles and heels grip ae 
this profitable einem P ° Box 548 wet slippery surfaces >, 
ing program Fort Worth 1, Texas Style No, 9020 $19.95 Retail 
© Full-Profit Markup Z d C yy¥* in” 
y / (4 - *Trade 
@ In-Stock Service Wheve Bool Making SJ Sl a Dine Gad he: ss. Corp 
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Famed Justin craftsmanship and luxurious Kangaroo 
leather form a unique alliance to give dealers new sales 
potential in quality shoes, This comfortable, 
handsome footwear will be a stable addition to your 


g 






present line. Investigate the advantages of these 
genuine Justin Kangaroo leather shoes with full profit 


markup and reliable “in-stock” factory service, 


.++ STYLED IN THE HEART OF TEXAS 
IN GENUINE KANGAROO LEATHER FROM ‘‘DOWN UNDER" 





The BELMONT Hi-Top BELMONT 


Crafted in Genuine Kangaroo Leather High top dress shoe with full ankle 
protection and support. Styled in 
genuine Kangaroo leather with 

reinforced steel arch support 
and Belmont toe, 





A popular shoe style for dress or 
leisure wear, Genuine Kangaroo 
leather is strong yet super-light, , . soft 
yet durable, Its lustrous smooth 

grain finish is scuff resistant, The STYLE No, 670 
luxuriously comfortable Belmont is Black Kangaroo with 
made on a true Bankers’ Straight Last 
with trim, roomy Belmont toe and 
reinforced steel arch, 


leather soles and 
rubber capped 
leather heels, 


STYLE No, 570 
$1950 RETAIL 
Black Kangaroo with leather soles and rubber capped $ 50 
leather heels Be ie via Wee ee 17 RETAIL 





Investigate the complete Justin line of cowboy boots and sports boots. More 
than fifty “in-stock” styles available with full-profit markup, WRITE TODAY, 


JUSTIN BOOT COMPANY 


P, O. BOX 548 + FORT WORTH 1, TEXAS 
Where Bool Making Is Kill a Bine hol 
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The Profitable Way to 


Serve a Constant Market... 





FOOT COMFORT’SHOES 

REMEDIES ¢« APPLIANCES e« ARCH SUPPORTS 
Clinically tested for over fifty years... known the world over... Nationally- 
Advertised, Nationally-Accepted Dr. Scholl's products are a ‘‘must'’ in every 


profitable Shoe Store operation. Whether you already carry Dr. Scholl's or 
not, be sure to visit BOOTH 94, Exhibition Hall, 
National Shoe Fair, Palmer House. 


| | n ° 
Exolusie "a Wye NC¥{ 
D! Scholls Shoes 


Foot Comfort Service 





n 4 
+) Fast Stock : ° 
ys Represen! i | Shoe fats. .¢ 
; y ho M 747, T48.-- Nation? : 
. or ms r eee? 
ys j Mo style nal changes eeimer HOUSe spp setOA tiie, 


¥ if unable to attend the Fair, 


write for Franchise Informa- 
tion, Dept, 81, 
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TERRIFIC 


TREND TO 


BROADTAIL! 


_/7 he fashion leather for 


the shoe of today and the new of tomorrow 


Willi F SALES REPRESENTATIVES: C. Rey Faher, Rochester 
iam ompany Donovan Industries, Ine., New York A. We |, Milwaukee 
idge & Ce., Ine,, Boston Canadian Leather Ce., Utd., Montreal 
PHILADELPHIA 23, PA, ESTABLISHED 1032 unis’ venuatr a Const oul, 


William M. Taggart & Ce., St, Lovis Semvel D. Alien, San Francisco 
MEMBER KID LEATHER GUILD R. Lb, Stiles & Co., Philadelphia The George W. Newman Leather Ce,, Cincinnati 
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Priwate Dining Room 17, 
Club Floor, Palmer House 


WOHL SHOE COMPANY ¢ SAINT LOUIS, 
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ised in leading mag 


red in leading stores 


4 Rooms 928W, 929W, 
4 930W, Palmer House 


MISSOURI e A Division of Brown Shoe Company 
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f If a name written on something proves anything, then some one 
named Kilroy is either the largest property owner in the world or at 
least is the most traveled. It has been said that sales begotten because 
of a Brand or Advertised name have very often kept a good 
product from earning a reputation on it’s merits. Wise? 
Sure, Heydays are Branded; Heydays are Advertised; Heydays are 
stocked, just as all good lines are. BUT’ ALL SUCH THINGS 
ARE SECONDARY. Heydays do the big job because it is a 
superior shoe, which has a personality and is self supporting. 
At Heydays we solicit your patronage on the basis of our 


product and its EXTRA VALUE to you... nothing else. 


. 
\ 


ae me y fey deg? 


The Shoe That FEELS Better 


“Rascal” 


HEYDAYS SHOES INC. ¢* 2032 LOCUST STREET ¢ ST, LOUIS 3, MISSOURI 


% Boot and Shoe Recorder 














BOOT and SHOE 


hKecorder 








Orro WARN of Warn & Warn, 
Spokane, Washington, was recent- 
ly profiled in the Spokesman Re- 
local 


view, the newspaper, and 


footwear 


about the 


reminisced 





changes that have taken place in 
the past thirty-seven years. When 
Mr, Warn entered the shoe business 
in 1919, high button shoes and 
spats were the stylish items in foot- 
wear, 

“In the old days,” he said, “two 
items of equipment were a muat for 
a shoe saleaman, 
and the 
wore 


These were the 
shoehorn button hook, 
Most conservative, 
solid color styles but snappy pat- 
terned models were offered for 
those with more daring.” 

The Spokesman Review  high- 
lighted Mr, Warn’s business and 
civic activities and wound up the 
article by mentioning an incident 
that Mr. Warn considered as his 


persons 
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Talk fa Trade 


most unique experience, It involved 
a transaction where a man walked 
into the store alone one day to pur: 
chase a pair of shoes for his wife. 
When Mr, Warn inquired about the 
size, the customer said he would 
try them on If they fit 
him, he said, they would fit her, 


himself, 


The man bought the shoes for his 
wife and, since he never came back, 
Mr. Warn concluded that the shoes 
were the right size, 


He 





Epilogue: Shortly after this pro- 
file appeared in the Spokesman Re- 
view Mr, Warn received a posteard 
from Mrs, Leonard Anthony, She 
wrote; 

“Dear Mr. Warn; The shoes did 
fit the wife perfectly and she put 
them on and wore them for four or 
five years, They were purchased 
by my stepfather, Frank Fiegel. 
Pop is ninety now, still spry and 
young. Your own surprise at his 





buyimg and fitting is one of his 
favorite stories.” 

Moral; “If the shoe fits 
right husband.” 


it’s the 





Sam PEDOTT, men’s shoe buyer 
for O'Connor & Goldberg, Chicago, 
anys: 

“It appears that the men’s retail 
shoe business is ready for a re- 
newed emphasis on heavier type 
fall and winter, These 
were once a substantial factor in 


shoes for 


our sales at this time of the year. 
They can definitely mean additional 
sales and should assure second pair 
purchases, If heavier type shoes are 
promoted aggressively during the 
season it is logical to wear them, 
We then have an opportunity for 
follow through with lighter types 
for spring. These heavier types 
include the heavier Apache and 
other types of moccasins, the fine 
beaver grains that have replaced the 
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heavy grain shoes of past years and 
certain styles that can be lightened 
up for spring, such as heavy double 
soles, crepe, cushion and gum rub- 


ber soles.” 
v * © 


Cures D. SHOOLMAN, owner 
of Marvel Shoe Store and Vogue 
Shoe Store, both of Pawtucket, 
R. L, says: 

“I would like to suggest that the 





manufacturers give us some way of 
proving a shoe fitting to ourselves 
and to our customers, The psycho- 
logical effect on our customers 
would be very important. 

“The shoe industry should face 
the situation. We need something 
new, either educationally or tech- 
nologically, to prove shoe fitting. 
The aids at our disposal are inade- 
quate, They measure the bone but 
not the flesh. We can use all the 
regulations in the book but we can- 
not tell whether or not a customer 
really gets a proper fitting. Al- 
though I have been selling shoes for 
34 years, when I pick up a pair of 
shoes, | have no way of knowing 
they will fit properly. Manufac- 
turers should devise some means of 
coordinating the measuring and fit- 
ting. 

“| know there are those who will 
say it is impossible to devise any 
such means of proving a fitting. 
These people will go back to the old 
bromide that there can be no such 
device because every foot is dif- 
ferent. But 1 would like to remind 
these people that no two eyes are 
ever just alike, yet opticians have 
devised scientifically accurate meth- 
ods and equipment for measuring 
the effectiveness of each individual 
eye with a scientifically accurate 


lens.” 


oa + . 


Ar A RECENT luncheon-meeting, 
the Shoe Women Executives heard 
Richard EF. Deems, executive vice- 


1) 














president of Hearst Magazines, tell 
of the power, vision and important 
place women have in today’s scheme 
of things. He said: 

“It has been my experience that 
when crises arise, as they will in 
almost every business, men blow 
their tops while women, on the 
other hand, simply go out and get a 
new hairdo. 

“IT have found that some of 
women’s other attributes are: day- 
practicality, 
sensitivity to people and adaptabil- 
ity. They show a flair for moving 
with the situation. Most of them 


to-day intuitiveness, 





look over the brow of the hill, like 
the good airline pilot who flies 30 
of their 
great singleness of purpose, they 


minutes ahead. Because 


attempt feats that make strong men 
pale. 

“The subject of women in busi- 
ness requires continuous study, You 
never know all the answers, So I 
asked our editors to tell me a few 
things they've learned based on 
their many years of communication 











hundreds of thousands of 


Here are a few things 


with 
women. 
which may interest you: 

“Women don’t like to receive let- 
ters marked ‘Personal’ that aren't. 
They don’t like men’s haircuts that 
look too new. They hate parallel to 
curb parking, ete. We have learned 
that women resent frozen foods that 
are labeled ‘Serves Four’ when they 
contain only enough for two nor- 
mal appetities, The primary occu- 





pation of women still is, naturally 
enough, getting a man; and their 
primary occupation is holding him. 

“There is one vital statistic | have 
left for the very end. Our popula- 
tion today is 167,000,000. By 1975, 
according to authoritative sources, 
this country will have a population 
of 220,000,000. While | marvel at 
today’s accomplishments of women, 
it is magical to think that in the 
next 20 years, in addition to all else, 
they will have produced some 50 
million babies, It must be true. . . 
‘When you want something done, 
tell a busy woman,’” 


E , 
wo 00/0 g 
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Wuar makes people buy shoes? 

What makes shoe business better in some periods 
than in others? 

Why do people in some parts of the country buy 
more shoes than people elsewhere? 

Who are the people who buy more pairs of shoes— 
and why? 

What are the basic consumer buying factors which 
determine the ups and downs of shoe business? 

When we think or talk about the “shoe market,” 
locally or nationally, the answers to the above ques- 
tions are vital to the subject. There are definite, pre- 
determined reasons why people buy shoes; or why they 
buy more shoes at one time than at others. These 
reasons are what the marketing analysts term “sales 
motivation factors.” In short, the factors that move 
people to buy things. 

The things that move people to buy cars or recrea- 
tion or hats or houseware, aren’t necessarily the same 
things that move people to buy shoes, But the impor- 
tant thing is this: If a shoeman has a good idea of the 
basics that move people to buy shoes, he can often 
activate these things to give an impetus to shoe buying. 
And equally important, he can gain a better under- 
standing of why shoe business, from a consumer shoe- 
buying standpoint, tends to move one way or another. 

There are six basic factors which determine the 
course of shoe business, whether on a local basis or 
nationally. Those six factors are as follows: popula- 
tion; personal income; occupation; environment; prod- 
uct appeal; selling and merchandising. 

Now let’s take a closer look at each of these and see 
how they play their respective roles in shoe business, 


POPULATION 


It’s generally assumed that the population count 
determines the shoe-sales count. Fundamentally this is 
right. But it’s no fast and hard rule, India has almost 
four times as many people as the United States, but 
Americans buy and use perhaps 15 times more pairs of 
shoes, Obviously, population alone isn’t any final or 
positive determinant in shoe business. 

Even in the U. S, itself there are distinct differences 








Factors that Determine 





Understand the Basic Motives That Make People Buy 
Shoes. Properly Integrated to Your Operation, and 
Activated, They Will Stimulate Your Sales. 


in shoe buying per 100 persons, depending upon the 
area. For example, 100 average people in Mississippi 
will buy fewer pairs than 100 average people in Ohio. 

However, we tend to measure per capita shoe sales 
or consumption relative to the population count. More- 
over, there has been a fairly consistent relationship 
between the population count and the amount of shoe 
production and retail shoe sales. If, for example, in 
any given year we have a net gain of 3,000,000 people 
in the population, we can immediately translate this 
into about 10,000,000 additional pairs of shoes pro- 
duced and sold for that year. We simply say that aver- 
age per capita consumption is around 3.4 pairs, and 
come up with our gain in terms of shoes, 

What's more, we can break this down by segments 
of the population, and by basic types of footwear. For 
instance, we know that women will show an average 
per capita consumption of between four and four and 
a half pairs; men’s shoes will average a little under two 
pairs per capita; misses’ and children’s shoes close to 
five pairs per capita; boys’ and youths’, one and a 
third pairs (lowest of all groups); infants’ and babies’ 
shoes, about two pairs per capita, Put them all to- 
gether and the average is around three and a half pairs 
per capita. 

But even the measurement factor of population isn’t 
altogether reliable, as basically important as it is in 
shoe business. For example, 30 years ago every 100 
“average” Americans bought a little under three pairs 
a year, a total of about 285 pairs, Today, every 100 
average Americans buy about 345 pairs. The average 
person is simply buying an average of one-half more 
pairs a year. That increase of one-half pair in per 
capita consumption is today accounting for additional 
sales of 84 millions pairs annually amounting to $500 
millions extra business for shoe merchants. 

By taking a look at the population count at any given 
time, the shoe industry can pretty much determine what 
the “normal” balance will be for production and sales. 
This can also be done by a shoe manufacturer making 
certain types of footwear. It can also be done locally 
by a shoe merchant to figure prospective shoe sales for 
his area. 














Consumer Shoe Buying 


PERSONAL INCOME 


What we call our “standard of living” is actually a 
measurement of personal or family income. As we 
mentioned before, and with our comparison between 
India and the U, S., population alone doesn’t determine 
shoe sales or shoe consumption, Personal income, 
which governs our standard of living or the ability to 
buy and consume goods, is an equally vital factor in 
shoe business, 

Generally speaking, when personal income is high 
because of high employment and sound or prosperous 
economic conditions, shoe business enjoys healthy sales. 
One of the reasons why shoe sales and per capita con- 
sumption have risen appreciably (almost one-half pair) 
over the past decade has been due to the nation’s eco- 
nomic prosperity resulting in a constant rise in em- 
ployment and personal income. The ability to buy more 


has been followed by actual buying of more goods. 

Nevertheless, this isn’t always true—a factor which 
tends to confound many merchants. High personal in- 
come is not always followed by active buying. Much 
depends upon an intangible called “buying mood.” Sur- 
veys show that this factor plays an important role in 
all consumer goods. 

For example, personal or family income may be at a 
high level. However, if there’s a feeling of uncertainty 
about the economic outlook, consumers will retrench in 
their buying, despite the high personal incomes. If the 
consumer is a bit anxious about the outlook for em- 
ployment, or doesn’t feel that his income will rise over 
the next year, or decides it’s time to concentrate on debt 
payment for goods bought earlier on _ instalment, 
there’ll be a sloughing off of buying. 


Consumer buying mood might be better translated as 
[TURN TO PAGE 239, PLEASE] 


SHOE MARKETING MAP 
ofthe UNITED STATES 


On the following two pages is a “Shoe Marketing 
Map” originated and developed by the Boor anp 
Suoe Recorper. It might be called a Shoeman’s View 
of the United States. It should be of interest and 
practical value to all shoemen. 

The size of each state is in proportion to its shoe 
sales rating. For example, New York is the largest 
state because its population buys more pairs and spends 
more money on shoes than does any other state, Thus, 
the geographical size of each state on our Shoe Mar- 
keting Map is in proportion to the pairage and dollar 
shoe sales of the state as compared with the other states. 

This gives a unique view of the U. S,—but one that 
comes into clear and interesting focus when seen by a 
shoeman, At a glance it enables us to tell where most 
and least of our shoes are sold. 

The pairage and dollar sales of shoes for each state 
are based on retail sales estimates for 1957, as pre- 
pared by William Sheskey, recently economist for 
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the National Shoe Manufacturers Association, These 
figures are published here with the permission of 
NSMA., 

Around the outside edge of the Shoe Marketing Map 
is an alphabetical listing of the states. Under each 
state listing is given the state's population; its percent- 
age of the country’s total shoe sales; its per capita 
shoe consumption; and its per capita expenditure for 
shoes, The latter three classifications have been com- 
piled by the Recorper, and are believed to be published 
for the first time. They are based or derived from the 
1957 estimates on shoe pairage and dollar sales, as 
prepared by NSMA economist William Sheskey. 

This map can be of practical service to the shoe 
retailer, as well as to the shoe manufacturer, sales 
manager, shoe traveler, and other classifications in 
the industry, At a glance, this is what it provides: 

1) The relative size and “rating” of each state in 

[TURN TO PAGE 203, PLEASE] 
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Total 1957 Estimates of U.S. Footwear Production: 578,000,000 Pairs 
Total 1957 Estimates of U.S. Expenditures for Shoes at Retail: $3,468,000,000 








ALABAMA 





















IDA. 
Population: 3,006,000 . $11,9824 
% of Total Shoe Sales: 1.36 : 

Per Capita Consumption: 2.6 
Per Capita Expenditure: $15.69 


ARIZONA 


$6,280 
(2.327) er (1,047) 

















MICH. 
$6,985 $168,319 
4) (28,053) 




















Population: 955,000 

% of Total Shoe Sales: .57 

Per Capita Consumption: 3.5 
f iture: $20.83 








tins 










ARKANSAS 











Population: 1,770,000 $320,669 , 
% of Total Shoe Sales: .78 : 53.445) <\ 
Per Capita Consumption: 2.6 | sok 03.394 
Per Capita Expenditure: $15.30 (1,970) 

CALIFORNIA MINN, 


$65,556 
Population: 12,696,000 $.D. (40,926) 
% of Total Shoe Sales: 9.25 $12,395 
Per Capita Consumption: 4.2 
Per Capita Expenditure: $25.26 


COLORADO 


























itl, 
$225,604 
- » | (37,601) 




























% of Total Shoe Sales: .94 jOWA 
Per Capita Consumption: 3.6 gy 
Per Capita Expenditure: $21.55 


CONNECTICUT 


Population: 2,233,000 7 
% of Total Shoe Sales: 1.63 
Per Capita Consumption: 4.2 
Per Capita Expenditure: $25.32 Pe 


DELAWARE 


a 








~~ 
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fag 
A 


























MO. 
$86,287 





Population: 380,000 se (14,381) ~ 
% of Total Shoe Sales: .26 $43,204 TEXAS (6,997) 
Per Capita Consumption: 4.0 (7,201) $178,304 
Per Capita Expenditure: $23.75 (29,111) 





DISTRICT OF COLUMBIA 














Population: 831,000 Ts 

% of Total Shoe Sales: .69 (8,355 | 

Per Capita Consumption: 4.8 
Per Capita Expenditure: $28.65 Ts a 
a 


Population: 3,539,000 Population: 606,000 

P 4 ‘ 

evant endlgil % of Total Shoe Sales: 1.80 % of Total Shoe Sales: .25 
ors Per Capita Consumption: 2.9 Per Capita Consumption: 3.3 


Per a Consumption: 3.8 
Per nar Expenditure: $22.54 Per Capita Expenditure: $17.67 Per Capita Expenditure: $19.77 










Population, Percentage of Total 
Shoe Sales Per Capita Consump- 
tion and Per Capita Expenditure 
Data for Remainder of States Will 
Be Found on Page 203 













Estimates of Retail Sales for Each State Shown In Thousands of Dollars (Add 000) 
with Pairage Estimates Shown in Parentheses In Thousands of Pairs (Add 000). 











: 1OWA 
Population: 2,690,000 
% of Total Shoe Sales: 1.64 


Per Capita Consumption: 3.5 
Per Capita Expenditure: $21.18 


VT. ME. 
$7,102 $17,645 
(1,184) (2,941) 


N.H. $11,261 (1,877) 




















MASS. 
$109,870 
(18,312) 


WHA 


Population: 2,021,000 

% of Total Shoe Sales: 1.25 
Per Capita Consumption: 3.6 
Per Capita Expenditure: $21.38 


KENTUCKY 








B,045 NN DCBC.{E } 
Ye CONN, Population: 2,948,000 
PENNA, \\N i SS > % of Total Shoe Sales: 1.40 
\ ENS \ «GY \ R17 891 Per Capita Consumption: 2.7 

. (2,982) Per Capita Expenditure: $16.43 


LOUISIANA 


Population: 2,902,000 

% of Total Shoe Sales: 1.45 

AN DEL. +—_ een Per Capita Consumption: 2.9 
Per Capita Expenditure: $17.27 


oe oe oe 





















D.C, 
$23,808 
(3,968) 





























AK NX SN Population: 890,000 
| Sagi Wawa SF 8va, % of Total Shoe Sales: .51 
| & NN ACSI $67,373 Per Capita Consumption: 3.3 
(11.829) Per Capita Expenditure: $19.83 


MARYLAND 


Population: 2,593,000 

% of Total Shoe Sales: 1.60 
Per Capita Consumption: 3.6 
Per Capita Expenditure: $21.39 





IASC NJ, 
| = (22,051) 























MASSACHUSETTS 


\ $.€. 
a \Siu Population: 4,972,000 
. % of Total Shoe Sales: 3.17 


Per Capita Consumption: 3.7 
Per Capita Expenditure: $22.10 
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og . Population: 7,722,000 
sen (7,858) (17-636) % of Total Shoe Sales: 4.85 


Per Capita Consumption: 3.9 


' ee CAS Se STs ee Per Capita Expenditure: $23.31 
Conn 
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Population: 9,297,000 Population: 4,325,000 Population: 3,169,000 
% of Total Shoe Sales: 6.50 % of Total Shoe Sales; 2.73 % of Total Shoe Sales: 1.69 
Per Capita Consumption: 4.0 Per Capita Consumption: 3.6 Per Capita Consumption: 3.4 








Per Capita Expenditure: $24.27 Per Capita Expenditure: $21.87 Per Capita Expenditure: $20.69 
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ESTIMATE OF DOLLARS TO BE SPENT AND NUMBER OF SHOES TO BE SOLD AT RETAIL IN 1957 











os A 4 on A 4 
Ss /Se Jo Ry Pee Jo e - 
eee /Xx/ ae eet JW of @° 

Akron, Ohio 3110} 112] 10,785,480} 1,797,580 El Paso, Texas -1508} 95] 5,229,744 871,624 
Albany-Schenectady- Erie, Pa, .1494} 105} 5,181,192 863,532 

Troy,N.Y. -3583} 109| 12,425,844} 2 070,974 Evansville, Ind. -1297} 101} 4,497,996 749,666 
Albuquerque, N.M. .1278| 102} 4,432,104 738,684 Fall River-New Bedford, 
Allentown-Bethlehem- Mass .2256| 93] 7,823,808; 1,303,968 

Easton Pa, 2868} 105| 9,946,224) 1 657,704 Flint, Mich. -2439| 123} 8,458,452} 1,409,742 
Altoona, Pa. .0733| 88} 2,542,044 423,674 Fort Smith, Ark. -0412} 95| 1,428,816 238, 136 
Amarillo, Texas .0978| 122} 3,391,704) 565,284 Fort Wayne, Ind. .1457| 117} 5,052,876 842,146 
Asheville, N.C. 0690} 86} 2,392,920 398,820 Fort Worth, Texas .3219| 105} 11,163,492} 1,860,582 
Atlanta, Ga. -5268| 112| 18,269,424) 3,044,904 Fresno, Calif. -1968} 103} 6,825,024} 1,137,504 
Atlantic City, N.J. .0978| 114} 3,391,704 565,284 Gadsden, Ala. .0484| 78] 1,678,512 279,752 
Augusta, Ga. .1282| 81| 4,445,976 740,996 Galveston, Texas -0778| 98] 2,698,104 449,684 
Austin, Texas -1103} 96} 3,825,204) 637,534 Grand Rapids, Mich. .2198| 113] 7,622,664} 1,270,444 
Baltimore, Md. 8919} 100| 30,931,092) 5,155,182 Green Bay, Wisc. .0658} 101| 2,281,944 380,324 
Baton Rouge, La. .1264| 99! 4,383,552 730,592 Greensboro-High Point, 
Bay City, Mich. .0583) 98| 2,021,844 336,974 N.C, .1349| 104} 4,678,332 779,722 
Beaumont-Port Arthur, Greenville, S.C. -1029} 92| 3,568,572 594,762 

Texas -1406| 104| 4,876,008 812,668 Hamilton-Middletown, 
Binghamton, N. Y. -1230} 104 4,265,640 710,940 Ohio .1084} 108} 3,759,312 626,552 
Birmingham, Ala. -3396| 92| 11,777,328) 1,962,888 Hampton-Newport 
Boston, Mass. 2.0027 | 111| 69,453,636 | 11,575,606 News- Warwick, Va. -1071} 95} 3,714,228 619,038 
Bridgeport-Stamford- Harrisburg, Pa. -1995| 106} 6,918,660} 1,153,110 

Norwalk, Conn. .4531| 127| 15,713,508 | 2,618,918 |} | Hartford-New Britain, 
Brockton, Mass. .1251| 100| 4,338,468 723,078 Conn. -4562| 121) 15,821,016} 2,636,836 
Buffalo, N.Y. 7531} 103| 26,117,508} 4 352,918 Houston, Texas 7112) 110| 24,664,416| 4,110,736 
Canton, Ohio -2012| 105| 6,977,616| 1,162,936 Huntington, W. Va., 
Cedar Rapids, lowa -0794| 115| 2,753,592 458,932 Ashland, Ky. .1361| 86) 4,719,948 786,658 
Charleston, S. C. -0958| 84 3,322,344 553,724 Indianapolis, Ind. -4619| 125] 16,018,692 | 2,669,782 
Charleston, W. Va. .1777| 91| 6,162,636} 1,027,106 Jackson, Mich. 0761} 105} 2,639,148 439,858 
Charlotte, N. C. .1478| 107| 5,125,704 854,284 Jackson, Miss. -0876| 89| 3,037,968 506,328 
Chattanooga, Tenn. 1455} 91 5,045,940 840,990 Jacksonville, Fla. -2362} 98) 8,191,416} 1,365,236 
Chicago, Ill. 4,5804| 123| 158,848,272 | 26,474,712 |}| Johnstown, Pa. 1454) 82) 5,042,472 840,412 
Cincinnati, Ohio .6679| 111} 23,162,772} 3,860,462 Kalamazoo, Mich. .0967| 110) 3,353,556 558,926 
Cleveland, Ohio 1.2177} 125| 42,229,836 | 7,038,306 Kansas City, Mo. -6835| 119] 23,703,780 | 3,950,630 
Columbia, S. C. .0941| 93} 3,263,388 543,898 Kenosha, Wisc. -0536| 107| 1,858,848 309,808 
Columbus, Ga. .1173| 88| 4,067,964 677,994 Knoxville, Tenn. .1931} 89] 6,696,708! 1,116,118 
Columbus, Ohio .4234| 120| 14,683,512) 2,447,252 Lancaster, Pa, 1636} 111) 5 673,648 945,608 
Corpus Christi, Texas | .1327| 94| 4,602,036 767,006 Lansing, Mich. -1478| 121) 5 125,704 854,284 
Dallas, Texas .5783| 121| 20,055,444 | 3,342,574 Laredo, Texas .0264| 67 915,552 152,592 
Davenport-Rock Island- Lexington, Ky. .0714| 100! 2,476,152 412,692 

Moline, lowa, Ill. .1690| 110} 5,860,920; 976,820 Lima, Ohio 0616; 105) 2,136,288 356,048 

Dayton, Ohio .3743| 118} 12,980,724) 2,163,454 Lincoln, Nebr. 0885} 109| 3,069,180 511,530 
Decatur, III. .0741| 111} 2,569,788 428,298 Little Rock-North 
Denver, Colo. .4827| 110| 16,740,036} 2,790,006 Little Rock, Ark. .1323| 91) 4,588,164 764,694 
Des Moines, lowa .1761| 117} 6,107,148! 1,017 858 Lorain-Elyria, Ohio ~1170} 109} 4,057,560 676,260 
Detroit, Mich. 2.5979| 122} 90,095,172) 15,015,862 Los Angeles-Long 
Dubuque, lowa .0476| 104; 1,650,768 275,128 Beach, Calif. 4.1047) 120 | 142,350,996 | 23,725, 166 
Duluth-Superior, Minn., Louisville, Ky. -4180| 103} 14,496,240} 2,416,040 

Wisc. .1568| 98) 5,437,824 906,304 Lubbock, Texas -1027| 112| 3,561,636 593,606 
Durham, N. C. .0630| 93] 2,184,840 364, 140 Macon, Ga, 0849} 91] 2,944,332 490,722 






































Shoe Spending in 1957... 


An Analysis of 260 Metropolitan Areas—How Many Pairs of Shoes Consumers 


Will Buy and How Much They Will Pay for Them in Each of These Areas. 


The charts accompanying this article are from ''The 
1957 Shoe Market" by William Sheskey and are 
reproduced by special permission of National Shoe 














Manufacturers Assn. 





Acknowledgment is made 
also to SALES MANAGEMENT for permission to 


quote from their "1956, Survey of Buying Power.” 











IN 166 STANDARD METROPOLITAN COUNTY AREAS 
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Madison, Wisc. 
Manchester, N. H. 
Memphis, Tenn. 
Miami, Fla. 
Milwaukee, Wisc. 
Minneapolis-St.Paul, 
Minn. 
Mobile, Ala, 
Montgomery, Ala. 
Muncie, Ind, 
Nashville, Tenn. 
New Haven-Waterbury, 
Conn. 
New Orleans, La. 
New York-N.E. N. J. 
a. New York Portion 
b. New Jersey Portion 
Norfolk-Portsmouth, Va, 
Ogden, Utah 
Oklahoma City, 
Oklahoma 
Omaha, Nebraska 
Orlando, Fla. 
Peoria, Ill. 
Philadelphia, Pa, 
Phoenix, Ariz. 
Pittsburgh, Pa 
Pittsfield, Mass, 
Portland, Me. 
Portland, Ore. 
Providence-Pawtucket, 
RI. 
Pueblo, Colo. 
Racine, Wisc. 
Raleigh, N. C. 
Reading, Pa. 
Richmond, Va. 
Roanoke, Va. 
Rochester, N. Y. 
Rockford, III. 
Sacramento, Calif. 
Saginaw, Mich. 
St. Joseph, Mo. 


1276 
1022 
3337 
5338 
6773 


8629 
1376 
0869 
0659 
2158 


4221 
4544 
9.9141 
7.2101 
2.7040 
3166 
.0555 


2542 
2610 
1113 
1815 
2.6887 
2787 
1,4342 
-0846 
1044 
5005 


4428 
.0567 
.0812 
0886 
1710 
2320 
-0882 
3532 
1189 
2756 
1074 

0605 


4,425, 168 
3,544,296 
11,572,716 
18,512, 184 
23,488,764 


29,925,372 
4,771,968 
3,013,692 
2,285,412 
7,483,944 


14,638,428 
15,758,592 
343,820,988 
250,046, 268 
93,774,720 
10,979,688 
1,924,740 


8,815,656 
9,051,480 
3,859,884 
6,294,420 
93,244,116 
9,665,316 
49,738,056 
2,933,928 
3,620, 592 
17,357,340 


15,356,304 
1,966,356 
2,816,016 
3,072,648 
5,930,280 
8,045,760 
3,058,776 

12,248,976 
4,123,452 
9,557,808 
3,724,632 
2,098, 140 


737,528 
590,716 
1,928,786 
3,085,364 
3,914,794 


4,987,562 
795,328 
502,282 
380,902 

1,247,324 


2,439,738 
2,626,432 
57,303,498 
41,674,378 
15,629, 120 
1,829,948 
320,790 


1,469,276 
1,508,580 
643,314 
1,049,070 
15,540,686 
1,610,886 
8,289,676 
488,988 
603,432 
2,892,890 


2,559,384 
327,726 
469,336 
512,108 
988,380 

1,340,960 
509,796 

2,041,496 
687,242 

1,592,968 
620,772 
349,690 


San Diego, Calif. 
San Francisco-Oakland 
Calif. 
San Jose, Calif. 
Savannah, Ga. 
Scranton, Pa. 
Seattle, Wash. 
Shreveport, La. 
Sioux City, lowa 
Sioux Falls, S, D. 
South Bend, Ind. 
Spokane, Wash. 
Springfield, III. 
Springfield-Holyoke, 
Mass. 
Springfield, Mo. 
Springfield, Ohio 
Stockton, Calif. 
Syracuse, N.Y. 
Tacoma, Wash. 
Tampa-St. Petersburg, 
Fla, 
Terre Haute, Ind. 
Toledo, Ohio 
Topeka, Kans. 
Trenton, N. J. 
Tucson, Ariz. 
Tulsa, Okla. 
Utica-Rome, N.Y. 
Waco, Texas 
Washington, D. C, 
Waterloo, lowa 
Wheeling, W.Va., 
Steubenville,Ohio 
Wichita, Kans. 
Wichita Falls, Texas 
Wilkes-Barre - 
Hazelton, Pa. 
Wilmington, Del. 
Winston-Salem, N.C. 
Worcester, Mass. 
York, Pa, 


Youngstown, Ohio 


5345 


1.9264 
2969 
0890 
1362 
5736 
1447 
.0755 
.0524 
1684 
1774 
.0943 


3101 
0673 
.0789 
1450 
-2402 
1873 


3247 
0675 
3213 
.0813 
1848 
1232 
2008 
1689 
0791 
1.3297 
.0744 


2067 
2067 
.0800 


1981 
+2236 
.0955 
3457 
1331 
3710 


102 


105 
124 
106 
118 

94 
112 

94 

92 
122 
WW 


96 
109 
105 


87 
117 
93 
99 
103 
108 


18,536,460 


66,807,552 
10,296,492 
3,086,520 
4,723,416 
19,892,448 
5,018,196 
2,618,340 
1,817,232 
5,840,112 
6,152,232 
3,270,324 


10,754,268 
2,333,964 
2,736,252 
5,028,600 
8,330, 136 
6,495,564 


11,260,596 
2,340,900 
11, 142,684 
2,819,484 
6,408,864 
4,272,576 
6,963,744 
5,857,452 
2,743, 188 
46,113,996 
2,580,192 


.7, 168,356 
7,168,356 
2,774,400 


6,870,108 
7,754,448 
3,311,940 
11,988,876 
4,615,908 
12,866,280 


3,089,410 


11,134, 592 
1,716,082 
514,420 
787,236 
3,315,408 
836,366 
436,390 
302,872 
973,352 
1,025,372 
545,054 


1,792,378 
388,994 
456,042 
838, 100 

1,388,356 

1,082,594 


1,876,766 
390, 150 
1,857,114 
469,914 
1,068, 144 
712,096 
1, 160,624 
976,242 
457,198 
7,685,666 
430,032 


1,194,726 
1,194,726 
462,400 


1,145,018 
1,292,408 
551,990 
1,998, 146 
769,318 
2, 144,380 














41,938, 524 
6,956,808 
1,595,280 

10,962,348 


1.2093 
2006 
0460 
3161 


6,989,754 
1,159,468 

265,880 
1,827,058 


St. Louis, Mo. 

Salt Lake City, Utah 
San Angelo, Texas 

San Antonio, Texas 

San Bernardino- 
River side- Ontario, 
Colif, 





TOTAL 66.0569 104 $2,290,853,292 381,808,882 


90 Source: NSMA's "The 1957 Shoe Market.” 


.3614 | 98 | 12,533,352 | 2,088,892 
































“Scientific planning” in retail business is rapidly 
gaining in popularity. Efficiency in retail business opera- 
tion is essential in today’s increasingly competitive world. 
This applies to the retail merchant on Small Town’s Main 
Street as well as the big store on New York’s Fifth 
Avenue. 

The term “scientific planning” needn’t scare anybody. 
The use of some simple arithmetic plus intelligent analysis 

[TURN TO PAGE 207, PLEASE } 


Comes year’s end and every shoe merchant asks, 
“What’s the outlook for my business next year?” What 
he would like to know more specifically is how many 
pairs of shoes he’s likely to sell, and what will be his 
gross dollar intake on sales for the coming year. With 
such knowledge he is better able to map his buying and 
inventory plans, prepare his advertising and promotion 
budgets, calculate his over-all expenditures, and estimate 
his profit, 





















U. S. POPULATION MALE 79,072 


Population ana... 





U. S. POPULATION BY AGE AND SEX (IN THOUSANDS) 


AGE GROUP 


Under 5 
5-9 
10-19 
20-29 
30-39 
40-59 
60-79 
80 and over 











One of the most important yardsticks used by the shoe 
industry to gauge potential shoe production and sales is 
population. We know, for example, that per capita shoe 
consumption today is 3.5 pairs. We also know that the 
total 1957 population will be about 170 millions. So by 
multiplying the 3.5 pairs by 170 million people, we know 
that our 1957 shoe production will be around 595 million 
pairs. 

Though population is a general guide for the shoe in- 
dustry, it’s subject to variations. For example, if the per 
capita shoe consumption goes down or up, then the esti- 
mates can be thrown off. Take a population figure of 
150 million, for instance. If per capita shoe consumption 
falls to a low of 3,12 pairs (as it did in 1951), then shoe 
production and sales would amount to only 468 million 
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9,323 
8,764 
12,047 








pairs. But if per capita shoe consumption reaches 3.5 
pairs (as it did in 1955), then shoe production and sales 
would reach 525 million pairs for the same 150 million 
people. Thus there’d be a big difference of 57 million 
pairs, due entirely to the difference in per capita shoe 
consumption, 

Population, therefore, is at best only a rough guide 
upon which to base estimates of shoe production and sales. 
You also have to keep an eye on per capita shoe consump- 
tion, which is something more difficult to estimate in ad- 
vance, Why? Because the number of pairs that will be 
bought depends on other factors such as income status, 
economic outlook or the “psychological mood” of the 
people, 

But if the shoe retailer or manufacturer wishes to esti- 
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How It Influences 





Shoe Buying 





TOTAL 162,283 


SOURCE — BUREAU OF CENSUS — DEPARTMENT OF COMMERCE 





FEMALE 


TOTAL 





8,982 


18,305 





8,384 


17,148 





12,053 


24,100 





11,286 


20,496 





12,229 


23,579 : 





19,275 


37,838 





9,782 


18,675 





1,220 





2,142 








Y me: BPR a5 + 3 


mate shoe sales for any given area, he must start with a 
population count. Once he has this rough base, he can 
then polish it to greater accuracy by using other factors 
which determine shoe sales (these other factors are dis- 
cussed in other features in this issue). 

Here’s how to put population to work for you, as a 
shoe retailer, in your given area. Let’s say you operate 
a family shoe store, selling men’s, women’s and children’s 
shoes. First, you look up the population figures for your 
town or city or community. The number of people repre. 
sents your total potential market. Let’s say the figure is 
25,000, 

Now there’s that second important figure—per capita 
shoe consumption, How many pairs of shoes does the 
average person buy in this community of 25,000? The 


October 15, 1956 


closest figure we have to work with is the average for your 
state. Let’s say your store is in Connecticut. Our figures 
show (see our Shoe Marketing Map) that per capita shoe 
consumption in Connecticut averages 4.2 pairs, appreciably 
above the national average of 3.5 pairs. So you multiply 
4.2 times your 25,000 population. Thus the potential shoe 
sales for your community will be 105,000 pairs for the 
year, 

Keep in mind that this is simply a general estimate. 
Per capita shoe consumption may be a little higher or 
lower than the over-all average for the state. Also, such 
factors as income, employment, social environment, etc., 
will influence the per capita shoe buying figure in your 
specific community, 

[TURN TO PAGE 180, PLEASE] 
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Income and How It Influences 








NATIONAL AVERAGE FAMILY INCOME 





1953-1956 
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1953 1954 





1955 1956 


AVERAGE FAMILY INCOME BY STATES 


TOTAL U. S. $5,465 


ALABAMA 3,914 LOUISIANA 4,392 NORTH DAKOTA 4,824 
ARIZONA 4,754 MAINE 4,851 OHIO 6,091 
ARKANSAS 3,354 MARYLAND 5,560 OKLAHOMA 4,423 
CALIFORNIA 5,793 MASSACHUSETTS 5,941 OREGON 4,760 
COLORADO 4,872 MICHIGAN 6,248 PENNSYLVANIA 5,807 
CONNECTICUT 7,035 MINNESOTA 5,275 RHODE ISLAND 5,786 
DELAWARE 6,193 MISSISSIPPI 3,205 SOUTH CAROLINA 4,135 
DIST. of COL. 7,605 MISSOURI 4,885 SOUTH DAKOTA 4,405 
FLORIDA 4,795 § MONTANA 4,944 TENNESSEE 4,204 
GEORGIA 4,533 NEBRASKA _ = eats 
IDAHO 4,556 NEVADA 6,791 VERMONT 4.571 
ILLINOIS 6.259 NEW HAMPSHIRE 5.025 vinGINiA 5.347 
INDIANA 5,620 NEW JERSEY 6,791 WASHINGTON 5.579 
IOWA 5,183 NEW MEXICO 5,078 WEST VIRGINIA 4,660 
KANSAS 4,799 NEW YORK 6,047. WISCONSIN 5,450 
KENTUCKY 4,176 NORTH CAROLINA 4,469 WYOMING 5,401 
Source: Current Estimates by Sales Management 
a eT a rem an ee eee 


Irs pretty much taken for granted that shoe sales are 
closely tied up with personal or family income. Actual 
experience shows that such a conclusion is justified. 
And proof of it is demonstrated when we compare 
average family income with per capita shoe consump- 
tion on a state-by-state basis. 

For example, the District of Columbia has the 
highest average family income: $7,605. It also has 
the highest per capita shoe consumption (or retail 
shoe sales): 4.8 pairs. By contrast, Mississippi has 
the lowest average family income ($3,205), and it 
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also has the lowest per capita shoe consumption (2.3 
pairs). 

In general, this relationship of income to shoe sales 
(or shoe consumption) runs pretty true, It’s natural to 
assume that the higher the income the greater the 
personal buying and consumption of shoes. Shoemen 
generally use this as a sort of yardstick or barometer 
for business outlook. When employment and income 
are running high, they say that their own business 
conditions or outlook look good, 

However, shoemen should be wary of using the 
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AVERAGE PERSONAL INCOME BY STATES 


TOTAL U. S. $1,602 
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ALABAMA 1,023 LOUISIANA 1,200 NORTH DAKOTA 1,290 
ARIZONA 1,326 MAINE 1,377. OHIO 1,822 
ARKANSAS 937. MARYLAND 1,540 OKLAHOMA 1,326 
CALIFORNIA 1,917 MASSACHUSETTS 1,733 OREGON 1,549 
COLORADO 1,490 MICHIGAN 1,815 PENNSYLVANIA 1,666 
CONNECTICUT 2,057 MINNESOTA 1,522 RHODE ISLAND 1,696 
DELAWARE 1,799 | MISSISSIPPI 837. SOUTH CAROLINA 1,024 
DIST. of COL. 2,231 MISSOURI 1,532 SOUTH DAKOTA 1,285 
FLORIDA 1,404 MONTANA 1,596 TENNESSEE 1,153 
GEORGIA 1,185 NEBRASKA 1,500 ae pen 
IDAHO 1,317. NEVADA 2.116 = vasmont ans 
ILLINOIS 1,940 NEW HAMPSHIRE 1477 VIRGINIA 1365 
INDIANA 1,712 NEW JERSEY 2,017 WASHINGTON 1,803 
IOWA 1,591 NEW MEXICO 1,336 WEST VIRGINIA 1,215 
KANSAS 1,527 NEW YORK 1,848 WISCONSIN 1,582 
KENTUCKY 1,145 NORTH CAROLINA _ 1,092 WYOMING 1,617 


Source: Current Estimates by Sales Management 


CONSUMER EXPENDITURES BY STATES 


TOTAL JU. S. $185,543,993 IN THOUSANDS (add 000) 
ALABAMA 2,351,870 LOUISIANA 2,530,692 NORTH DAKOTA 700,345 
ARIZONA 1,100,524 MAINE 1,015,460 OHIO 10,579,152 
ARKANSAS 1,417,121 MARYLAND 2,925,914 OKLAHOMA 2,291,628 
CALIFORNIA 17,518,034 MASSACHUSETTS 5,960,968 OREGON 2,056,951 
COLORADO 1,909,216 MICHIGAN 9,271,611 PENNSYLVANIA 11,731,605 
CONNECTICUT 2,877,292 MINNESOTA 3,718,743 RHODE ISLAND 927,269 
DELAWARE 535,411 MISSISSIPPI 1,384,942 SOUTH CAROLINA 1,678,229 
DIST. of COL. 1,314,553 MISSOURI 4,821,512 SOUTH DAKOTA 704,524 
FLORIDA 4,577,023 MONTANA 823,807 TENNESSEE 2,954,989 
GEORGIA 3,305,686 NEBRASKA 1,679,222 TEXAS 10,071,936 
IDAHO 722,707 NEVADA m0: So pte 
ILLINOIS 11,904,531 NEW HAMPSHIRE 660,912 yinGINIA 3,383,503 
INDIANA 4,965,693 NEW JERSEY 6,622,975 WASHINGTON 3,131,817 
1OWA 3,241,308 NEW MEXICO 792,412 WEST VIRGINIA 1,520,762 
KANSAS 2,344,582 NEW YORK 19,367,459 WISCONSIN 4,218,076 
KENTUCKY 2,372,901 NORTH CAROLINA 3,550,339 WYOMING 412,320 


Source: Current Estimates by Sales Management 








state of incomes as a totally reliable guide unto itself. 
As you'll see shortly, there’s no perfectly dependable 
parallel between income and shoe sales, Like popula- 
tion, it should be used only as a general guide -as 
one of a combination of yardsticks. 

Let’s cite a couple of examples, Connecticut has the 
second highest average family income ($7,035), and 
its per capita shoe consumption of 4,2 pairs is above 
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the national average of 3.5 pairs. However, Nevada, 
with a lower average family income of $6,791 shows 
a higher per capita shoe consumption of 4.8 pairs, 
equal to that of the District of Columbia, which rates 
tops in family income, And to complicate the matter 
still further, New Jersey, with the very same average 
family income as Nevada ($6,791), has a per capita 
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OVER ALL NATIONAL EMPLOYMENT* 


*Not including agricultural workers 
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Source: U. $. Dept. of Labor — Bureau of Labor Statistics 


Wuen, a decade ago a forecast was made that by 1960 
the United States could maintain an economy that would 
support 60 million jobs, many businessmen and econ- 
omists termed it “unrealistic” and “fantastic.” Well, 
here we are in 1956, still four years away from the 1960 
mark, and we've reached an employment level of 66 
million. What’s more, nobody considers this at all fan- 
tastic but quite natural and normal for our expanding 
economy. And we're now talking of a minimum of 72 
million jobs by 1960. 

One of the postwar miracles has been the swift expan- 
sion of U. S. employment. But equally important has 
been the expansion in the variety of employment. What 
does it all mean to shoes and shoe business? 

Obviously, high employment has a healthy influence 
on shoe business, It not only provides the purchasing 
power to buy shoes, but equally important, it sustains 
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IN THOUSANDS (ADD 000) 
Total 
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Source: U. $. Dept. of Labor — Bureau of Labor Statistics 






7,138 





IN THOUSANDS (ADD 000) 


Total 
Labor Force Jobless 


51 1 25% 
100 15% 

57 4% 
100 100 5% 


% Jobless 





Source: U. $. Dept. of Labor 





that vital consumer “mood” of optimism that accelerates 


the pace of shoe buying. 

However, alert market-minded shoe merchants can 
gain much by analyzing employment figures in terms of 
specific occupations. A person’s occupation bears strong 
influence on the number and kinds of shoes he wears. 
In fact, perhaps more than half of all the shoes made and 
sold in the U. S. might be called “occupational” foot- 
wear. That is, shoes bought specifically to fit to the 
needs of the job. 

A man buys a pair of shoes to wear to business 
Though these are generally termed “dress” shoes they 
are actually occupational shoes. An office secretary buys 
a pair of plain black pumps to wear at work. Again, 
though such shoes are classified as “dress” wear they 
are more truly occupational footwear. In addition, of 
course, there are many types of footwear that are more 
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How It Influences Shoe Buying 
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188 MILLIONS 34.5 MILLIONS 8.6 MILLIONS 
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17.5 34.0 8.5 
17.0 33.5 8.4 \ 
16.5 33.0 8.3 
16.0 32.5 8.2 
15.5 : 

1953 1954 1955 1956 1953 1954 1955 1956 1953 1954 1955 1956 

Sources: U. S. Dept. of Labor and U. S. Dept. of Agriculture 
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specifically occupational shoes—such as work shoes, 
nurse’s shoes, various types of boots, etc. 

The important thing to recognize is that a large share 
of our shoes are bought primarily to fit the footwear 
needs of a given occupation—as distinguished from that 
broad, all-inclusive category called “dress” and “casual” 
footwear. 

This can open up a fresh vista in shoe merchandising 
for the local merchant. By analyzing local employment 
figures—by breaking these figures down to basic occu- 
pational classifications—we will find ourselves surpris- 
ingly confronted with a greater variety of specific “occu- 
pational footwear markets” than we realized existed. 

Let’s take an example: nurse’s shoes. The average 
retail shoeman usually thinks of his nurse shoe market in 
terms of one occupation: nurses. But the market for this 
footwear is much larger, for it takes in waitresses, hair- 
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dressers, women workers in institutions, dental tech- 
nicians and medical assistants, some housewives, etc. In 
fact, there are far more “nurse’s” shoes sold to people in 
non-nursing occupations than to the nurses themselves. 

What’s the significance of this? Just this: the so- 
called nurse’s shoe comprises a market potential much 
greater than realized. Thus, if the merchandising of 
such footwear is expanded to embrace all the types of 
occupations that can or do use such footwear, the poten- 
tial sale of such shoes at the local level can be developed 
appreciably. 

In recent years there have been some important 
“social” changes in the employment picture that have 
had—and continue to have—much influence on shoes. 
As an example, take men’s work shoes. A little revolu- 
tion has been taking place in the field of work apparel, 
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Wen you think of local market potential for shoes 
you also have to think of something called the “environ- 
mental factor.” It means simply this: the number of 
pairs of shoes bought, and the types of shoes bought, 
are influenced by the type of people within a given 
community and their various kinds of activities— 
family, social, occupational, and recreational. 

Environment plays a surprisingly important role in 
the course of shoe business. Let’s quickly cite an exam- 
ple of how it works. Let’s take a 35-year-old house- 
wife in a Wyoming community of 25,000. Her hus- 
band is a prosperous local merchant with a $15,000 
net income, Yet this woman buys only two pairs of 
shoes a year. In contrast, we take a 25-year-old secre- 
tary in New York City. Single, her income is $3,800 a 
year. She buys six pairs of shoes a year. 

Here’s a case where “environment” becomes even 
more important than income. It’s not a question of the 
ability to buy via purchasing power. Rather, it’s a 
question of apparel needs based upon differences in 
environment. 


MORE IMPORTANT THAN INCOME 


The Wyoming housewife lives in a community where 
dress-up social activities are relatively infrequent; 
where exacting detail in up-to-the-minute fashion car- 


ries less importance; where it is less demanding to 


change costumes to adapt to a wide variety of oc- 
casions. The fact that she can afford to buy more pairs 
of shoes than the New York secretary, doesn’t result 
in more pairs bought. 

The New York secretary, however, feels the “neces- 
sity” for a larger wardrobe of shoes: smart yet com- 
fortable shoes on her job; casual footwear for week 
ends or holidays; formal or evening shoes for wear 
to the theater or a formal affair; fashionable dress 
shoes for cocktail wear. Then there may be footwear 
for tennis or golf or boating. Being in a fashion-minded 
community she is conscious of costume coordination. 
Also, her activities are greater in number and variety, 
thereby demanding a greater variety (and more pur- 
chases) of footwear as well as other apparel. 

Yes, environment influences the number and types 

















and How It Influences Shoe Buying 


A Housewife in Wyoming Does Not Buy as Many Shoes as a 
Young Secretary in New York—Nor the Same Kinds. This Is 
the Effect of Environment and It Is Important for You to Take 
Into Account When You Study Your Local Market Potential 


of shoes bought in any given community. It demon- 
strates that population and income alone aren’t the 
total answers to shoe sales and shoe consumption. 

Take population, for instance. We select 100 people 
at random from Four Corners, Iowa, and another 100 
from Philadelphia. The latter 100 will not only buy at 
least twice the number of pairs, but will buy different 
types of shoes (much more use of dress and casual 
footwear, for example). Numbers of people alone 
don’t determine shoe sales. Nor does income alone, as 
we saw in the illustration above. Environmont—and 
this influences the shoe needs of people—plays an im- 
portant role. 

As a general rule, the average person in a big city 
buys more pairs of shoes than a person in a small city 
or town, and the latter buys more pairs than a person 
living in a rural area, 


ENVIRONMENT AFFECTS TASTES 


Also, there are differences even in communities of 
similar size. Take cities such as Denver, New York, 
Los Angeles, Butte, Kansas City, Topeka and Cincin- 
nati. Though no actual figures are available, it’s 
known that per capita shoe consumption differs among 
these communities. For example, the average person 
in Los Angeles buys more shoes than does the average 
person in Topeka, though both are city communities. 
And the shoes they buy tend to be different due to 
differences in consumer tastes resulting from environ- 
mental factors. Los Angeles is in a more intensively 


fashion-minded area, which results in greater demand 
for variety in apparel, shoes included. 

It is well known to shoe manufacturers that any 
given style of shoe in their lines will sell well in one 
area, poorly in another, For example, some shoes that 
sell well in Chicago will move slowly in Boston, and 





vice versa. Again, environmental differences play an 
important role. Bostonians are considered more con- 
servative in their apparel tastes than are Chicagoans. 
This shows up in types of shoes sold in each of these 
communities. 

The shoe manufacturer and retailer learn these facts, 
of course, from experience. They soon get to know the 
needs, wants and tastes of the people of a community. 
And their own buying and inventories are adapted 
accordingly. However, this knowledge gained from 
experience can be pinpointed to become a valuable mer- 
chandising instrument. 


THE NEED FOR MARKET ANALYSIS 


Every experienced retailer has the repeated painful 
situation wherein he finds himself stuck with one or 
several shoes which he purchased in substantial 
amounts, certain that they’d be good sellers, which they 
weren't. This demonstrates that even long experience 
of doing business within a given community is no 
assurance of knowing one’s local market perfectly. 
Therefore, market analysis or study should supplement 
experience. 

Part of this market analysis consists of studying the 
environmental habits and “trends” of the community. 
This permits the local shoe merchant’s buying and mer- 
chandising to hit closer to bull’s-eye on the target with 
more consistency. 

The environmental characteristics of a given com- 
munity result in different consumer tastes when it 
comes to shoes—tastes in colors, styles and patterns, 
even materials and textures. Reptiles or suedes will sell 
briskly in one part of the country but move slowly in 
another section. A certain shade of blue will be a top 
seller in the East and get only fair response in the 
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Product Appeal 





and Its Influence on Shoe Buying 








E acu year the nation’s shoe manufacturers introduce 
some 200,000 “new” shoe styles to the country’s retailers. 
Many of these shoes are completely new in every detail, 
while others are new in only some details. Nevertheless, 
these thousands of styles comprise a tremendous annual 
turnover in design ideas with a single objective in mind: 
To make the product so appealing that consumer buying 
interest will be maintained or accelerated. And funda- 
mentally it boils down to a root theme: Fashion Sells 
Shoes. 

Now, it’s a long way from the designer’s drawing 
board to the bought shoe on the customer’s foot. Many 
of the drawing board creations that were tagged sure- 
fire proved to be flops in the shoe store, while many a 
“sleeper” has won overwhelming favor at the consumer 
level. However, the tremendous annual turnover of shoe 
styles is the very bloodstream of shoe business. For 
without this constant change in product appeal the con- 
sumer’s attention and buying interest could not be sus- 
tained. Without it, shoe business could well stagnate 
into a mere replacement business. Fashion, and fashion 
turnover, is one of the most vital ingredients in the six- 
part formula of influences that determine the status of 
shoe business at any given time. 

Now, when it comes to product appeal the designer, 
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manufacturer, tanner and supplier are largely at the 
mercy of the retailer, just as the latter is largely at the 
mercy of the consumer. The retailer, however, has it 
within his power to substantially influence the consumer 
—depending: upon how he handles and presents the 
built-in appeals of the products he sells. 

Let’s illustrate it this way. Two stores of similar size 
carry the same line of shoes, and are situated within the 
same geographical area where consumer tastes are similar. 
One store does a consistently outstanding sales ‘job with 
the line, while the other store does only a passable job. 
Why the difference? 

Chiefly the presentation and promotion of the line 
locally. In short, the more successful store has utilized 
all the inherent appeals of the product to do an effective 
merchandising-sales job. 

What, exactly, is meant by “product appeal?” Cer- 
tainly it isn’t the style or fashion element of the shoe 
alone, Fashion counts for plenty, of course, but the 
total product is more than fashion alone. It is also the 
artisanship within the shoe—a definite sales factor that 
too frequently is by-passed, yet holds consumer interest. 
It is the “content” of the shoe—its materials and com- 
ponent parts, for the customer finds buy-appeal in the 
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BOOT and SHOE RECORDER 


NATIONAL SHOE FAIR ISSUE 


Shoe Merchandising 
and Selling in 1957... 


You can operate a shoe store in a community with a 
heavy population, a high income, and where the occupa- 
tions and environment call for higher-than-average use 
of footwear; yet the store can fail, or can do only a 
mediocre volume of business. In short, even though all 
the “conditions” for favorable business are present, it’s 
no guarantee of success, 

Another vital ingredient for the success formula must 
be supplied: effective merchandising and selling. How you 
sell, and the “selling environment” you create in and 
around your store, largely determine your volume of busi- 
ness. If, therefore, 1957 is to bring you greater volume 
and profit, it will be determined not so much by the state 
of the economy in your community, as by the state of 
your mind and efforts in your merchandising and selling 
programs, 

First, it’s important to recognize that there’s a distinct 
difference between merchandising and 
though the two are closely linked. 

Selling is the direct act of getting the customer to buy. 
It’s the salesman-to-customer relationship. When the sales- 
man “services” the customer and through various per- 
suasions makes the customer buy, that’s selling. 

Merchandising is the indirect act of getting the cus- 


selling, even 


F OR countless years every good shoeman’s concept of 
successful selling has been based on the idea of extra pair- 
age, of selling more than one pair to a customer, Salesmen 
are urged to push extra-pairage sales. And various tech- 
niques are tried to accomplish this feat. Some stores have 
had much success with extra-pairage selling, but the great 
majority haven’t. However, that fact alone demonstrates 
that it can be done—if the approach and method are right. 

First and most important is to get at the root of extra- 
pairage selling. It has been determined that a high per- 
centage of all customers will buy an extra pair of foot- 
wear if they are properly sold. That’s an encouraging fact 
to begin with. But there’s still that big gap between a 
willing customer and a buying customer. That’s where 
selling begins. : 

A vital part of the extra-pairage selling process is for 
the store or salesman to recognize and believe that a large 
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Key to Extra Pair Sales... 


tomer to buy. It’s the process of creating the conditions 
or atmosphere that attracts and motivates customers to 
come into the store and buy. Merchandising creates a 
state of mind wherein the customer says, “I’m interested 
in buying.” It thus sets the stage for the actual selling 
process. 

Obviously, merchandising and selling, though indi- 
vidually different, are inseparable as a working team. If 
the merchandising is poor, then the best salesmen can fall 
far short of their selling potential. Also, the finest mer- 
chandising program can flop if it isn’t backed by effective 
selling. 

Unfortunately, many shoe stores take their merchan- 
dising and selling tools for granted: their displays, adver- 
tising, special services, promotions, publicity, sales train- 
ing, store fronts and interiors, etc. Like any edged tool, 
they’re in need of constant re-sharpening. What’s more, 
the basic tools (such as those cited above) must be sup- 
plemented with a new merchandising and selling tool. 
This gives the store’s sales program fresh impetus to 
achieve its desired greater volume and profits. 

Following are three suggested fresh merchandising and 
selling tools which shoe stores can apply in 1957: Extra- 
pairage selling; Educational selling; Selling quality. 


share of the customers are receptive to the idea of buying 
more than one pair. Ironically, most stores and sales- 
people do not recognize this—as indicated by the fact 
that about 94 per cent of all shoe sales are one-pair sales, 
even though the analysts find that 40-50 per cent of cus- 
tomers are receptive to the idea of buying more than one 
pair if the extra purchase can be made interesting enough 
to them. 

Take an example. Supermarkets have found that for 
every three items a housewife plans to buy, she buys four 
more that she hadn’t planned on The 
reason: impulse buying. Displays are made so attrac- 
tive or convenient for the eye and hand that the items 
easily find their way into the marketing basket. The 
result: the housewife buys more, spends more, than she 
plans to. The remarkable thing is that she does this 
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The National Shoe Fair, as such, is vende more 
than a mere exhibit of shoes. It is the one time a 
. place during the year when the greatest majority of 
the leaders of the craft meet for discussion and ap- 
. praisal of the shoe industry on a national, rather 
than regional, basis. It provides an excellent forum 
for an exchange of ideas and opinions that shoe peo- 
ple just don’t get anywhere else. 

Fashion-wise, this is the best and widest opportu- 
nity to see the shoes for men, women and children 
that will be important for spring and summer 1957. 
Some 700 manufacturers, representing close to 90 


per cent of the nation’s shoe production, will display 
every important line of shoes—in more hag 
worked for months to make this national shoe con- exhibit rooms in the Conrad Hilton, Palmer 

vention a strong and vital one. They have arranged Morrison and Congress Hotels. 

a program for each day of the National Shoe Fair _—In addition there wi . Fair 

that will give those who attend a more comprehen- official press rog ong 

sive view of the shoe industry as well as something Hotel, espe 

tangible to take home with them for future use and Manning Public 

application. i 


ee ne wees 


retailing. The National Shoe Fair Com mittee kno 
this and they have lined up a program which they 
hope will help resolve some of these problems. 




















’ R tion of retailers and other shoe and 
allied trade members at the 1956 National 
Shoe Fair official hotele—the Palmer House, 
Conrad Hilton, Morrison and Congress. 
All day ins n of exhibits. 
1:00 to 3:00 P.M.—N.S.M.A. Trade Rela- 
tions Committee Meeting at the Palmer 


meeting at the 
House. 
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NATIONAL SHOE FAIR 


OCTOBER 28 - NOVEMBER 1, 1956 


CHICAGO . 
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... Dynamic Display for Entrance to Exhibition Hall 


SHOEMEN attending the National Shoe Fair in 
Chicago, October 28 to November 1, will be greeted 
with a spectacular display especially built for the 
entrance to the Exhibition Hall in the Palmer House 
where firms of the allied industries and special retail 
services exhibit in 100 booths. 

The theme of the exciting display, “Hall of New 
Horizons,” done in brilliant warm colors, is expected 
to attract shoemen in greater numbers, according to 
the Fair Management, over the 1955 figures which set 
an all-time record. 

Firms exhibiting in the “Hall of New Horizons” will 
be invited to coordinate their pre-fab displays with the 
new idea, recognized as timely and practical, to enhance 
the welcoming atmosphere to all shoemen at the Fair. 

With the sweep of a tail of a comet, the “Hall of 
New Horizons” motif leads the eye into a huge circle 
of copy reading—‘Birthplace of Shoe Styles . . . The 
Plants . . . The Progress . . . and The Profits Of 
Tomorrow . . . Using The New Materials . . . The 
Methods . . . The Retail Services . . . and The Machines 
Shown Here Today.” 

The new spirit of the dynamic display is expected 
to bring movement, enthusiasm and mutual purpose, 
resulting in greater prestige, effectiveness and value to 
every exhibitor. 

With the eyes of the industry fixed on motivation in 
the production of shoes, it was recognized that the 
exhibits of the allied firms serving shoe manufacturers 
should coordinate their displays to reflect the progress 
of the “forward look” of their products. 








Buyers today are concerned with the materials, the 
methods and construction of shoes, and each succeeding 
air finds retailers expressing more interest in the 
“know how” of shoemaking. Many are convinced that 
a deeper knowledge of what goes into a pair of shoes, 
tends toward more intelligent selling at the retail level. 

The education of the public begins in the more than 
100 exhibits here where the materials and processes 
that will make the “shoes of tomorrow” possible will 
be on display. Retailers will be able to arm themselves 
with an abundance of selling information which they 
can take home with them and immediately turn to 
good account in their customer “education” programs. 

In the “Hall of New Horizons,” located in the Palmer 
House, shoemen, particularly manufacturers, will dis- 
cover many new products being shown for the first 
time. Technical experts, qualified to discuss their ap- 
plication, will be available to offer advice regarding 
shoe production. 

Present plans call for a promotion of the “Hall of 
New Horizons” throughout the Fair with the use of 
signs and other publicity emphasizing the importance 
of this feature to shoe manufacturers, as well as re- 
tailers, and urging them to examine all exhibits pre- 
sented in this area. 

Exhibitors in the “Hall of New Horizons” will be 
asked to coordinate their promotion mailing pieces to 
their accounts, using a direct tie-in in stimulating in- 
creased interest in the exhibits appealing to shoe manu- 
facturers, as well as services to retailers. 
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A Sandalized 
Daytime Shoe 
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“Closed toe, short T-strap and thin medium heel are 
well-proportioned to softened sheath. Three-color 
effect adds sparkle to grey or black ready-to-wear.” 


A Portfolio of Source Fashions 
TRENDS FOR 1957... 


This portfolio of designs is the work of eight famous creators of fashion footwear. 
The master design on each page is a creation of the artist. The smaller detail 
sketches are Recorder suggestions for varying the artist's original concept. 


A prevailing trend for Spring 1957, closed shoes are seen in many interpretations 
of pumps, spat types and higher riding silhouettes. Another trend, however, is 
the continued vogue for opened effects. The closed vamp, open quarter shoe is 
one answer to these differing demands, 
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A New Spat Shoe 





“Spat shoes cre accustoming our eyes to new ways 
of combining textures and colors. Reflecting the 
strong trend to Edwardian styles, they are being 


interpreted in many new ways.” 





years ago, it has steadily grown in popularity. It has the style appeal of flattering 
outlines and interesting combinations of colors and textures. Well-adapted to 


Outstanding example of the 1912 revival is the spat shoe. Started about two ‘ 
elasticizing, it can be made to fit exceptionally well. 














The wrapped look of the rising vamp line is a leading trend for 1957. It has 
many interpretations, the majority of them stemming from the Second Decade 
of this century. Most popular among these variations are strap patterns — cross, 


instep, T-straps. 
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A Cape Sandal 
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“A modern interpretation of the silhouette that | de- 
signed in 1918 for Poiret, this ‘Cape’ shoe has the 
important cape or cocoon silhouette recently intro- 
duced by the Paris Couture.”’ 
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“The one-strap is always a natural companion to the 
pump. And the saddle is one of the classic influences 
that is being revived in strap styles.” 
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Instep straps have been gradually making their way back into the style picture 
for several years, often as a second shoe strap variation on a tailored pump. 
Now, in a wealth of interpretations, they are back as part of the 1912 style revival. 
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A Soft Spectator ( 











“This Spring’s Spectator is a Lady! Delicate, under- 
stated detailing, new pointed toe and graceful design 
have changed our Spectator into an all-day shoe.” 











The new concept of a spectator — several years old now — has changed this shoe 
from a classic type to a style with many possibilities in design and treatment. It 
is still an ideal shoe for combining colors and textures to make a type suitable for 
daylong wear in town or country. 












“ ‘it Takes Two To Tango’ suggested this naked cross 
strap. It is an ‘under construction’ sandal with a half 
sole and high spin heel to give a rhythmic round- 
ness and an extremely high arched look.” 








The return of the cross strap is another important example of the revival of the 
1912 era in styles. Along with it goes the influence of the tango shoe, stemming 
from the same era and bringing back memories of those famous tango experts, 
the Vernon Castles. 
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A Rising Vamp Line 
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“A simple elemental form of flattery — High rising 
swiftly and sharply over the soft mule curve — Remi- 
niscent of the early 1900's silhouette. The afternoen 
pump, Number 5 O'Clock for 1957.” 





buckles and other ornaments carry the eye up in pumps. The back of the shoe, 
on the other hand, is cut lower, skeletonized or cut entirely away in mules, And 
mules are as strong as ever for 1957. 


ne High up in front is an outstanding theme in new shoe silhouettes. Tongues, 
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“The City Moccasin underlines the return of the All- 
American shirtwaist look. Variety of color and mate- 
rial combinations can make this fashion news on 
12/8 to 18/8 heel heights.” 





A moccasin toe, it has been found, is one of the prettiest vamp treatments for 
women’s town shoes. Soft and young looking, it flatters the foot making it look 
smaller. And it lends itself admirably to combinations in colors and textures. 








No longer can shoes for the very 
young be straddled by the term 
“neuter.” Little girls and boys 
prefer distinctively feminine or 
definitely masculine styles. The 
saddle oxford is the basic, with 
light and pastel saddles for girls 
and the brown and black for 
little boys. Moccasin toe types, 
with combinations of black and 
white or white with black or 
brown are incorporated into 
every line. For little girls, varia- 
tions include dainty little black 
patent or all white one-strap, 
sandals and soft moccasin types. 
For little boys, sandals and three 
eyelet ties. Bluchers, bals are also 
popular for the “youngest” set. 





























New Horizons: In Children’s Shoes—From Basic Patterns 


The “youngest” set asserts its individuality and personality by 
definite preferences for style and color. Parents go along with 
these preferences but they insist upon correct fitting too. 









Manufacturers of girls’ shoes are 
agreed that the pump and its 
many adaptations will be the 
dominant silhouette for the com- 
ing spring. The Edwardian or the 
Gainsborough period—whatever 
influences styles in women’s 
shoes is bound to find some in- 
terpretation in girls’ shoes. The 
new pumps will be slimmer look- 
ing; the forepart narrower and 
more pointed but still allowing 
enough toe room. Little, delicate- 
ly shaped, covered outside heels 
will be important and ornamen- 
tation and treatments, re- 
strained. The emphasis will be 
on black patent leather, kidskins 
in white and white with color; 
some of the newer looking light 
shades. Dyeable satins and 
straws will be good. 











New Horizons: In Girls’ Shoes 


Style factors that are important in the women’s shoe category 
have a strong bearing on girls’ shoe styles for spring. Elegance 
and lady-like refinement are outstanding in every line. 

















if it isn’t a pump, it’s a swivel 
strap — and with the latter, it’s 
both. Simply slipping the strap 
backward or forward converts 
it. Some of the swivel straps are 
elasticized and adorned with a 
tiny ornament or bow so that the 
strap, when not in use, is part of 
the trimming for the pump. Other 
patterns that are important are 
the perennial saddle oxford but 
with a new look — scooped or 
saucer saddle, slip-ons in moc- 
casin types, bals and the regular 
standby — the one strap. Leathers 
will have surface interest and 
will be soft. Grains, glove types, 
buckos, unlined weights will 
be good, 


For Spring 1957 Emerge From Basic Patterns 


Swivel strap —- are the second most important category in 


girls’ shoes and they serve the dual purpose of being strap or 
pump. They are light, soft, flexible and assure extra good fitting. 








Slip-on types are fast becoming 
the important pattern in the 
boys’ and young men’s shoe 
category and they are included 
in practically every manufactur- 
er’s line. The is to lighter, 
more comfortable and better fit- 
ting types, accomplished through 
the use of more flexible construc- 
tions as well as soft grain leath- 
ers, textured surfaces and silk 
shantung combined with leather. 
The line is narrower and slimmer. 
In addition to the slip-on, other 
popular types include moccasin 
styles with piped plugs or com- 
binations of textures or colors in 
the forepart. Three and four eye- 
let bluchers and saddle oxfords 
are very good. Each line has 
some specialty and they range 
from novelty closures to 
chukkers. 


New Horizons: In Boys’ Shoes — From Basic Patterns 


Boys of all ages are unanimous in calling for styles that resemble 
“Dad’s” and manufacturers are foliowing through with varia- 
tions of adult styles. They use similar leathers and materials. 








NEW HORIZONS 
IN MEN’S SHOES 
A Collection of 1957 Styles 
for Business 
and Leisure Living... 


SURFACE INTEREST: 
The Plain Toe Raglan for Country Wear 


Bri SHED or reversed leathers are increasing in 
acceptance and are appearing in a greater variety 
of styles than have been seen for some time. They 


are much plumper than the reversed leathers in use 


for the past several years, and more closely resemble 


the original Reversed Calf which was so popular 
twenty and more years ago. Their texture is rougher, 


their nap deeper and their colors shade to darker 


tones in shadow areas. Most accepted colors are 
rich Tan, Smoke, Gray, and a new brownish green 
called Olive. The three eyelet Raglan Blucher illus 
trated is detailed in this last color with a narrow 
Black smooth calf binding. It features a natural 
molded gum rubber sole with a non-skid tread 
Definitely Tyrolean in inspiration, this country 


Raglan is most attractive when worn with soft tweed 





MODERN CLASSIC: 


The Lighter Weight Wing Tip Brogue 


Becat SE it’s so basically correct for dress and 
business wear, the medallion perforated wing tip 
Brogue logically finds an important place in the 


shoe wardrobe of every well-dressed man. Timeless 


in its appeal, each new season brings its own ver- 
sions of this classic. In 1957 Wing Tip Brogues will 
be lighter both in weight and in general appearance. 

The upper fitting in this six eyelet Bal marks it, 


unmistakably, a high grade shoe. Perforations, 
pinking, and stitching are extremely light and are 
masterfully executed. Edge trims are closely cropped, 
shanks are tighter and wiped well up under in the 
best custom tradition. In highly polished calf this style 
is particularly well suited for wear with the lustrous 
and textured fabrics, which will be seen next spring 


and summer in men’s apparel, 











ELEGANT SIMPLICITY AND REFINEMENT: 
The Straight Tip Custom Brogue 


In no other pattern, perhaps, does the skill of the 


designer, the last maker and shoe craftsman show 
to such distinct advantage as in the extreme straight 
tip Custom Brogue, Like its companion style, the 
wing tip, it is enjoying perennial favor with dis- 
criminating men. Simple in design and completely 
devoid of other distinguishing details, the correctness 
of its expression must start with the wood over 


which it is made , . . in this style a medium broad 


custom toe. For true expression, lasts must be 
skillfully drafted and expertly turned. Patterns must 
be cut and fitted with precision and every row of 
stitching must be placed with greatest accuracy, The 
Blucher, 


variety of treatments for spring and next summer, 


five-eyelet which will be important in a 


is shown here in British Tan in a new smooth tan 


na boarded Calf, a leather in which the blucher 


finds its most attractive expression. 
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NEW THROAT INTEREST: 
The Plain Toe Blucher in Grained Leather 


Toruines will rise in 1957 bringing many new 
and interesting treatments to bluchers. This higher 
silhouette focuses attention on the throat and offers 
many opportunities for new expression in that area. 
two-eylet 


An excellent example is the plain toe 


blucher we illustrate. In a style in which the whole 
silhouette has been raised slightly, the topline rises 
in an abrupt curve to the throat to become the lace 


stay. The fuller cut rounded tongue rides well above 


the usual throat line to create a thoroughly differ- 


ent and most interesting effect in this area. 
It’s high-riding tongue, which has been borrowed 
from this fall’s popular slip-on styles, adapts itself 


of the tongue gives a slimmer, trimmer appearance 


very well to this two-eyelet pattern. addition 


to the whole forepart of the shoe. Unusual pattern 
treatments of this character are particularly appeal 
ing to younger men; the added surface interest of 
this style is made. 


the Cashmere Grain, in which 


makes them doubly so. 














TRIMMER LOOK: 
The Moc Front Raglan Blucher 


One of the most versatile patterns is the Raglan which is higher than the extremely low top lines 
of last season and lower than those customarily 


Blucher and it is particularly well adapted to moe 


front treatments. Detailed here in a combination used in conventional two and three eyelet Bluchers 


of smooth and Llama Calf in a classically simple It is expected to stimulate interest in the whol 


style, it achieves the same neat, trim look which family of Blucher patterns, It is particularly effective 
will be a distinguishing mark in men’s clothing and perhaps most important, too, in moe front styles 


next spring and summer, This style illustrates very but will be popular also in lighter weight, mor: 


well, too, the important new medium low silhouette simply detailed wing tips and plain ties 








PRECISION FIT: 


The Side Gore Slip-on Moc Front Blucher 


Fiew men’s styles are as attractive and flattering 
to the foot as the well fitting gored pattern, Sleek 


and trim in general contour, one of the most attrac- 


tive features of these shoes is the long full sweep 
of the forepart 
broken by 


example of 


from throat to toe, clean and un- 


any lacing device. This selection is a 


that precision fit and a most 


More 


classic 


attractive dressy style. formal and conven- 





than many of the goreless 


tional in appearance 


slip-on patterns which were so popular last season, 
it will hold a particular appeal for the mere con- 
servative man for dress and business wear. In 
smooth Black Calf it has the highly polished bril 
liance which complements the luster suitings of 
silk and of man-made fibres which will be popular 


next year in lighter Grays and a wide range of Blues, 
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CONTRASTING SURFACES: 
Mesh and Calf in a Moc Front Blucher 


No summer shoe wardrobe would be complete 


without at least one contrast surface style in Nylon 
Mesh Silk or Shantung with Calfskin. 


in 56 Mesh will receive a more active promotion 


A “sleeper” 


next summer. Brown and Wheat will be volume 
with fashion emphasis on all-Black and Black and 
White with Black trim. Ideally suited to this latter 
combination is this interesting moc front Blucher. 


Its Nylon Mesh apron strikes an interesting note 


of contrast in an otherwise completely Black shoe 
which is practical and easily cared for, This con- 


trast note is accented still further by the unusual 
manner in which the top line drops from the quar. 
ter and rises abruptly to become the lace stay, For 


work 


indicated, the 


warm weather wear, for days or holidays 


where a dressier shoe is contrast 


surface shoe of Nylon Mesh and its variations in 


Silk or Shantung will find widespread favor, 
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SUBURBAN LIVING: 
The Low-Riding Reversed Calf Host Shoe 










Tim was when an at home shoe was anything a dinner jacket for more formal entertaining with 


man happened to have on hand or in his closet, But slacks or shorts for patio or porch parties, Ou 


modern living, with its emphasis on entertaining selection is shown in the currently favored rough 


and the correct attire for it, has created a whole new textured reversed Calf in a rich shade of Sand 
This low Other popular colors are Red and Olive in reversed 
Calf and Black in Matte Calf, Because the Host 


shoe is so unique and such a special purpose shoe 


category of apparel and shoe fashions 
viding slip-on pump is typical of these innovations 


and is a perfect example of a promotional shoe with 


i definite purpose behind it it offers wondertul possibilities for “extra pau ; 


lt is equally at home for wear with a host o1 promotions to a wide range of customer 
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The 1957 slip-on pattern picture will be 
marked by a variety of new treatments and 
several new lasts. While Italian types con 
tinue to grow in popularity, a new fuller 
and less extreme silhouette is coming into 
favor, Toes are less pointed and offer possi 
bilities for execution of a wider range of 
patterns such as this perforated style in a 


combination of grained and smooth calf, 


for further imjformation on these shoes 


THE DRESS CASUAL: Slip-on Versions =! tose shown on preceding page 


write Boor AND SHOE RECORDER 





Tue cross strap dress slip-on was very well 


accepted last season and several new treat 
ments will help to establish it more firmly 
next spring and summer, We illustrate one 
of these newer versions amooth Cashmere 
grain, Its new features are an interesting 
tongue treatment and the arrangement of its 
draped straps whi h are carried from sole 


edge to instep 






























.-.-and the 
Factory 
Superintendent 


To the superintendent of a shoe 
factory, shanks can be almost a 
forgotten item unless a problem arises. 


Well made, properly fitted shanks 
help the superintendent avoid shoes 
that twist or don’t tread right. 
They reduce returns due to broken 
breast flaps or from shanks 

wearing through outsoles. 


United makes shanks that lift worries 
off superintendents’ minds. That’s 
why scores of leading, practical 
shoemen specify United Vita-Tempered 
steel and steel combination shanks. 
They know they can rely on them. 


V4) VITA-TEMPEREO STEEL SHANKS 


MACHINERY CORPORATION + BOSTON, MASSACHUSETTS 





UNITED SHOE 
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|| wdoyce's third great drop in and see for yourself the joys of joyce... crystal 


tactory le already room, third floor palmer house, chicago october 28 thru 31 

a-building... 

additional production 
| for 1967 
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What's brewing in the Dickerson 
Plenty... and we guarantee you'll get a kick 

out of seeing for yourself at the shoe fair. . . 
Palmer House .. . Rooms 964-965-971 


; ADD the know-how and 
skill of three genera 


TAKE a nationally: tions of shoemakers 

known maker of fine SPICE with up-to-the 

shoes for women minute styles, by MIX with top grade 
ingenious designers materials yielding to 

skilled craftsmanship 





line for spring? 










THE RESULT? TDesoy, THE SMART SHOE THAT'S REALLY COMFORTABLE 


Everybody at Dickerson 
has been cooking on the 
front burner for months, now, 
to develop a hot line that 
feels good, looks good, 
and sells well time-after-time 
You'll like the new Dickersons 


Come in and see. 


THE WALKER T, DICKERSON COMPANY * COLUMBUS 16, OHIO 
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BBIES 


A RED CROSS BHOF 











NEW HIGH 
5,000,000 PAIRS 





IN 1957 «++ Red Croaa Shoe merchants are already looking forward 
to setting a brand-new record, For in 1957, additional production capac 
ity will add thousands of paira to satiafy the unprecedented demand 
And in 1957, even more powerful national advertiaing, even greater atyle 
coverage are acheduled,,, tomake Red Croaa Shoea and Cobbies America’s 


largeat selling brand of fine footwear by an even wider margin! 
AS RED CROSS SHOR DEALERS WILL SEE FOR THEMSELVES AT THE NATIONAL SHOE FAIR, 
CHICAGO, OCTOBER 27 TO 31 PALMER HOUSE, ROOMS 822 AND &24 


THE UNITED ATATEHR BHOPR CORPORATION, CINCINNATI, O80 


This product haa no connection whatever with The Amerioon National Red Cross 
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The Brown Shoe. , 


Merchant... ~ 
HAS THE GREAT 


Merchants make 2'2 to 4 times more 
profit*on Brown Shoe Company lines than 


on the rest of their operations because: 


Brown Shoe 


St. Lovis. . . Makers of: Air Step + Buster Brown * 
Life Stride * Naturalizer * Pedwin * Propr-Bilt « 
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RETAIL PROFIT LINES 


in Brown Shoe lines all profit factors work to their advantage, and work in 
volume selling of medium-priced shoes. 


Why not see the Brown Shoe lines at the Chicago Shoe Show, Oct. 27 to Nov. 1, at 


CONRAD HILTON HOTEL Riaqué— Williford Ballroom, Parlor C 
Robin Hood-—2100, 2102A 

Air Step—2400, 2401, 2402, 2402A Westport—Williford Ballroom, Parlor A 

Buster Brown—2000, 2002A PALMER HOUSE 

Life Stride—1900, 1901, 1902, 1902A Roblee— Room 864 


Naturalizer— 2200, 2201, 2202, 2202A United Men’a Division—Room 638 


These profit figures are from detailed audits 
thus far completed in a continuing study of retail 
shoe operations by the Russell W. Allen Company 
(the country's leading analysts of retail operations). 


Official Boy Scout Shoes * Official Girl Scout Shoes 
Risqué * Robin Hood « Roblee * Westport 
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Oy FIRST oo 
oe" $1000 


Scholarship 
or Government "E’’ Bond 





PLUS 2 all-expense paid trips 
ONE TO ST. LOUIS, ONE TO CHICAGO 


Biggest promotion in the industry for Spring 1957 


6 WEEKLY CONTESTS STARTING MARCH 3, 1957 
_— ” — FOR YOU AND YOUR sestnga 


pac mor istomers, more Jolene Spring Shoe Wardrobe. You'll sell n of every 
sales, ¢ profits, This ntest will bring wo into type of Jolene Shoe. And... Miss Joler fool he 
your store to see, try on and buy the cadieed new one of your customers! 


GET THE DETAILS on this sales-building, profit-making promotion! 


NATIONAL SHOE SHOW, OCTOBER 28 - NOVEMBER 1, 
ROOM 1000, CONRAD HILTON HOTEL, CHICAGO 


TOBER-SAIFER SHOE MANUFACTURING COMPANY, INC. «+ ST, LOUIS 3, MISSOURI 
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MARKET... 
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Fashion Alertness, Fine Craftsmanship and Consistent Promotion Have Made 
the St. Louis Label a Hallmark for Quality and Distinction in Footwear. 


1 STATEMENT 
BY TUE PRESIDENT 


** Not satisfied to settle into a nice comfort- 
able niche, the St. Louis shoe industry is continu- 
ing its impressive rate of growth, based on the 
solid combination of good merchandise backed 
by a sound merchandising philosophy. It is our 
conviction that styling-—the creation of beautiful 
and useful footwear —- is part and parcel of 
our fine branded lines. It is this we constantly 
strive for, at the same time sacrificing nothing 
in skilled craftsmanship, quality materials, de- 
pendable servicing. None of these is a fringe 
henefit; each is a benefit inherent in the lines 
displayed in St. Louis showrooms to further 
establish St. Louis as the foremost center of 


branded fashion footwear.” 


RK. G. STOLZ 


President, St. Louis Shoe Mirs, Asan, 





A GREAT garden of spring and summer shoe styles 
bearing St. Louis plant markers will come into full 
bloom for display at the National Shoe Fair, The St. 
Louis labels, marks of distinction in fine American 
footwear, proclaim that here are shoes basking in the 
sunshine of fashion leadership, Here are shoe blossoms 
set on the strong sturdy stems of good merchandising, 
with roots growing deep into the traditional good 
earth of the industry, 

Retailers who judge the wide and colorful variety 
of shoes making up the St. Louis garden will reaffirm 
the slogan of the St. Louis Shoe Manufacturers As- 
sociation, “Shoes That Sell,” 

Organized in 1918 as the Manufacturer's Bureau, 
the Association was first formed under the direction of 
International Shoe Company, Brown Shoe Company 
and the old Hamilton-Brown Shoe Company as a 


October 15, 1966 








central information bureau for the purpose of helping 
its member firms toward more efficient production, 
Although mergers with similar groups threaded through 
the Association's history, this purpose remained stead 
fast as years passed, and the Association’s public re 
lations program continues to serve and benefit the 29 
companies holding membership, 

The renown of St. Louis as a leading producer of 
brand name footwear has been passed on and fully 
aceredited by shoe retailers, Samples to be shown at 
the Fair have been in process of designing and pro 
duction for many weeks, each step of the process 
guided by this market's unyielding standards of quality 
of manufacture, soundness of merchandising, 

In addition to retailer acceptance, consumer approval 
of St. Louis shoe brands is solidly established, largely 


[TURN TO PAGE L71, PLEASE | 
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“Just waiting for the new 
© Soring shoes by Aleyis’ 

















| 
| 
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and regional shoe shows. 





MANUFACTURED BY WEBER SHOE COMPANY, INC., TIPTON, MISSOURI 
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NAMES 


that belongs on your 


SHOE SHOW 
shopping list | 












Grace W “al het 
SHOES 


THe 


John C. Roberts 


Stove 









SEE OUR COMPLETE LINE 
AT THE NATIONAL SHOE FAIR 


In Chicago, October 28th thru October 3)st 
3rd Floor-—-Showroom 2 Conrad Hilton Motel 


ve 


Tae 


“<a , ad ec Goose 
Friedoname « loeb DIVISION 


INTERNATIONAL SHOE COMPANY + ST. LOUIS 3, MISSOURI + WORLD'S LARGEST SHOEMAKERS 
New York Offices: 551-553-555 Marbridge Building 
October 16, 1956 161 
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SHOE COMPANY 


DIVISION OF INTERNATIONAL SHOE COMPANY 


ART A. KUHNERT RAY W. BELL 
EDWARD C. THORP WYATT H. VIRGILIO 
PERRIE J. SMITH JESSE W. DREW 
ARTHUR C. YUKON ED ROGERS 


ROOMS 964, 964A, 966,966A OCT. 28 to NOV. 1 


CONRAD HILTON HOTEL-CHICAGO, ILL. 
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Excitement 


inthe new Spring | 1957 
Vitality Shoes a 


National Shoe Fair 
Conrad Hilton Hotel 


famous for Fashion and Fit Rooms 603A, 604A, 


605A, 607A, 609A 
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Be sure 


to see the complete line 


National Shoe Fair 
Astoria Room 
CONRAD HILTON HOTEL 


| OCTOBER 29, 30, 31 + NOV. 1 





Tweedie Footwear Corporation * Jefferson City, Mo, 
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FOR SPRING 


LIKE MILLINERS AND APPAREL DESIGNERS, St. Louis 
shoemakers have returned to the second decade of the pres- 
ent century to gain inspiration for their Spring collections. 
The result is an exciting panorama involving dramatically 
pointed toes and lowered backlines .. . cigarette high heels 
as well as pared-down Louies... vamps that are spat-like, 
tongued and buckled, draped or bowed in a way reminiscent 
of the Edwardian era. Theatrical glamour is noteworthy, too, 
in the amount of glitter. . . in the startling alliances of black 
and white... in the unexpected touches of satin on leather. 
These more flamboyant details bespeak a maverick influ- 
ence, strangely at variance with the mood of refined ele- 
gance that permeates the general fashion picture for Spring. 





ce Louse DESIGNERS 


ENDORSE LADYLIKE PUMPS 








THE LADYLIKE TOE on a pump silhouette... this is the 
daytime news of St. Lovis manufacturers. The gradual growth 
of the slender toe has been accelerated by the Edwardian 
influence and the introduction of new, more exaggerated 
lasts is a basic component of all collections. With simplicity 
that is not as simple as it seems, designers emphasize the 
elongated look with straight sidelines, slender heels and 
delicate Edwardian treatments. Two-color effects revel in the 
1957 revival fashions... black patent combined with pale 
grey suede or shock color suedes, volume-wise Flax with 
French Bread. And for true excitement, grained white calf 
with crushed patent leather . .. white smooth or white nappy 
alone or with almost any color. The continued emphasis in 
daytime fashions is on neutrals. 
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THE FLAMBOYANT MOOD truly asserts itself in the styling 
of opened-up footwear for dressier occasions. While the 
silhouettes remain delicate in feeling, the same cannot be 
said of the colors. Stripping sandals, T and Empire straps, 
mules and slings have their Spring translations in such bold 
hues as turquoise, yellow and orange. Vinyl remains an 
integral part of the dress shoe picture, looking new through 
its combination with such materials as pink-gold mat luster, 
white silk or polka-dot hammered silver plastic . . . through 
its trimmings of French Beading, “Aurora Borealis” stones, 
“diamonds” and other frankly fake gems. Magnificent floral 
trims contribute to the interesting profiles of mobile stripping 
sandals, while decorated heels add sheer opulence to more 
simple silhouettes. 
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DESIGNERS 





SOFT CONSTRUCTION... soft leathers, soft counters, soft 
toes... remains the major trend in all footwear, and par- 
ticularly so in the casual category. Of fashion import, too, 
are the heels upon which these soft casuals are poised... 
low Louies, curved-in cowboy heels, rounded leather heels 
and slimmer wedges. Closed-up styles follow tailored themes S 
... moccasin vamps, spat-like effects, spectator detailing. gaa 
li, 
























Strippings and mulebacks are favored for dressier patterns. 
Showing up strong, material-wise, are the straws and raffias, 
some genuine, some simulated. Colorful overlays and flowers 
trim these textures. While the neutrals are extremely impor- 
tant, the casual picture is brightened by scarlet, yellow, 
orange, turquoise and emerald green...by white with 
brights, white with black patent. 
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So 

How Come 
Sam Wolff's 
Brands 
Ain’t On 
The Ballot? 





It's okay, mister. Plenty of people are voting for us...even without our names on the 
national election ballots. , 


They're people who always vote the straight DEBS, CARMO and WOLFF-TOBER ticket... 
because they know we keep our campaign promises! That means they know we'll always 
be first with the newest footwear fashions... first with the finest quality...and first with 
the promotions that really sell shoes! 


Re 
And right now, we're promising our new lines will show you styles that mean greater 
profits. Come take a look...and see why there’s a landslide of happy dealers working 
with the DEBS, CARMELLETES and BAREFOOT- ORIGINALS brands! 


See why we've been elected the “Leaders in the Price- Action Field” for more than 35 years! 


7 . Tee 
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Swores FOR Tet LOUELY 











WOLFF-TOBER SHOE MFG, CO. CARMO SHOE MFG. CO. DEB SHOE CO. 


Conrad Hilton Hotel Conrad Hilton Hotel Conrad Hilton Hotel 
Rooms 512A-557A Rms. 500-504A-505A-507A-509A N. Exhibit Hall, Lower Level 
Factory; 2511 Sullivan Office: 2128 Washington Office: 2128 Washington 
$t. Louis, Mo. St. Louis, Mo, St. Lovis, Mo. 


We'll Be Seeing You At The Regional Shows, Too! 
October 15, 1956 159 
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(is) *Acgording to surveys by leading nurses’ journals 
““ THE JUVENILE SHOE CORPORATION OF AMERICA, aurora, missoun: 
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see the big news in the Chew (hdity line 


SOFT PEDALS ARE ROLLING FASTER THAN EVER 
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CHARM 
fully elasticized 
#1 best seller 


BANDOLEER 
perfect fitting 
#2 best seller 





ae 





Soxt FecaZ 


the most perfect 
walking shoes in America 
SOFT 
" FLEXIBLE »« LIGHTWEIGHT 
PERFECT 13/8 and 14/8 WALKING HEELS 


Soft Pedals cover a complete range of styles and are 


IN-STOCK 
FOR IMMEDIATE DELIVERY 


no matter what lines you now feature 


you can get extra profits with 


Soxt Tein 


by (hee Chal Ulf 


HERE ARE THE FACTS... SEE FOR YOURSELF 


62.4% gain in sales this season 

Season after season, gains on top of 
gains, demonstrate the growing power 
of Soft Pedals. The gain last season 
was 72.8%... the season before 53.4% 
.». the season before that 41.6%... be- 


fore that 19.1%...and before that 17.5% 





No mark - downs .. . fast tumover 

Soft Pedals mean extra pairs. Women 
buy and re-buy them with eagerness. 
They keep coming back for another 
color and another material, This re- 
peat business means turnover, which, 
coupled with good initial mark-up and 


no mark-downs, produces profit. 


Soft pedal in-stock service is terrific 
All Soft Pedals that sell in volume at 
retail are stocked in a wide range of 


colors, materials and complete sizes. 





SOFT PEDALS By Queen Quality 
$10.95 and $11.95 


a few at $12.95 


QUEEN QUALITY SHOE COMPANY «+ DIV, INTERNATIONAL SHOE CO, «+ ST. LOUIS, MO, 


See the complete Queen Quality line at the National Shoe Fair for 
ALL the big selling patterns in the $8.95-$13.95 price range 


ROOM 700—702A—710A +¢ CONRAD HILTON HOTEL ¢ OCTOBER 28— NOVEMBER 1 


October 15, 1956 
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Wane 


Black, Navy, Red. 






G| 6 th 
Navy, Charcoal, Red, 


Lemon. Also in Misses’ sizes 
12% to 3 Medium (except Lemon). 









‘4 


Black, Navy, Khaki, 
Geranium. 





















Black, Summer Blue, Flame Red, 
Charcoal, White. Also in Misses’ sizes 
12% to 3 Medium (except Charcoal). 


SOLD ONLY BY 
THE FOLLOWING 
DIVISIONS OF 


es we tr ee ie ne 





162 Boot and Shoe Recorder 








en we 
fe. ana 








Oa Oe 


St Low Latek t 


Gas)... Marks of Distinction In Fine American Footwear 
N*SHU 


A, amd New Line of Chauala fot, gis amd, wen 


pinfitably at, $298 md 3398 


Sizes: Narrow and Medium thru size 10 





























International Shoe Company is proud to introduce these 
completely new and attractively priced casuals for girls 
and women... FUN-SHUS. This line has been designed 
specifically to supplement the Company’s “Light Tread”’ 
vulcanized canvas shoes which have received such popular 
acclaim from both the trade and the public. And FUN- 
SHUS offer you, the shoe dealer, another profitable avenue 
to cash-in on the feminine demand for shoes to match 
America’s new casual way of living. 


FUN-SHUS are designed with an eye to color and smart 
styling to meet milady’s exacting requirements. They’re . 

washable fabric, too. And equally important FUN-SHUS Cail Ho 
are made to reach the low-price level of popularity—-to 


retail at $2.98 and $3.98. And still with a full mark-up for you! es Sewer 


Lemon. 
This complete line will be ready for delivery before December 
lst-—in time for the early Southern trade and well in advance 
of the normal Spring retail selling season. Our salesmen are 
now on the road with the full story. For an early appoint- 
ment, please write or call us. Or see our display of smart 
FUN-SHUS at The National Shoe Fair in Chicago, October 
28 through October 31. 
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Burling —_—_—— 
Khaki, Geranium, S 


Charcoal, Navy, White. 
Khaki, Red, Navy, 
Black. 
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INTERNATIONAL SHOE COMPANY « ST. LOUIS 3, MISSOURI 
ROBERTS, JOHNSON, RAND - PETERS 
FRIEDMAN-SHELBY - SUNDIAL 


October 15, 1956 
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eather bird 


sponsors 


Mickey Mouse 





« 


on ABC-TV 
in 98 Major Markets! 


Get all the facts at the Chicago Shoe Fair, October 28-29-30-31. Learn about the 
profit for you in the big City Club-M-G-M screen star promotion and the Wesboro- 
Elgin watch contest. Let us tell you about Velvet Step’s TV promotion for 1957. 


For better business—use them all. 


See WEATHER-BIRD SHOES for Girls & Boys 
in room 757A, Hilton Hotel. 


See HAPPY HIKER SHOES for Girls in room 
757A, Hilton Hotel. 


See VELVET STEP SHOES for Women in room 
755A, Hilton Hotel, 


See CITY CLUB SHOES for Men in rooms 843, 
Palmer House and 756A, Hilton Hotel. 


See WESBORO SHOES for Men in rooms 843, 
Palmer House and 756A, Hilton Hotel. 


See DIAMOND BRAND WORK SHOES Boy 
SCOUT SHOES, GIRL SCOUT SHOES in rooms 
843, Palmer House, and 755A-756A, Hilton Hotel. 


Peters, Division of International Shoe Company, St. Lovis 3, Missouri 


Ber 3 
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ROOMS 657-660 -- THE CONRAD HILTON 


Ws 
-AND AT REGIONAL SHOE ae 
























—the complete 
BALANCED LINE 
of 
BUDGET PRICED SHOES 
for volume sales 
$395 ~ $595 


RETAIL PRICE RANGE 










STEP MASTER SHOES, INC. 
GREENUP, ILLINOIS 
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from the drawing board of 


Clare Te Cardelf 


—creator of the American look 


ing new shoes for children and misses 


iCard ells 


A Claire McCardell for (aimsool, | 


See new MceCARDELLS 


tay Se 


now continuing into sizes 81% to 4 


ROOMS 





602 
CONRAD 
HILTON 

HOTEL 





TRIMFOOT COMPANY 
Trimfoot Terrace 
Farmington, Missouri 


New York « 628 Marbridge Bldg. 
Dallas « 6-133C Merchandise Mart 


Seattle «222 Terminal Sales Bldg. 
Boot and Shoe Recorder 








My Family’ growing sot 
"at keeps me hoppin 




















first came 
JUMPING-JACKS ORIGINALS. 


the patented 
construction... once 
an innovation, now 

proven and accepted 
as aclassic... 








then came 
SENIORS and 
PARTIES .. 


especially designed 
for perfection in 
fitting ...and 
individually styled 
to meet the fancy 
of boys and girls... 




























next 
JUNIORS .. 


flexible conventionals 
... these too, made of 
select materials and 
finest workmanship 
... perfect running 
mates to “Originals”... 
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this way ‘ 


the latest 
- -addition 
e . * 


to the VAISEY-BRISTOL 
Family 
. 


ry ee ’ ® 















_ GEORGE __ 





see JUMPING-U4CKS” color spectacul. 


by the VAISEY-BRISTOL SHOE CoO., Monet, | 
at 
the PALMER HOUSE, Rooms 679, 680 and ¢ 


rete 





‘¢e 
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Q. Will the new line be for 
growing girls? 


A, Yes! 


Q. Will it be for ALL girls... 
say, for both mothers 
and daughters ? 


A, Yes! 


Q. Would the word 
| CLASSICS best 
|= ? describe these shoes ? 





A, That's right! But, before 
long there will be high 
fashion numbers, too. 


Since the new line 

is by the makers of 
Jumping-Jacks, 
wouldn’t the logical 
name for it be JILLS ? 
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JUMPING -Ua4cKS” 


now hop over to 


You’re absolutely 
right. And now we want 
everybody to see the 


NEW (. 














the last page and 
see the new JILLS 
ad in 4-colors which 


you'll see in the current 
issue of GLAMOUR 
and MADEMOISELLE 
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a “Do make yourself comfortabie!" 
(as translated into relaxed modern). JILLS do 
translate classic styles into modern masterpieces 
of fit and comfort. For young ladies of all ages. 
Sizes 4 to 11. All widths. $7.95 to $8.95. 












Vaisey-Bristol Shoe Co., Inc., Monett, Mo. 


Jills come in a variety of colors. 
New Fit Saddies in a choice of colored soles. 


New Comfort 
in 








For mail orders write: BEST & CO. New Vork City « Macy's Gadjormua 
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St. Louis Labels, 
Marks of Distinction 
[CONTINUED FROM PAGE 149] 


through continuous and consistent pro- 
motional efforts. This brand name de- 
mand has in part been built through 
advertising in a comprehensive media 
list which includes television, radio, 
newspapers and many types of maga- 
zines, 

According to Arthur H. Gale, execu- 
tive secretary of the St. Louis Shoe 
Manufacturers Association, the St. 
Louis group is proud to be in the fore- 
front of the shoemaking industry. “We 
stand united to promote shoes in gen- 
eral and our own market in particular, 
setting our sights always on quality, 
fashion and genuine worth. .Through 
our promotional programs we endeavor 
to make—and keep—the public shoe- 
conscious.” 

By means of its Shoe Fashion Board 
of St. Louis, the Association gives year- 
round coverage to the shoe industry. 
For immediate use, the Board has 
studied, sifted and edited fashion ideas 
for the benefit of retailers at the time 
they are going forward into their 
major commitments for the season 
ahead. A booklet describing and pic- 
turing trends has been carefully pre- 
pared by the Board for distribution at 
the Fair. Material has been divided 
into three sections. one each for men’s, 
women’s and children’s footwear, giv- 
ing retailers an invaluable thumb-nail 
sketch of the important fashion factors 
in ciThouettes, colors and materials. 


“30 


25 
nd, shade 
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This detailed seasonal prediction is 
just part of the promotional and edu- 
cational program of the Board. A Shoe 
Of The Month feature, based on the 
Board’s monthly selection of a St. 
Louis-made fashion right shoe, goes out 
in mat service form all over the nation. 
But even more important than this 
feature is the acclaim the Board has 
received for its job of keeping news- 
paper editors informed immediately as 
to any important changes in shoe 
fashion trends. Special fashion bulle- 
tins are released to editors when war- 
ranted. These bulletins describe, illus- 
trate and interpret the new in shoes. 
In this way the Shoe Fashion Board 
offers to editors their quickest, easiest 
access to shoe fashion firsts. It is well 
known in the industry that the Board 
has earned a revutation among the na- 
tion’s editors. who have come to look 
upon the St. Louis market as a reliable 
source of fashion information. Editors 
now know St. Louis as the market place 
of sound style forecasting, and, as a 
result, the Board receives numerous 
requests for trend facts from many 
Eastern and Midwestern newspaper 
editors. 

But the fame of the Shoe Fashion 
Board of St. Louis is not limited to the 
realm of editors. Manufacturers and 
retailers alike laud this group made 
up of seven women, each one outstand- 
ing in shoe manufacturing circles. The 
present Board is made up of Jaclyn 
Meyer of the St. Louis Shoe Manufac- 
turers Association, chairman; Beatrice 
Beste, Hamilton Shoe Company, co- 


Re dir gq 


chairman; Geraldine Epp Smith, Boor 
AND SHOE RECORDER; Ruth Klump, Val- 
ley Shoe Corporation; Muriel Braeuti- 
gam, Brown Shoe Company; Betty 
Mason, International Shoe Company; 
and the Board’s new appointee, Pat 
Wheelless, Johnson, Stephens & Shinkle 
Shoe Company. 

In addition to educational and public 
relations projects, the Association 
stages each spring a Fall Showing, for 
which all St. Louis Association mem- 
bers unite in presenting to the shoe 
world the wealth of offerings bearing 
St. Louis labels, marks of distinction. 
The Eleventh Annual Showing, already 
scheduled for April 27 to 30, 1957, will 
be under the chairmanship of William 
Wolff, executive vice-president of 
Wolff-Tober Shoe Manufacturing Com- 
pany. 

At the National Shoe Fair, St. Louis 
manufacturers promise a gracious wel- 
come to all who visit their display 
rooms. Retailers will be able to select 
from many famous, nationally adver- 
tised brands of men’s, women’s and 
children’s footwear. All categories will 
be represented. 

Association officers who will head the 
St. Louis delegation to Chicago include 
Paul Johansen, Valley Shoe Corpora- 
tion, chairman of the Association 
board; Robert G. Stolz, Brown Shoe 
Company, president; Lester Tober, 
Tober-Saifer Shoe Company, first vice- 
president; Norfleet Rand, International 
Shoe Company, second vice-president; 
and Harry Bennigson, Hamilton Shoe 
Company, treasurer. 


SHOW TIME IS NO TIME FOR WASTED WORDS 





The new Smash Hits line now concentrates 
its strength in the all-important 
8.95-10.95 range. It gives you complete 
coverage in flats, medium and dressy 
wedges. It's young, to help you capture 
more of the rapidly-growing teen-into- 


twenty age-group that has the most money 


to spend on.shoes. 


It's the one casual line you can't afford 


to miss. See it in the Tower Room of 
the Conrad Hilton Hotel in Chicago 
October 28 to November 1. (A division 


of Johansen Bros. Shoe Co., Inc., 
3642 Laclede Ave., St. Louis 8, Mo.) 
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JAMES S. LEGG, Heydays Shoes, Inc. 
—Mammoth volume will be accomplished 
in 1957—the only unanswered question 
now is, WHO will do it. 

Wiser buying, wiser merchandising, 
better selling methods—better than in 
1956—are a requirement. Profits will be 
less easy to make. There will be more 
industries competing for the consumer’s 
spendable dollar, and stronger competi- 
tion from within the shoe industry. 

There will be fewer independent re- 
tailers and fewer shoe producers at the 
year’s end. Consumers’ buying habits 
have changed—all others’ must also, to 
survive. Those preferring PRODUCT to 
concessions and other secondary items 
will have the best year of their lives in 
1957. 





HARRY BENNIGSON, Hamilton 
Shoe Company—As we approach the new 
year, we here at Hamilton Shoe Com- 
pany are very encouraged with the out- 
look for the future. 

We can see no reason for any decline 
in business, both from the manufacturer 
and retailer standpoint and the high 
point in selling should continue for some 
time. 

I have tried to find some weak spots 
and the few there are in the over-all pic- 
ture are greatly overwhelmed by the 
great purchasing power. full production 
and full employment. The prospects for 
the future are extremely bright. 
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W. F. BARBER, JR., Air Step Divi- 
sion, Brown Shoe Company—With the 
exception of a very few high-priced and 
high-fashion lines there seem to be very 
few radically new silhouettes or designs 
in the women’s market. 

Other than a greater emphasis on the 
slender lasts and smaller, straighter 
heels, I see only minor changes in sil- 
houette and line. 

The important things to look for in the 
volume lines of women’s footwear involve 
material interest, classic details, and 
smart treatments. All of these, of course, 
should be carried out in the newer slen- 
der lasts incorporating softness from toe 
to heel. 





SI BLAND, Roberts, Johnson & Rand 

Spring, 1957, looks like another excel- 
lent sales opportunity for shoe retailers. 

Our economy is sound — employment 
continues high. Population is growing. 

American families are discriminating 
buyers. They are interested in value and 
shop for it. They are financially able to 
buy the values they choose. Nationally 
advertised brands of quality footwear 
represent the firm foundation on which 
shoe merchants can build for the future. 

Retailers and manufacturers should 
continue to join forces to stimulate and 
satisfy the desire for the new in foot- 
wear. National advertising with a tie-in 
at retail is the answer. Our spring pro- 
gram is aimed in this direction. 





JACK KENNEY, Winthrop Division, 
International Shoe Company.—The con- 
tinental influence will continue as an 
important style factor in new spring lines. 
The style factor in men’s lines has be- 
come increasingly important over the 
last four or five years, and this new 
spring season will bring out many new 
ideas in colors and patterns. 

There will be more opportunities pre- 
sented to both the retailer and the manu- 
facturer who pursue aggressively the 
style-minded customers. The indication 
is that the new treatments of nylon will 
be very well accepted both in lace shoes 
and slip-ons. 

The shoe industry will, of course, con- 
tinue to share in the present prosperous 
economic situation of the country. 





JOE McCAFFREY, Vaisey-Bristol 
Shoe Company, Inc.—For those of us in 
the children’s field, spring "57 should be 
one of our best seasons. The plus factors 
are heavily in our favor. Growing popu- 
lation and a late Easter give us more 
sales potential for a longer selling pe- 
riod. More important than any forecast 
is the closer relationship now enjoyed 
by manufacturer and retailer. Today, 
more than ever, the respect for one an- 
other’s objectives should give us both 
the sensible profit we deserve. Our slogan 
for spring "57 can be optimistically 
termed “Opportunities Unlimited.” 
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J. B. REINHART, JR., Trimfoot Com- 
pany—Spring beams bright on the chil- 
dren’s shoe horizon . . . style trends are 
still furthering the movement toward 
glove-soft shoes with greater definition 
and focus on separate styles for boys and 
girls. Closer coordination, with 
apparel, in the children’s field will be- 
come increasingly evident in the season 
ahead. 

The selling emphasis will be on “teach- 
ing customers how to buy shoes.” This 
will be achieved through broader adver- 
tising and fashion 
ordination in the point of sale presenta- 
tion of children’s footwear. Today's 


shoes 


policies closer co- 


young mothers welcome an excuse to 
learn how shoes enhance the charm of 
their young ones just as they have 


learned how other items of apparel im- 
prove their well- 
being. 

The future is bright because the chil- 
dren’s hand in the industry is rapidly 
coming of age. 


own happiness and 





C. L. HEIN, Vitality Shoe Co.—The 
1956 Shoe Fair should have its begin- 
ning in the excellent circumstances of 
good sales at retail preceding the open- 
ing. Good early fall sales have material- 
ized in all areas. This fact undoubtedly 
will bring about a new inventory situa- 
tion and create a wholesome open-to-buy 
position—the best, in recent years. 


October 15, 1956 





HAROLD F. OYAAS, Friedman-Shelby 
Division, International Shoe Company— 
The retail shoe business will be very ac- 
tive for the next six months with con- 
sumer spending reaching an_ all-time 
high. A great deal of this spending will 
be for soft goods, because many wants 
for hard goods have been satisfied. 

Friedman - Shelby is 
good business and is coming out with a 
strong line of spring and summer foot- 
wear. We are backing our judgment 
with good inventories to take care of our 
customers’ requirements when the spring 


anticipating a 


season arrives. In my opinion retail mer- 
chants who maintain a well balanced in- 
ventory of wanted shoes and advertise 
and promote their business carefully 
will cash in on the opportunity for in- 
creased sales. 





L. B. HOLLANDER, Midwest Foot- 
wear, Inc.—-We feel the general business 
outlook is good for the following rea- 
sons: approximately 66 million people 
employed—only 2 million unemployed; 
tremendous growth in our population; 
general retail sales reaching new highs. 

In this continued growth of our gen- 
eral economy, it is our opinion that all 
segments of the shoe industry can par- 
ticipate in this growth by constant pro- 
motion of footwear to the consumer. 

Due to increased costs in all phases 
of the industry, prices will continue firm, 





ARCHIE BREGMAN, Risque _Divi- 
sion, Brown Shoe Company—The com- 
ing spring and summer season offer an 
unparalleled challenge to the alert shoe 
manufacturer and retailer considering 
the many evolutionary changes occurring 
in our industry. 

The individual’s ability to hold on to 
that which is productive, and discard 
that which is unproductive in his total 
sales picture, is the scale that will mea- 


sure his success. Changing consumer 
needs require close scrutiny of past 
efforts. 


Major considerations in the Risque 
line involve an analytical study of de- 
sign, materials, construction, lasts and 
prices. All of these ingredients that 
make up the product have been placed 
on a 1957 marketing basis. 

The whole Risque program is directed 
to coordinate with the tremendous growth 
of the sportswear picture, where the big 
increased sale potential lies. 





ROY SUNDLING, Brauer Brothers 
Shoe Mfg. Company—Our salesmen have 
been out on the road with our new spring 
lines since September 10th and results 
have been very good. We find that retail 
inventories are about even with a year 
ago. 

With few exceptions in certain terri- 
tories, our dealers are looking forward 
to an excellent spring business. 
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STANLEY BOZIACH, Roblee Div.. 
Brown Shoe Company—Dress shoes will 
definitely have more refined lines and 
refined detailing—light looking—yet dur- 
able. Small grain leathers definitely 
seem to be in the picture for the com- 
ing spring and summer season. 

The SILKEN-LOOK in shoes will play 
a very important part in the men’s shoe 
wardrobe since this look in suitings will 
be extended into more price levels. 

Casual footwear will account for a 
greater portion of men’s spring shoe busi- 
ness than ever before. ‘The main inter- 
est will be in lightness and _ softness. 

With the de-emphasis in men’s cloth- 
ing of darker shades, many 
lighter colors in leathers in the casual 
field will be show:. In this category will 
be seen soft, small grain leathers, soft 
glove leathers and a possible resurgence 
of brushed types. 


new and 





HUGH V. WINFREY, Buster Brown 
Div., Brown Shoe Company—The coming 
season should be a banner one in the 
children’s shoe business. Price adjust- 
ments have been made and accepted in 
most cases, retail inventories are gen- 
erally in good shape, and Easter falls on 
a more fortunate date. 

The aggressive retailer who has a 
sound operation, backed by a strong, 
nationally advertised brand should do 
well. 
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FRED J. WEBER, Weber Shoe Com- 
pany, Inc.—With the advent of the fall 
season and election year upon us, we 
are marching into °56 and spring °57 
with the utmost interest. We feel good 
business conditions will prevail through 
the next six months. We also feel that 
the brightest spot in the entire shoe pic- 
ture is the juvenile situation. 
have an 


Here, we 
of active 
children who are learning year after year 


encreasing number 
to appreciate and desire beautiful shoes. 
We have found a steady increase with 
each season better than the correspond- 
ing season of the year before. We expect 
this trend to follow right on through the 
whole of 1957. 





W. J. JOHNSON, United Men’s Divi- 
sion, Brown Shoe Company—The coming 
spring season promises to be a very good 
and a very interesting one. This will be 
due in part to the introduction of new, 
lighter weight models with a genuine 
American look. These are the natural 
result of recent Italian influences which 
caused consumer and manufacturer alike 
to recognize the importance of lightness, 
softness, flexibility, and trim looks. As 
a result of this a new American look has 
been born. 

These lighter models in appearance as 
well as in actual weight will be available 
in a variety of the patterns and slip-ons. 

Silk shantung combinations with 


leather will be prominently featured and 
white will be of genuine importance in 
combination with black and brown. 

Teenage boys are gadget conscious. 
Patterns that incorporate such items as 
the Shu-Lok, Shu-Latch, and the Dog 
Leash Catch are in real demand. 





J. G. HELMBACHER, Naturalizer Di- 
vision, Brown Shoe Company—The past 
few months has seen a definite trend in 
consumer spending habits, in that soft 
goods are attracting a much larger share 
of the consumer dollar. This important 
spending switch, plus the fact that busi- 
ness activity in general is in a rising 
trend that seems sure to carry over into 
1957, expect an 
excellent spring season. 


indicates that we can 
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FRED J. VOGT, Peters Division, In- 
ternational Shoe Company — The new 
straw materials which are used in our 
Velvet Step line for spring are expected 
to have a strong appeal for women this 
year. A variety of light leathers in the 
newest colors will complete the women’s 
line. 

For boys and girls, the Weather Bird 
line assures the retailer of complete cov- 
erage of styles for spring. City Club and 
Wesboro lines for men show a decided 
trend toward new tapered toe lasts. Ma- 
terials being used in summer shoes are 
shantung, silk and mesh. An increased 
volume is expected on casual footwear. 
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ARTHUR D. BICKEL, Accent Divi- 
sion, International Shoe Company—New 
pointed toe lasts and a variety of tex- 
tured leathers and treatments will be 
promoted this spring. Good reaction has 
been evidenced from early sales on our 
Cruise line of patent leathers, straws and 
spectators, 

We know the retailers want their shoes 
gay and colorful, and it will be interest- 
ing to see which of the new fashion styles 
will be bought by the retailer in volume. 





H. P. DEEVERS, President, Deevers 
Shoe Company—The constant pursuit of 
progressive policies with certain basic 
standards will continue to enhance the 
future outlook of the shoe industry. Eth- 
ics of good standards go farther than 
mere practice. The results of practice in 
maintaining high standards when ad- 
ministered progressively result in new 
creations in footwear, styled correctly 
from appealing materials which are 
pleasing and highly acceptable to the 
consuming public. Thus the manufac- 
turer and retailer each maintain a com- 
petitive level in their operations and ob- 
tain renewed faith for a greater perspec- 
tive for the future outlook. 

The right acceptance of the challenges 
constantly presented to the industry 
and progressively taking advantage of 
the opportunities will ultimately result 
in enduring, sound and secure future 
business. 
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J. ROGER JOHANSEN, 


Johansen 
Brothers Shoe Company, Inc.—We, here 
at Johansen, believe that the spring of 
57 will present the shoe manufacturers 
and the shoe retailers with one of the 
greatest challenges they have had in 


many a year. 

Styles and fashions are changing 
quicker and simmering down to the con- 
sumer faster than ever before with the 
vast distribution of television ideas and 
national magazines. And I, personally, 
believe that the manufacturer or shoe 
retailer who does not go along with the 
new fashions will in the long run feel 
the ill effect on his business. And those 
who are alive and keep aware of the new 
things will continue along and _ steadily 
grow. 





JOE E. BRADLEY, Life Stride Div., 
Brown Shoe Company-——Never has the 
shoe business been so exciting and vex- 
ing as it will be for spring 1957. 

First in importance are the new lasts. 
The toes are more tapered, and give the 
foot a new feminine look. 

Secondly, the heel interest is still a 
big factor in buying spring shoes. 
Women are demanding thin heels for 
their fashion footwear. 

Thirdly, the over-all softness of shoes 
is of prime importance. Modern women 
have stated emphatically that they love 
soft shoes. Examine most shoe inven- 





Shoemen See It 





































tories, and it can readily be seen that 
shoes with the “soft heel” have been sold. 

It will be most important to carefully 
edit spring purchases. Shoe inventories 
must have the “modern touch.” Women 
will find that their present shoes are ob- 
solete, and suddenly, realize their entire 
shoe wardrobes must be replaced. Pre- 
pare for a good spring. 





PAUL E. JOHANSEN, Valley Shoes 

In my opinion the 1957 season holds 
unlimited opportunities for retailers and 
manufacturers alike to forge ahead by 
simply realizing that fashion means and 
makes . . . money. 

If we all view changes of trends, 
whether they be silhouettewise, materials 
or new wood, with a feeling of excite- 
ment and foresight we can more easily 
attain our goal. Encouraging and creat- 
ing news-making items is a necessary 
factor in our business with an end result 
of more pairs sold. 

The greatest value for a dollar today 
is to be found in shoes, and as soon as 
we all have more faith in this fact the 
sooner we'll reap the benefits. 





JACK ALTMAN, Deb Shoe Company 
The experts tell us that business will 
be good. There seems to be no reason 
to doubt them. 
Business is more competitive and con- 
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A LESSON IN RETAIL 


SHOE STOCK 


Example in this lesson shows how retailers get 40% 
more stock on same amount of floor space, all stock 
at reachable height of 7 ft. 3% inches... bringing 
40% more stock closer to selling floor. Customer 
service speeded up and selling time cut down accord- 
ingly... requiring 40% less floor area for shelving 
and 40% less shelving for same amount of stock. 


ce nae 
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Shows typical wood shelving with % inch 
thick wood shelves, not adjustable, with a 
capacity of 15 women's cartons high, (120 
pair women’s shoes) 


Shows “Semco” minutely adjustable shoe shelving with 
thin \"’ thick metal shelves. 21 cartons high are obtain- 
able in double spacing for 40% more stock capacity (168 
pairs women’s shoes), or 19 women’s cartons single 
spaced. As many as 27 high in children’s and 19 in men's 
obtainable. 


Semco shelving is used by leading department stores 
and shoe stores throughout the country, in both 
stock rooms and on selling floors. Prefinished in a 
beautiful cinnamon brown shade as standard color, 
or other colors on special order. Anyone can set up 
the sections in a jiffy with a pair of pliers and screw- 
driver. Available in sections 3 ft. or 4 ft. wide, by 12 
inches or 14 inches deep by 7 ft. 3% inches high. 
Cost of shelving, per carton estimate, less than most 
wood shelving. 75% of users buy sections in 4 ft. 
width and 12 inch depth, double spaced. 


| BOOTH 40—N.S. F.—PALMER HOUSE | 





SEMCO CQO., Inc. 


21st & Walnut Sts. St. Louis 3, Mo. 





























KIDDIE SANDALS 
the Original Cushion Sandal 
@ Elk finish cowhide uppers 


e@ Chrome soles 
e@ Adjustable vamp 


4 De 
ied 
Se 
} Series No. 710 
Sizes 3-8, 9-12, 13-3 
2 Brown, White, Red, 
=| Beige 


Playtime favorites...fast sellers! Scien- 
tific design. Kids love barefoot feel; 
mothers like fit and wear! Order now! 







> & & © o @ 4 ra) 
PROMOTION LEADER... 

featuring Hoy-Way molded No B80 

sole. Priced for volume sales! 58 3: 20133 

frown, e 

all styles IN-STOCK Red, Multi 





ON DISPLAY 


Rooms 810A, 811A, 858A, 802A 
Conrad Hilton Hotel 
National Shoe Fair 

October 28, 29, 30, 31, Nov. I. 


Rooms 431, 433 
McAlpin Hotel 
Popular Price Shoe Show 
Nov. 25, 26, 27, 28, 29 


DEEVERS SHOE CO. 


Sales Office 

818 OLIVE ST. ST. LOUIS, MO. 
Factory 

LUTESVILLE MISSOURI 
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poring Sonic 
FOR SALES 


Here are two of the latest, lightest, 
fastest sellers for spring. Soft toe, 
light cushion sole, styled to attract your 
fashion-wise, budget-conscious customers. 
Quality you'd expect in a $8.95 retailer. 


Jaguar glove tie. Air-lite black sole and heel. The Sportster featherweight spat saddle. 

French Cord bound. Air-lite black sole and heel, 

X860 Cottonwood Napoli AAA 5/10 X880 Black Calf & White... AAA 5/10 

X861 Grey Napoli AA 4/10 X881 Black Calf & White.... AA 4/10 

X862 Coffee Napoli B 342/10 Pepper Napoli... .... B3Y%/10 
$385 $385 


See them at the National Shoe Show, Rooms 901-902, Conrad Hilton 
Also at Atlanta, Dallas and most district shows 


Over GO styles in stock tor immediate delvery 


ALL MADE IN OUR MODERN FACTORY 
Terms: 5%—30 days; 31 days net — Prices slightly higher west of Denver 
WRITE FOR NEW CATALOG 





SALES OFFICES: NEW YORK: 933-35 Marbridge Bidg., 47 W. 34th St. e@ ST. LOUIS: 409 Silk Exchange Bldg., 12th & Washington 
LOS ANGELES: M. S. Rifkin Shoe Co., Inc., 761 So. Los Angeles St. @ SAN FRANCISCO: Kaye & Tieso, 51 First St. 


ED WHITE JUNIOR SHOE CO., Dept. 10, PARAGOULD, ARKANSAS 
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SEE US AT THE SHOWS 


Chicago NSF—Hotel Morrison—Oct. 28-Nov. | 
Atlanta—Piedmont Hotel—Nov. 4-7 





Dallas—Adolphus Hotel—Nov. i 1-14 
Los Angeles—Alexandria Hotel—Nov. |1-14 


New York PPSA—New Yorker—Nov. 25-29 
In Attendance: M. K. Weil, Paul Sigan, Abe Eisner, Jesse Plotkin, Bob Weil 







Our prices on quality shoes bought 
direct from the best known makers enables you to 
keep traffic coming your way! 


CONSULT OUR NEW STORE EXPERTS 


Open a cancellation shoes store in your town with experts 
who can help you set up a profitable operation! 


WHEN SHOE SALES START Lipp 





i : over 20 years. .. Specialists in a 
“CANCELLATIONS: 
_ JOBS * CLOSEOUTS 


SAUCY 





'M. K. WEIL 
es Os ee Oe Oe en me 


Louis 3, Mo. 


1215 Washington Ave., St. 
While in Town See Weil 


sample Rooms 


NEW Y R ° LOS ANGELES 


y 2noes 5 
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Income and How It 
Influences Shoe Buying 


[CONTINUED FROM PAGE 109] 


shoe consumption of only 4.1 pairs. 

Now, let’s ask a couple of questions. Why should 
Nevada, with a lower average family income than Con- 
necticut, show a higher per capita shoe consumption? 
Why should New Jersey, with the identical average family 
income as Nevada, show a lower per capita shoe consump- 
tion? 

This certainly indicates that while average family or 
personal income may have a general relationship to shoe 
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infallibly 
or purchasing power 


buying or consumption, it’s by 
accurate gauge. In short, 
alone isn’t the whole answer. 

Again, let’s demonstrate this. The District of Columbia 
has the highest average family income $7,605). Connecti- 
cut is in second place, while Nevada and New Jersey are 
tied for third position. If income and per capita shoe 
sales (or consumption) ran parallel, then these states 
would rate in the same order. 

Nevada citizens spend more money per capita for shoes 
($29.07) than do the people of the top-income area of 
the District of Columbia. New Jersey, with the same 
family income as Nevada, is in fourth place for per capita 
shoe spending ($24.64), behind Connecticut ($25.32) and 
the District of Columbia ($28.65). 

Such “inconsistencies” can be found everywhere on a 
state-by-state analysis showing the relationship between 
incomes and per capita consumption and spending for 
shoes. Therefore we repeat: money or purchasing power 
alone isn’t any sure answer by itself. 

Just one more illustration on this point. The national 
average for family income is $5,465, with a national per 
capita shoe sales or consumption average of 3.5 pairs. 
But we find Wyoming with a lower average family income 
($5,401) than the national average, but with a higher 
per capita shoe consumption (3.9 pairs). Again, Missouri, 
with average family income of $4,885, is appreciably below 
the national average, yet matches the national per capita 
shoe consumption of 3.5 pairs. 

On the other hand, Pennsylvania with average family 
income of $5,807, which is above national average, has a 

[TURN TO PAGE 216, PLEASE] 
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The Year Ahead 


[CONTINUED FROM PAGE 175] 


sumers more discriminating, which means 
that it will take more effort to do the 
same amount of business. Shoe retailers 
will have to make a few more guesses 
on fashion than in the past. Fashion is 
the keynote today. Higher fashion is a 
part of everyone’s every day living and 
higher fashion in women’s shoes means 
more sales. This can be achieved with 
more frequent buys, more interest in 
fashion lines and more advertising and 
promotional selling to tell your custom- 
ers that you have the newest fashions. 

A few seasons past the shoe business 
was given the idea of appealing to 
women’s taste in shoes with the same 
excitement she received when buying a 
hat. We accomplished a lot in this di- 
rection of making shoes prettier and 
more frivolous. Hats are making a big 
comeback-—-we must apply ourselves to 
maintain and stimulate this same appeal 
for the new in fashion shoes. 

Men and women are looking for the 
new in everything today and so the con- 
sumer of ladies shoes is looking where 
to buy the new toes, the new heels and 
the new leathers as well as anything else 
that she can find new in shoes. If it’s 
new it moves from the shelves. This is 
what we are all looking for . . . More 
sales of shoes per person. . 
est... More sales. 


. New inter- 





VERGIL LIPSCOMB, President, Town 
and Country Shoes, Inc.—Consumer buy- 
ing continues at a high level. For the first 
eight months of this year department 
store sales were between 4 percent and 
5 percent above the corresponding period 
in 1955. Most forecasters think this mar- 
gin will be heightened in the remaining 
months and that Christmas business will 
reach an “all time” high this year. 

Most economists inside and outside of 
Government see a likelihood that the pe- 
riod from now until the end of the year 
and also far into the spring of 1957 will 
bring brisk business activity. Even de- 
spite the tightness of money, designed to 
lessen spiral inflation, the consensus 
seems to be that business will make a 
satisfactory adjustment to the credit 
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stringency. 

Consumer buying continues at a high 
rate, due in some degree to the shift of 
emphasis from “hard goods”—new cars, 
new homes, new furniture, new appli- 
ances—the accent this year being more 















ED WHITE, JR., Ed White Junior 
Shoe Company—We, at the Ed White 
Junior Shoe Company, feel that the fu- 
ture business we can look forward to is 
tremendous. This past year has been a 
tremendous one with us. In fact, we use 


on “soft goods.” Consumers 
channeling more of their 
power into clothes, shoes, 
goods, and the like. 


Our business is having a steady and 
healthy growth and we look forward with 
confidence to a good business the balance 


of this year and far into the 
summer of 1957. 
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CONFORMAL DIVISION OF INTERNATIONAL SHOE COMPANY * 


ZS eas my Sst SS Bier i a ales 


spring and 





have been the word “fabulous.” We are working 
purchasing toward doubling our production to take 
children’s care of the terrific amount of business 


we expect. It is based on our present 
production and our exceptional line. 
We feel that for the next several months 
the shoe industry, as far as we are con- 
cerned, is going to be as hot as a fire- 

[TURN TO PAGE 242, PLEASE | 


OKAY-OKAY 


we re convinced! 


So many thousands of Conformal customers 
. .. your customers, have written us to express 
their complete satisfaction with Conformal 
shoes. These fine letters, coming from all 
parts of the country is proof there is an urgent 
need for a Conformal dealer in every shopping 
center in the nation. To meet this ever in- 
creasing demand, Conformal has developed a 
compact line with smart new styling. And even 
the famous, patented self-conforming arch has 
been improved. 
Now let us convince you that you'll be doing 
your customers a real service by stocking Con- 
formal, “the world’s most comfortable shoes” 
. . and you'll start ringing up profits you've 
been missing for a long time! 


See us at 


THE NATIONAL SHOE FAIR 
CONFORMAL SHOE COMPANY 


Rooms 701-702, Conrad Hilton Hotel 
Oct. 28-Nov. | 


fine quality 
comfort shoes 
for men and women 


ST. LOUIS 3, MO 
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with appealing styles that 
assure customer satisfaction. 
Make-Up and In-Stock 
dressy compos for Spring 
"57. Infants thru Teens. 


Write for catalog and 
name of representative 
in your area. 


arket, 








WHY? ... They are sensibly 
priced for profitable mark-up, 
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CHICAGO SHOWING 

October 28 — November 1 
Conrad Hilten 

Suite 721-22-23 


=“ Also showing in ATLANTA, 

DALLAS, LOS ANGELES, 
NEW YORK and other re- 
a gional Spring Shoe Shows. 






Tas 


Hampsh 


12th, Suite 200 














Washington 
Newsreel 
[CONTINUED FROM PAGE 60] 


Government will determine what rates 
to charge for the insurance, and then 
pay up to 40 per cent of this fee and 
the policyholder will pay the rest. Cov- 
erage is limited to $250,000 for each 
business, or $10,000 for each dwelling. 
The insured must pay the first $100 of 
any loss, and five per cent of the 
balance. 

For a fee less than the insurance 
premium, a businessman or homeowner 
can buy the right to get a federal loan 
in case he sustains flood dama‘e, up to 








the same limits as the insurance. 
+ * 


A new government publication of- 
fers some valuable suggestions to re- 
tailers on how to select a profitable 
location for a new store. 

The larger companies give long and 
eareful thought to the selection of a 
new site. They make use of market 
studies and of land-use studies for the 
areas concerned. But smaller firms do 
not always make use of available mar- 
ket data on their potential customers. 
All too often, they rent or build a store 
because of cost considerations, and not 
because of surveys that show whether 
or not customers are to be found in 
the new location. 





“Today’s rapidly growing and mov- 
ing population is causing changes in 
the patterns of living, working and 
shopping,” the new publication states. 
“These changes are causing certain 
locations to improve and others to de- 
cline, from a business-prospect view- 
point.” 

Ask any regional office of the Small 
Business Administration for a copy of 
“Sizing Up Small Business Locations.” 





Population and How It 
Influences Shoe Buying 
[CONTINUED FROM PAGE 107] 

Nevertheless, you’ve got, on the basis 
of population and per capita shoe con- 
sumption alone, a pretty fair sales po- 
tential base to work with. 

You also know your own shoe sales 
figures. Let’s say you sold 20,000 pairs 
for the year, as compared with the total 
of 105,000 pairs bought by the people 
of your community. Therefore, your 
store accounted for 19 per cent of all 
the shoes bought by the people in your 
community. If you keep a running 
year-to-year record of this, you then 
have a means of telling whether you’re 
maintaining your share of sales, or 
gaining or slipping. 

Now, this system can be “refined’’ as 
much as you wish. For example, if you 
sell only men’s, or only women’s, or 
only children’s shoes, you can do your 
reckoning on the same principle. Or, if 
you operate a family shoe store and 
wish to learn what share of the wo- 
men’s, mer.’s and children’s potential 
shoe sales you’re getting, you can come 
up with a fairly accurate idea. 

This is how it works. Let’s say you 
operate a women’s shoe store. You 
simply take the local or town popula- 
tion figures and get the total adult fe- 
male population figure. Now, if you 
specialize in “younger women’s” dress 
and casual footwear, your figures will 
take in only a certain age group—say 
ages 16 to 50. That’s your basic market 
potential. Let’s say that in a total com- 
munity population of 50,000 the female 
16-to-50 age group amounts to 10,000. 

Now here we return to per capita 
consumption. We know, for example, 
that the average woman buys close to 
five pairs per year. However, we must 
bring in an additional important fac- 
tor: younger and middle-aged women 
buy more pairs than the over-all aver- 
age, perhaps five and a half to six pairs 
(whereas women above 50 tend to buy 
four or fewer pairs a year). 

So you multiply your potential mar- 
ket of 10,000 women by six pairs and 
we have a market potential of 60,000 
pairs of shoes in the dress-casual cate- 
gory. You then simply measure your 
actual sales as against this potential 
and you have your “share” of the local 
market for these shoes. 

Keep in mind that these are simply 
rough estimates. For more accurate 
refinement you have to use the per 
capita consumption of shoes in your 

[TURN TO PAGE 241, PLEASE] 
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PROPER BOSTONIAN...WITH THE FRESHEST IDEAS IN THE WORLD! 


CHICAGO ¢ PALMER HOUSE 


PRIVATE DINING ROOM 18 
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Preferred Beauty 






Devon Calf by Lawrence is so beautiful 





— she wants it. Its match-making colors so 






exciting — she loves it. Its supple 






softness so smooth — she buys it. You'll 






sell Devon Calf by Lawrence that way 






— because that’s the way she prefers it. 






A. C, LAWRENCE LEATHER COMPANY 


A DIVISION OF swift & Company (inc 


PEABODY. MASS 
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J. FRED MUGGS Pre-Sells Millions 
Through Nation-Wide Telecasts . . . 


The one-and-only J. FRED MUGGS, Na- 
tionally Famous Personality of the TODAY 
Show, who has won the hearts of Millions, 
young and old alike, with his courting of 
Phoebe B. Beebe and his other amusing antics 
— is seen each weekday morning by more 
than 7,000,000 viewers . . 
television stations . wearing his own 


JUDY 'n’ JERRY Shoes. 


. over 135 major 





Ready to Go to Work for Your Store. . . This Famous 
TV STAR, TRAFFIC-STOPPER, TOP-NOTCH SALESMAN 


the matchless 


A Better Traffic-Stopper Than An Entire 
Police Department . . . 


Watch any place where you put The Face 
(of J. Fred) and you'll see traffic! That's 
why we're supplying your store with a life- 
size Window and Floor Display — and with 
these other J. FRED MUGGS point-of-sale 
aids: Eye-Catching Window Streamers! Novel 
Shoe Boxes! Delightful Hang Tags! In- 
triguing Mats! Compelling Radio Scripts! 
Precious Premiums! And — Material for the 
Big, Big Contest! All FREE! 


J. FRED MUGGS 


When J. FRED Gives 'Em the Eye The 
Young Fry Buy! ... 


Combined with Famous Brand, famous-for- 
value JUDY 'n’ JERRY, you have the great- 
est selling combination of children's foot- 
wear in history. And — best of all — you 
can offer your customers a specially designed 
J. FRED MUGGS line, with each and every 
pair adorned with a life-like reproduction 
of J. FRED MUGGS himself. Shoes for 
Boys and Girls, in a choice of wing-tip, 
fancy-strap and casual styles. 


YES! - Backed by the Quality! the Value! the Styles! that have 
Made JUDY ’n’ JERRY the Nation’s Buy-Word in Children’s Footwear 








JUDY 'n’ JERRY Shoes are considered by many Experts to be the 
Greatest Value in Children’s Footwear in America Today! . . . 


And, here's why! Though priced to sell in the popular range, JUDY 'n’ JERRY's are 
made of top-grade leathers in every inch and every part, except stitching and those 
styles featuring leather, crepe or genuine Neolite Soles. Yes, finest leather in uppers, 
counters, linings, innersoles and welting . . . and JUDY 'n’ JERRY footwear includes 
many ‘extra’ features usually found only in shoes at a much higher price — soft cushion 
fillers for more complete protection; cookie built into the innersole; proven lasts and 
pre-formed soles, molded heels. Here you have it, a 3-in-1 package: America’s greatest 
children's TV Personality, America’s outstanding Brand Name, and America’s greatest 
value in Children’s Footwear. 


or write to: 












Each and Every Style 
featuring a likeness of 

]. FRED MUGGS bimself 
— children are delighted 


with this popular pal. 


See usin Chicago ROOM 8S59a 
THE CONRAD HILTON 


J. FRED MUGGS °/- JUDY ’n’ JERRY 
Sherman Bros. Shoe Mfg. Corp., 230 Jackson Street, Lowell, Massachusetts 
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New York Optimistic 
As a Result of Good Sales 


SHOE retailing in New York is re- 
ported to be generally good. Mer- 
chants indicate that for the most part, 
traffic in their stores has increased and 
response to fall shoes has been most 
satisfactory. The majority of them 
say that their inventories are in good 
shape and they have done increased 
business without over-extending their 
inventories, The outlook for the balance 
of the year is optimistic and prospects 
are that increases will range from four 
to eight per cent over a year ago. 

In women’s shoes, the important sales 
maker is the pump on high or mid-high 
heels. The closed toe, tapered forepart 
is the preferred style but the elasticized 
toplines, the open toes and the slings 
are all popular. Suede, calf and tex- 
tured surfaces are important and, in 
colors, it is black and town brown that 
lead the others. It is surprising to note 
this cal] for the darker browns so early. 

Casuals and dressy flats — suede 
piped with gold—are getting good re- 
sponse, 

It is interesting to note, in some of 
the ads of women’s shoes, how retailers 
put the emphasis on the special selling 
features, e.g.: “Our crimson Edwardian 
pump—the sparkling-burgundy glow at 
the lady’s feet is our sensational point- 
toe, thin heeled pump of sleek rayon 
velvet. Equally wonderful in billiard 
green, spungold, frost white, black” 
... “Black, the ace of shades, at your 
feet” . . . “Slim stance—so much a 
part of your high-held elegance .. . 
Gater pump of glossy calf with pearly 
buttoned spat collar” ... “Silk and 
Satin—the last word in polished pret- 
tiness . . . slim high heels and tapered 
toes to point up pretty feet ... The 
tie silk pump, the satin pump with 
rhinestone ring” .. . “Our shoe with 
a view ... shows your foot to pretty 
advantage. Trim, foot-slim lines . 
richly stitched accent in black suede or 
black or whiskey calf” ... “The late 
day shoe is shaped to new slimness . . . 
in black as night suede elegantly 
touched with jet black studs or peau 
de soie and lifted to lofty heights on 
silver thin heels .. . or narrowed me- 
dium heels.” 

Children’s shoes are continuing to 
sell steadily and well. Retailers report 
their young customers show a prefer- 
ence for the U-throat and saddle ox- 
fords. Gray on the dark shade is by 
far the most popular color with the 
balance being pretty evenly shared by 
white buck, brown and blue. 
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Chicago, Set for Fair, 
Enjoys Brisk Sales 


SHOE retailers attending the Na- 
tional Shoe Fair will get a preview 
of how the next season shoes look in 
a retail setting. Not only will windows 
in local departments and shoe stores 
show current fall shoes but also a num- 
ber of style leaders will use this op- 
portunity to introduce a sampling at 
least of the newest shoes to the public. 
It will also give retailers an oppor- 
tunity to gain a “feel of public reac- 
tion” to the new shoes. 

Fall business has settled down to a 
good steady pace. By mid-October most 
stores expect to be selling their second 
pairs. Most of these naturally will be 
in calf, although calf took off early 
and has had unusual sales thus far. 
This has been so much a factor that 
there may be some suede shoes left on 
the shelves. Retailers who have patent 
shoes will probably sell them. This has 
become practically a year-round seller 
and most stores could have sold patents 
in good quantities for the past four 
months, 

The new shrunken treatments and 
gun metal versions will receive an early 
play. The new narrow toes and lasts 
are leading in the dress and style 
salons, They are evident even in the 
classic pumps, including those with 
elasticized collars. They also appear 








New fall out: line: the beautiful Newton Elkin, the news 
of the button, the bow, becomes a related thing when Newton 
Pikin takes it ¢ in hand... makes it part of the line of fall's more shapely 
shoe, 1, lack \ calf with black suerte, high heel, $27.75, 2. Black calf with black 
suede, high heal, $28.75. 3, Black calf, high heel, $28.75, 4, Brown or black calf, 
high heel, $27:75. 5. Hed calf, high heel, $28.75, 6, Brown or black calf, mid-heel, 
$27.15. 7. Red calf, mis/-beel, $28.75, Shoe Salon—Fifth Floor, Middle Wabash 


A striking presentation of the tapered 


foe and low silhouette for fall. Mar- 
shall Field, Chicago. (six cols.) 
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in the new very dressy spectators which 
have done especially well. These in- 
clude restrained wrap treatment in 
combinations of black mat or brown 
calf with lizard and taupe with black 
calf, 

O’Connor and Goldberg has been fea- 
turing sling-back city spectators in “off 
beat colors,” for tweeds, cashmeres and 
muted fall colors. The selections in- 
clude English mustard, sugar pine 
green, tabasco red and onyx gray suede 
trimmed with black calf. Ornamenta- 
tion, slated for volume acceptance next 
spring, is also receiving much attention. 
Marshall Field & Company devoted an 
entire advertisement to the button and 
bow treatment. Joseph carries out the 
theme in “pumps buckle down and be- 
come the fashion” treatment. Orna- 
mentations of sequins, marquisettes, 
rhinestones and other jewelry ap- 
pliques on the narrow toes are also 
being accepted. 

Chicago retailers, who are fortunate 
in having the National Shoe Fair right 
on their doorstep, report they plan to 
shop it thoroughly. They regard this 
as a necessity because of the wide 
range and variety of new styles to be 
offered. There is a strong feeling of 
confidence and optimism for business 
for the remainder of the year and well 


into 1957. 
* * & 


San Francisco Features 
“New Look” Theme 


CURRENTLY, the “New Look In Fall 
Shoes” is the underlying theme in the 
advertising and the interior and win- 
dow displays of San Francisco shoe 
merchants. 

New colors, new leather textures, and 
combinations of the old and the new— 
these are some of the new ideas in 
footwear that are attracting the atten- 
tion of shoppers. 

In the suedes, for instance, the new 
styles are embossed in ribs, chevrons, 
swirls, stripes, and suedes with the 
smooth matte finish. Then there is the 
reversed calf, the soft reptiles, and calf 
and kid embossed to simulate fur. Also 
there are the vinyl combinations and 
the new cotton-silk ripple cloth num- 
bers. 

Evening shoes are both completely 
closed and completely open, with point- 
ed toes, and can be had in colors to 
match the wearer’s costume. 

Among the new-look models is a 
black caracul calf pump with a velvet 
trim at $22.95, featured by the White 
House. At Byron’s, there is a suede 
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and faille slipper with sparkling rhine- 
stone toe decorations. Macy’s had an 
attractive tweed fabric and calfskin 
combination at a popular $14.95 price. 

Frank More is displaying a striking 
leopard and calf combination with the 
vamp of black mat finish calf with 
leopard heels and a leopard tie trim on 
the toe. And C. H. Baker has a neat 
vinyl number with toe and heel decora- 
tions in gold, black or multi-colors. H. 
Liebes is showing a dressy black num- 
ber in a combination of back broadtail 
ealf and silky mat calf. 

The new models came out just before 
the opening of the opera season and 
most of the leading shoe dealers had 
good sales response from the opera 
first-nighters. 

Reports on September sales totals 
indicate that the business volume is 
going slightly over last year in both 
down-town and suburban areas. 

oa o * 


Cold Snap Spurs 
Sales in Detroit 


THE combination of “back to school” 
promotions in juvenile footwear and 
the record-breaking early “cold snap” 
(that jolted everyone into a realization 
fall had arrived—weather-wise as well 
as calendar-wise!) was at least partly 
responsible for increased activity in 
retail sales at all levels in September. 

The majority of retailers are expe- 
riencing a dollar-volume increase of 
3 to 12 per cent over last year. In some 
cases, however, this means that their 
pairage is about the same as last year, 
since the higher dollar-volume reflects 
the increase in shoe costs, All retailers 
contacted were optimistic over sales 
and felt that business would continue 
good through fall and Christmas. Part 
of this optimism is due to the re-hiring 
at the auto plants. With the new ’57 
models coming out soon, employment 
will reach a high peak—and will stay 
up if the predicted “six and a half 
million autos in 1957” becomes an ac- 
tuality. As one retailer expressed it— 
“There’s just a much better feeling in 
the air around Detroit, and it definitely 
motivates sales,” 

As to what is selling: in women’s 
dress shoes the new, slender “Fair 
Lady” look is very strong. One retailer 
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lists his leading shoe, in the $18.95 
price bracket, as a tapered-toe pump in 
“broadtail” black calf with square 
throat (the Italian cut) on a Jordan 
heel. Another dressy style quite popu- 
lar is a spring-o-lator mule in peau de 
soie. And, as always, black suede and 
black calf are dominant, both in open 
and closed styles, and in all heel 
heights. In tailored shoes, walnut 
brown is a popular color... and alli- 
gator is a favored leather. Another 
fashion color well received is “perfect 
brown” in town and dress styles. One 
color that has not gone well in the 
Detroit area, however, is taupe. 
Foremost in juvenile sales were black 
and white saddles and loafers in sev- 
eral variations. An interesting trend 
in the growing girls department is to 
the all-white buck oxford. This is a 
follow-up to the popularity of white 
tennis shoes with heavy white sox, as 
worn by teen-age boys and girls this 


past summer. 
+ * od 


Flats Set Pace 
In Philadelphia Sales 


BUSINESS continues steady and some- 
what better since the fall season 
brought a definite change in weather. 
The threat of another hurricane and 
heavy rains prompted many stores to 
hurry their displays of boots and ga- 
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Your Beloved Pump— 
With a@ Difference 


Wiemann bee demgned bry Johansen with 
1 the newest (esten sanerotions 





Designed to show the versatility of the 


pump, the season's sales leader. By 
Jonasson's, Pittsburgh. {six cols.) 








loshes in eye-catching space. These sug- 
gestions for early preparation for in- 
clement weather underfoot brought 
many sales in overshoe footwear for 
these enterprising merchants. 

In casual shoes, flats of all types are 
at the top of the selling lists. Their 
new found favor with housewives as 
well as students accounts for the in- 
creased style details and added colors. 
The big demand in colors at present is 
for bright red and the camel brown 
tones. The introduction this season of 
many more colors, fabrics, and styles 
has made the purchase of more than 
one pair of flats per customer a less 
uncommon occurrence. This is especially 
true where the customer has the ad- 
vantage of a charge account and the 
salesman brings out not just the style 
requested but two or three others “just 
to see what’s new.” 

Sales of walking shoes for the ma 
ture woman have increased. These 
types have been selling very well with 
comfortable medium, cuban, and mili- 
tary heels. Styles preferred are tie 
fronts, plain pumps with a bow or 
buckle, and single straps. Both open 
and closed toes are wanted. 

Pumps with long silhouettes are sell- 
ing very well since the new patterns 
are worn with suits, and woolen, day- 
time and late afternoon dresses. Full 
page and half-page newspaper ads have 
been devoted to the featuring of the 
new pumps. Blum’s illustrated, with 
several large size cuts, their creations 
“foot flattery.” Their part in the new 
picture of pumps was, “Pumps, dar- 
ingly deep, halters with new appeal, 
mules with ‘magnetic’ stay on powers.” 
As in most other store presentations, 
these were in suedes, calf’s, and with 
high and in-between heels. 

“Elegant Pumps” were stressed by 
Wanamaker’s Shoe Salon ads. They ad- 
vertised pumps as the model shoes that 
are the basis of fall fashions. Brown 
and black in suede and calf were their 


features. 
+ + + 


Promotions Are Heavy | 


In Twin Cities 


MINNEAPOLIS — Shoe merchants are 
hitting hard with fall promotions with 
the accent on fashion. This theme runs 
through newspaper and window display 
advertising that stresses varied styles 
that harmonize the ensemble. The suit 
pump, others more dressy for daytime 
wools, late afternoon or evening foot- 
wear—each is given its proper place in 
the fashion picture, in both style and 
color, 

In an advertisement promoting the 
“occasion” pump, the Dayton Company 
ran copy which read: “The ‘little black 
pump that goes everywhere’ is as old- 
fashioned as high button shoes this 
year.” Many stores are showing collec- 
tions of famous name shoes from which 
customers may select several pairs to 
insure correct footwear for each activ- 

[TURN TO PAGE 189, PLEASE] 
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THERE’S MORE TO SEE 


AT THE 


King Bee 
MEN’S SLIPPER 

AND SANDAL DISPLAY 
DURING THE 
NATIONAL SHOE FAIR 
IN CHICAGO 


CONRAD HILTON HOTEL 
ROOMS 914A 915A 


COME IN AND GET YOUR 


FREE CALENDAR 
FEATURING THE 
LUSCIOUS KING BEE GIRL 


KINGS FOOTWEAR COMPANY «+ 47 WEST 34TH STREET, NEW YORK CITY 
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ity and type of garment worn. 

In flats, there is much variety offered, 
well detailed. Some have high vamps 
with stitching trim, others have buckles 
or bows. There are many colors offered 
in this type of shoe: black, oyster, red, 
topaz, curry powder—a new shade 
which goes well with any color. Navy 
or gray are popular. Suede, calf and 
shaggy-textured leather add to the va- 
riety offered. Prices run from $9.95 to 
$14.95. 

There is much heel interest. The 
lowered heel is proving popular for day- 
time shoes, but the very high heel is 
by no means out of the fall picture. 

In fashion shoes, black is the leading 
color. There is a good amount of navy 
and the brown family is also selling 
well. Trims are very important. Crepe 
or velvet bows, onyx ornaments, faille 
throat bands, rhinestones and satin 
trims individualize stylings, and give 
customers wide choice. 

While casual shoes have big sales in 
shopping centers, it is noteworthy that 
shoe departments in large stores ad- 
vertise that styles shown in advertise- 
ments can also be found in their out- 
lying stores. 

Fall business has been very good. 
Merchants expect that this will be a 
season of big sales. Traffic is large and 
people seem to be in a buying mood. 

LJ tos a 

SAINT Paut — Shoe promotions are 
heavy and there has been very good 
early response. Back-to-school business 
has been excellent. Schools open a little 
later in this area and this gives mer- 
chants more time to raise their sale 
averages. 

There have been many back-to-school 
parties by stores with shoe showings to 
interest both the campus and the class- 
room groups. Casuals have done very 
well. Among these are little heel shells, 
spatula flats, shag saddles and the 
higher desert boots. Suedes, calf, glove- 


grain leathers are good. Taupes and 
blacks are strong but there are a num- 
ber ot colors which have found favor 
in pinks or blues. 

Black is the leading color for wo- 
men’s fall shoes. Both suede and calf 
are good and there are some calf and 
suede combinations which are well liked. 
Narrow heels and well-fitting vamps 
give a slenderizing effect which is char- 
acteristic of the fall fashions. Pumps 
are selling best but sandals, straps or 
ties are also good. 

Little heels continue to be good. The 
demi-heel is seen in calf or suede 
pumps. 

Men’s shoes have been moving well, 
particularly for campus wear. In these 
there are white bucks, two-toned sad- 
dles in white and licorice black. Moc- 
casins are favorites in black or brown. 
Raglan oxfords in black or brown royal 
grain, selling at $10.95 have moved 
well. More black has sold than for 
scme seasons past. A new sea-sand 
color, shown in buck with a crepe sole, 
selling for $12.95, is selling. Highly 
polished calfskin oxfords with either 
straight tip style or in moccasin type 
toe, selling for $13.95 and $14.95 have 
been popular. 


a * we 


St. Louis Market 
Reports Steady Sales 


FOLLOWING the back-to-school on- 
slaught of business, normalcy is _ re- 
ported in the St. Louis area department 
stores and suburban outlets, with sales 
listed as good, steady, healthy. Adver- 
tising of all footwear has been heavy. 

Women’s casuals for the careerist 
and suburbanite show increased volume 
over September. Textured leathers are 
favored, in all the honey colors and 
black. September was the biggest 
“pump month” many dealers ever re- 
corded. Under the eye-catching head- 
line, “Standing on the corner watching 









eid days, but over vo mach vnarter, The 
enportect poset of blac calf heal and tue 
00 bittervwant, cranberry gold or deep 


THE 1912 SPECTATOR 
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A handsomely conceived presentation of the "My Fair Lady" look, season's style 
setter, shows The 1912 Spectator with appropriate motif, available in bittersweet, 
cranberry, gold, deep sapphire, blue suede. Neiman-Marcus, Dallas. (eight cols.) 


October 15, 1956 





Review ue 


Retail Trade 





























































all the pumps go by,” one major de- 
partment store ran a full-page ad on 
pumps alone, tieing the promotion to a 
72-pair window display on one of St. 
Louis’ busiest downtown traffic inter- 
sections. Black calkskin and suede 
pumps remain of paramount impor- 
tance stylewise, in closed types prin- 
cipally. The brown family definitely is 
taking a back seat this year, although 
sales of reptile pumps on 23/8 heels 
are reported creditable. 
In spite of the many exciting social 
events, including the Veiled Prophet’s 
Ball, that pepper the calendar, stores 
report but light interest in typically 
formal footwear. 
Men’s shoes have picked up somewhat 
at retail, but managers concur that men 
are seemingly neglecting their need to 
date. With mother and the youngsters 
now well shod for school, shopping, 
parties and the like, dad’s turn should 
be here and has not shown up on the 
cash registers as yet. White desert 
boots for the high school and college 
set have been widely promoted, with 
fair response. Loafers continue to be 
most wanted pattern for all boys from 
10 to 20, and are selling well in both 
black and brown. 
Saddle oxfords of the wrap-saddle, 
light weight construction gain weekly 
in popularity with high school girls, 
especially in gray and white or two- 
toned gray. Junior high girls are buy- 
ing plain black smooth skimmers for 
sunny school days and informal social 
get-togethers. For more formal func- 
tions, smooth leather skimmers with 
jewel decorations are getting good play, 
One suburban store reports many pairs 
of nylon velvet party shoes going out 
for the grade school lass, principally 
in black, with some bright red moving 


also, 
* + + 


Denver Heat Hits 
Record Fall Sales 


RETAIL shoe sales in the Denver area, 
in step with weekly department store 
sales, surged to some of the highest fig- 
ures on record through mid-September, 
but took a definite drop as day after 
day into early October a summerlike 
sun beat down on the city with temper- 

[TURN TO PAGE 245, PLEASE] 
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color-locked 


wonder suede by 





Laalpmaled 


This is it—new miracle suede with 
locked-in color that customers have 

been begging for in smart shoes and hand- 
bags. Everkleen kid suede will not smudge, 
easier to handle in making operations, retains 
full color and velvety texture in finished 
shoes. Retail buyers at the Shoe Fair 

will be enthusiastic about shoes detailed 

in this unique color-locked suede. 
Available in pale neutrals, rich darks and 
shock colors, intense pastels, inky black. 
Write for swatches, Amalgamated Leather 
Companies Inc. Wilmington 99, Delaware. 
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LEADING BUYERS AGREE... 
HEAP BIG DOINGS WITH 


LA¢CO NIANS 


ALL NEW LINE FOR SPRING '57 


Take a sales-hunting tip from the ‘Big Chiefs" among America's smartest shoe buyers! They know there's 
plenty profit wampum in the exciting, all new styles for tots to teens with the quality, fit and value that 
have made LA*CO*NI*ANS the first name in the $3.95 to $6.95 price range. In-stock servicing with 
tomahawk speed...same day order is received! Big tom-tom of national advertising makes Spring '57 your 
biggest profit season ever, Whoop it up —with LA*CO*NI*ANS|! 


NATIONAL SHOE FAIR © PALMER HOUSE © Rooms 923W-925W 
LACONIAN SHOES CORPORATION, Laconia, New Hampshire *® Phone: Laconia 10 
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CURRENT CONDITIONS 
IN 
SHOEMAKING CENTERS 


St. Louis 


Wirn the National Shoe Fair imminent, footwear pro- 
ducers in St. Louis are readying all guns to make their 
opening salvos of spring shoes the most exciting possible. 
Patterns, colors and materials will be profuse in variety, 
with each innovation studied for fashion worth before its 
inclusion in the line. With style solidly established as 
one way to added volume in sales, producers are willingly 
and enthusiastically building trend importance into their 
samples for the Fair. For at least one manufacturer, the 
switch to style emphasis has been almost radical. 

Some new spring lines, plus cruise and resort types, 
have already been on the road, with salesmen reporting 
better than satisfactory early response. Major interest 
is predicted to be in materials with surface texture dis- 
tinction. In colors, gray is inching its way into top high 
fashion spot, with beige alone or combined with white 
and/or deep tans expected to outdistance its last year’s 
popularity, 

Although pastel predictions are variously reported as 
“wilder,” “bolder,” more “muted,” and “oh, about the 
same,” brighter tones of coral, lemon and turquoise are 
expected to outweigh the nursery pinks and blues. 

Price increases on spring and summer shoes are con- 
versational fodder, but no definite upswing has gone on 
record as yet. Staple and basic patterns are not expected 
to be raised, but increases appear to be in the cards for 
women’s higher fashion manufacturers, Novelty and spe- 
cialty producers are talking most seriously of increases, 
with estimates averaging five per cent. 

Following an excellent September, family-type retailers 
are replenishing their stocks of back-to-school footwear. 
Stock reorders continue good also for women’s dress shoe 
producers. Although cutting is off for some general line 
manufacturers, at least one specialty house is still running 
distressingly behind schedule on deliveries, with “dim 
prospects of ever catching up.” Production in general 
has leveled off. 


Chicago 


CERTAIN definite major trends which will be in evidence 
at the National Shoe Fair have already become established 
in the Chicago area shoe market. Most important is the 
interest which the new shoe styles are creating in the 
trade, This show is being referred to as one of the most 
interesting in several seasons, with more new variations 
than have been seen for some time. 

Highlights in the women’s style picture should revolve 
around the 1918 look which will permeate all price 
brackets, They will include the extreme pointed toes, nar- 
row lasts, large ornamentation in cut steel buckles and 
satin bows, and new heel treatment, particularly in the 
20/8 and under group, Toned down materials, broadtail, 
sculptured and muted leathers, the volutas and celtics, are 
all cited as important. Predictions persist as to the rise 
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of gray. There is general agreement that this will be the 
biggest patent season on record, to be followed by a con- 
tinuing rise in white. Flax, dressy yellow, beige and toned 
down browns are also pointed up as top colors, Vinyl is 
accorded about the same if not greater strength than last 
year. 

The growing dependence of many retailers on active 
instock departments will be more in evidence at this year’s 
Fair than ever before. A good and fast re-order service on 
a variety of styles is essential both to the small retailer 
and the larger outlets. The small retailer can no longer 
satisfy his customers with a limited range of basic styles. 
He has to have a selection of patterns and colors which 
he can keep sized up to date. A general tendency of all 
retailers, both large and small, to concentrate their buying 
on a few resources which can give them over-all coverage 
is noted. 

The general feeling throughout the Chicago area is one 
of confidence. Manufacturers feel sure that stable business 
conditions will be reflected in substantial early orders for 


New York State 


Gaon manufacturers in New York report that production 
is steady. They are managing to keep within the “immedi- 
ate” deliveries specified on the reorders that they have 
been receiving and at the same time, they are busy getting 
their next season’s shoes lined up. Many of them will be 
exhibiting these new shoes at the National Shoe Fair in 
Chicago and will get an indication there as to the accep- 
tance of the lines. 

Some Rochester shoe manufacturers have come to the 
conclusion that this will be a good year for them, despite 
several recent disappointing months. This optimistic trend 
of management thinking is especially true of firms making 
infants’ and children’s shoes, 

Companies in the juvenile field express considerable 
satisfaction with back-to-school business recorded in a 
number of cities. One manufacturer said perhaps his firm 
was lucky, but a high percentage of its dealers have done 
verv well in school business this year. 

This company reports sales volume up both in dollars 
and units on the year to date, and believes that business 
for the rest of the year will run close to the usual pattern 
and show good activity until November or December. 

While manufacturers expect stable prices in both chil- 
dren’s and women’s footwear, it is expected that some lines 
and numbers not previously advanced will have to be 
brought into line with the prevailing price structure if 
losses are not to be incurred, 

Even companies operating at a high rate note slender 
margins, This year’s margin of profit is below last year, 
most producers concede, 

Although most elements of cost are steadily increasing. 
one executive pointed out that many companies are saving 
substantial sums by buving shoe machinery instead of leas- 
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Why They Will Go to the Fair 


Wat's the point of dashing off to Chicago in the middle 
of the fall for the Shoe Fair? 

Twelve retail shoe men, picked at random from coast 
to coast, say it’s good business, Some of these men have 
big operations. Others might be classed as middle-sized, 
But they all agree that a trip to the Fair produces profits. 
It’s the only place in the world where the majority of the 
shoe industry gathers. 

David S. Hirschler, president of Hofheimer’s, Inc., with 
headquarters in Norfolk, Va., and other stores in Rich- 
mond, Portsmouth, Roanoke and Newport News said, 
“Il owe my success to my attendance (at Shoe Fair) each 
year. They (The National Shoe Fairs) provide me with 
an opportunity to contact all of my suppliers, and form 
new resources in a few short days, that would require 
weeks and weeks if I were to visit each individual firm 
outside of the Shoe Fair, 

“In my forty years of attending the National Fairs 1 
have never failed to return to my desk with an abun- 
dance of new ideas which proved priceless to my organiza- 
tion,” 

In Seattle, Wash., Lloyd W. Nordstrom, whose four 
shops are considered among the best in the Pacifie North- 
west, said that a key reason for attending is because he 
can place orders and speed shipments of new styles, some: 
times saving as much as a month in delivery date, 

“It is also the only time of the year,” he said, “when 
the major retailers from all over the country get together 
in one city. This advantage, which is often overlooked, 
is that retailers have the opportunity of visiting with out- 
standing shoe merchandisers in other sections of the coun: 
try, and if they want to can learn a good deal from their 
experiences, In my mind this is the single most impor 
tunt reason retailers should attend the National 
Shoe Fair.” 

In Washington, D. C.. and Baltimore, Md., the William 
Hahn Company is considered one of the top shoe out 
lets, The business consists of 10 large family-type stores. 
Each year President Gilbert Hahn and three or four of 
his buyers attend the National Shoe Fair, These buyers 
represent the men’s, women's, children’s and casual shoe 
departments, Occasionally, the company’s accessory buyer 
goes along with the group, 

“While we could operate our business without attend 
ing the National Shoe Fair, it would certainly make it far 
more difficult to operate successfully,” Mr, Hahn said. 
“We secure such a wealth of information from various 
sourees that the benefit we receive from attending is really 
invaluable, It gives us an opportunity to see dozens of 
lines that we do not ordinarily come in contact with, and 
thereby make necessary comparisons with lines that we 
do buy, We are able to talk to our fellow merchants and 
buyers from other cities and by exchange of information, 
we receive many valuable tips, Our buyers are able to 
round out our lines and fill in gaps by our ability to 
check on hundreds of items that we could not possibly 
see in any other way and in such a short space of time,” 

Albert Wachenheim, Jr., president of the Imperial Shoe 
Store down in New Orleans, La., said that the folks at 
Imperial haven't missed a National Shoe Fair since ite 
inception, The fact that he once was chairman of the Fair, 
Mr. Wachenheim said, has nothing to do with his atten- 


why 
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dance and that of his buyers for four major departments 
who annually make the trip. 

“We go,” he said, “because it affords contacts with 
heads of firms—to see and know them in person—not as 
legendary figures. ‘To see in advance what is going to be 
promoted in color, material, styles; and to learn price 
policy. To view competitive lines and learn what they 
are doing. To look for new items from resources that are 
either unknown or that do not call upon us. To talk to 
other merchants who are in attendance whom we see 
only at shoe shows, so that we can check our ideas with 
theirs and to get new thoughts from them. And to hear 
inspirational talks and get new ideas from speeches on 
selling and merchandising. To us the two breakfasts are 
a must.” 

According to Harry E. Fontius, Sr., operating a com: 
pany under his own name in Denver, Colo,, the National 
Shoe Fair should be a must on every retailer's calendar. 
It offers the progressive merchant the opportunity to be 
up-to-date on the trends in colors, materials, lasts and 
Not only to look at your own resources, but to 
compare with others, For fashion authority information 
not available at any other place, And for talks with other 
tetailers in other cities to discuss problems that are so 
vital to all retailers, 

Krupp & Tuffly, Ine., operating in Houston, are known 
as the shoe center of South Texas. L. E. Tuflly, presi- 
dent and manager of this progressive operation, said he 
would hesitate to select one particular feature of National 
Shoe Fair which is more important than any other, Among 


patterns, 


the principal reasons for going, he said, were these: 

“While we do not place many orders at the Shoe Fair, 
the time we spend looking at all lines of shoes enables 
us to get the feel of trends, particularly with respect to 
color, material, and pattern, 

“The Shoe Fair gives us an opportunity to shop our 
competitors’ lines and compare them with what our re 
sourees are showing, Tt also enables us to pass the word 
to our resources if we feel they are missing something, 

“We frequently feel that we are missing sales on cer 
tuin items that we do not find from our regular resources, 
and the Chicago Show gives us an opportunity to shop 
for those certain items, 

“The contacts we make and the friendships we renew 
with the important people who head up both the resources 
we buy from and those we do not are valuable to us, 

“Any specific problems that occur between our store 
and one of our manufacturers can be resolved by talking 
to the people in authority,” 

No matter whether you operate in a large city or a 
amall, Keeve Pass, who is merchandise manager of Rich's 
in Atlanta, Ga, said the Fair is a “MUST” for any shoe 
retailer, 

“How else could you see everything that is ‘News in 
Shoes’ in a few days, not only from your own sources 
hut from the factories of the world? 

“Where else could you talk to as many fashion authori 
ties in a limited time and let them give you ready-to-wear 
and shoe fashions for the coming season? You gain 
knowledge to stimulate your sales force and make your 
advertising and sales plans, 
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@DAMS BROTHERS, INC. 
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GERBERICH-PAYNE SHOE CO. 
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VIRGINIA SHOE COMPANY 
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Palmyra, Pennsylvania 
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J. SAMpUCK & CO. 
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Manufacturing and Markets 
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ing it. Hie company has bought more than 90 per cent of 
ite equipment formerly leased, Purchase of machinery in- 
volves quite a capital outlay he admitted, but is particularly 
advantageous to the emall manufacturer who may have 
machines several years old which have had relatively light 
tie, 

Another manufacturing executive believes the inflationary 
trend in shoes and business in general will continue, And 
he sees no reason to be alarmed by it, Factory workers are 
better off than ever before, he said, But this means that 
people are spending more money, He regards the outlook 
as favorable “because the American worker, unlike the 
European, is never satisfied.” 


Shoe Merchandising ; 
And Selling in 1957 


fconTinuep wrom PAGE 115] 


repeatedly every week, year in and out, 

The marketing analysts have made a careful study of 
thie “buying motivation.” Their scientific conclusions are 
of interest to every merchant, shoemen included, It boils 
down to this, In countries where the standard of living 
is low, buying is based on needs, In countries where the 
living standard is high (and the U, S, has the highest), 
consumer buying is based on desires. 
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SHOES FOR CHILDREN 
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Once a shoeman or salesman recognizes this, firmly 
believes this, the stage is set for an increase in his extra- 
pairage sales, This state of mind is vital as a foundation 
to the extra-pairage selling program, Unless this fact is 
recognized, then all the extra-pairage selling techniques 
that can be devised won't work with their full potential, 

The American consumer has become accustomed to 
thinking in terms of buying items for specific needs, rather 
than buying one item to fit all needs and occasions, A 
brown necktie doesn't go with a gray or blue suit, So 
there are two additional purchases: a blue tie and a gray 
tie. The consumer has been made to recognize this, and 
to act upon it through “extra” purchases which, ironically, 
he doesn’t regard as “extra” but as necessities, 

This same psychology or approach can be and should 
be as practically applied in selling shoes, Call it suggestive 
selling or impulse buying or whatever you wish, The way 
a consumer acts in a supermarket is the same way he 
can be made to act in a shoe store, That is, for every 
planned purchase there can be an unplanned purchase 
depending upon how effectively the store or the salesman 
can present and sell the “extra” item, 

Never forget that a large share of the cusiomers are 
willing to begin with, But nothing will happen unless the 
sharpened tools of merchandising and selling go to work 
from that starting point, Applying this approach to your 
1957 selling program will bring you an almost guaranteed 
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assurance of greater volume and profit. 


Need Selling vs. Desire Selling 


The American consumer is a desire-buying customer, 
After he has taken care of his basic needs, there are still 
ample funds to satisfy his reasonable wants beyond the 
basics, He owns a half dozen shirts, enough for his needs, 
but he buys three more because he likes the color or 
collar style. He has a car, but buys a smaller one as an 
extra for the family, He has a radio in the living room, 
but also has several more—for his kitchen, bedroom, den, 
car, or a portable. 

This applies to every consumer item from food to cloth- 
ing to furniture, We no longer live in a “basic” economy 
but in an economy of abundance. We are governed not 
by what we need but by what we want beyond basic needs. 

Let's bring this down to shoes, If consumers bought 
shoes only for needs, they'd buy fewer than 300 million 
pairs instead of the 600 million they actually buy. Does 
this mean that the “extra” 300 million are “surplus”? Of 
course not. A poor nation’s luxuries are a rich nation’s 
necessities, The car and refrigerator are luxuries in India 
but necessities in America. 

So it is with shoes, Many European nations have a per 


Store Front Rules 


Here are some elementary rules about keeping a store 
front attractive, 


1. Sweep the sidewalk outside your store at least once 
a day—TWICE OR THREE TIMES, if it needs it. On 
heavy traffic days, a daily sweeping is not enough to clear 
away the debris of candy wrappers, cigarettes, dust, ete. 


2. Wash windows twice as often as you think they 
should be washed. Customers can't look through dirty 
windows very well. Merchandise doesn’t appear to best 
advantage when viewed through dirty windows—it loses 
some of its glamor, 

8. Watch the awnings. Faded, torn or sagging awnings 
advertise neglect, A bright clean awning signifies a mer- 
chant who is prosperous, conscientious and proud of his 
store, 


4, Signs. If you use signs anywhere at the front of 
your store keep them freshly painted, bright and attractive, 
Don’t have too many signs. Fasten them securely. Place 
them where they will be seen. 


5. Paint a store front as often as needed, Do a good 
job. Scrape off all loose paint, make necessary repairs 
before painting. Remember paint and labor on a store 
front cost relatively litthe compared with the benefits 
you get in greater customer flow, 


6. Improve the lighting. You may not have noticed it, 


capita consumption of only one or two pairs, whereas in 
the U, S, it’s three and a half pairs, 
[TURN TO PAGE 203, PLEASE] 


but some of your window lights should have higher watt 
age. Maybe a few extra spots would help, Why not ask 
a lighting expert what he would advise, 


YOUR Brand belongs in the 
*""SuPERSOLE’’ Sales Gallery! 








os 
if 
Ww: proud of the fact that so many leading shoe 
manufacturers are using “SUPERSOLE” on their lines. 
Wy, 4 Whether they selected “SUPERSOLE” from among all other 


ye mm available soles because it is genuine leather with LONGEST 
WEAR tanned in. . . or because it means LIGHTER WEIGHT, 
GREATER FLEXIBILITY, PUNCTURE-and-WATER RESISTANCE 
.. or for its NATURAL “BREATHING” . . or its NON-SKID quali- 
ties—whatever their reasons, ALL agree that “SuPERSOLE” 
is the easiest material to stitch or cement they've ever handled! 


We'll be happy to add YOUR brand to our growing 
. “eollection” of satisfied “SUPERSOLE” customers. And when 
YOUR customers see the “SUPERSOLE” trademark on the 
shoes they buy, they'll be happy, too! 
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VIRGINIA OAK TANNERY 


SALES CORPORATION 
27 SPRUCE STREET = NEW YORK, N. Y. 
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Only genivine leather “SuPenSore” 
beors the VOTAN trade-mark, 

















Every eye watches it go by... METEOR", 
heavenly grey. 


The magnetic merits... 





paleness, clarity, neutrality, 
compatability with white, black patent... 


*in Vodelle as well 


: “d Standard Division 
New Castle Division 
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27 SPRUCE STREET 


National Shoe Fair Program 
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really up against today in their in- 
creasing struggle to make a_ profit.” 
Those in attendance at the Retailers’ 
Work Shop Breakfast will receive, 
without charge, a handbook covering 
the highlights of Mr, Richer’s presen- 
tation which they should find exceed- 
ingly useful throughout the year. 





PIERRE D. MARTINEAU 


Mr. Richer is exceptionally qualified 
to conduct this discussion,’ He is a 
member of the executive committee and 
board of directors of the Grey Adver- 
tising Agency and has had twenty 
years background in advertising and 
sales promotion, He has a reputation 
for being closely associated with the 
retail industry and has an unusually 
clear understanding of ita problema, 
During this meeting he will expound 
his theories, based on a study and eval 
uation of a vast amount of pertinent 
material received from key retailers 
across the country as well aa his own 
knowledge and experience, 

Another very important highlight 
of this meeting will be the presenta- 
tion of awarda to the fifteen winners 
in the First National Retailer Achieve- 
ment Contest. This conteat, sponsored 
by the National Shoe Fair, has stirred 
up tremendous interest in the trade, 
Tt has produced promotiona by  re« 
tailers that put an emphasis on imagi- 
nation and ingenuity as well as prac. 
tical application. The winning entries, 
classified according to population and 
including brochures and portfolioa of 
advertising, photographs of window 
displays, point-of-sale and interior dia» 
plays, pictures and other material in- 
volving special promotions that tell 
the complete story in terma of sales 
and dollars—will be on display in the 
foyer of the Grand Ballroom at the 
Palmer House, Some of the entries 
are most elaborate, others are almple 
but they all tell an important story of 
the stores’ operation, employe training, 
direct mail advertising program that 
can apply to any store, anywhere and 
regardless of aise, 
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An increasing attempt is being made 
at this National Shoe Fair to devote 
more and more attention to manage- 
ment that will result in more sales 
and better profits. Retailers should 
come away from this meeting with 
many new ideas and suggestions that 
they can adapt to their own operations 





EDWARD R. RICHER 


and thus promote and inerease their 
own sales and profits, 

The apeaker at the Breakfast Meet 
ing on Monday, October 29, will be 
Pierre D. Martineau, Director of Re 
search for the Chicago Tribune, His 
subject will be “The Changing Amer 
ican Consumer,” 

Our expanding economy ia having a 
pronounced effect on the consumer, his 
tastes, his buying habits, the amounts 
of money he has to apend, It is import 
ant that the retailer and manufacturer 
be constantly aware of these changing 
trends so that they can key their mer 
chandise and their marketing tech 
niquea to the new era, The character 
istica of the new American shopper will 
be the aubject of Mr. Martineau’s dis 
cussion, 

Mr. Martineau has a background of 
30 years in research, advertising, sales 
and promotion, He directs one of the 
largeat consumer research depart 
menta in the country and also directa 
the activities of the Chicago Tribune 
Consumer Panel, which ia the largest 
non-profit commodity research project, 

For the past six years under his 
direction, the Chieago Tribune has 
undertaken a great many studies in 
social and paychological research for 
the purpose of gaining a greater un 
derstanding of consumer behavior, 
These atudiea have explored the new 
suburbanite, different trenda in con- 
sumer taates and atylea of living, and 
basis buying motives in many fielda, 
clothing ineluded, 

Mr, Martineau is lecturer at the Ad- 
vanced School for Sales Management 
conducted by the National Sales Exee- 


- NEW YORK, N, Y, 





utives at Rutgers University. He is 
also the author of numerous articles in 
business magazines on consumer pro- 
lems and is an impressive speake rwith 
a wealth of pertinent facts at his 
disposal, 

An outstanding educational feature 
of the Fair for a number of years has 
been an arrangement with members of 
the faculty of the School of Commerce, 
Northwestern University, to conduct a 
“Store Management-Expense Control 
Clinie” during the Fair, This service 
will again be available without cost to 
all interested visiting shoe retailers, 

It will therefore be possible, during 
the Fair, for shoe retailers to have 
their operating figures analyzed by out- 
standing business authorities and spe- 
cialists in the field of retailing. No 
time limit is placed on the conferences 
and consultants will allot to each case 
as much time as is necessary, 

Every member of the staff has been 
intimately associated with retail stores 
and brings accepted practices in proven 
merchandising methods, Their approach 
to the problems of retailing is a fac- 
tual one, Contacts with retail opera- 
tions provide them with a background 
of practical experience which enables 
them to advise retailers on current 
methods and the latest management 
techniques for improvine their opera 
tions, 
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MONDAY—OCTOBER 29 

8:15 A.M. Opening Breakfast 
Meeting of National Shoe Fair in the 
Grand Ballroom of the Palmer House, 
Pierre Martineau, Director of Re 
search for the Chicago Tribune will 
be the speaker and he will discuss 
patterns of behavior of the Ameri- 
can consumer, 

5:00 P.M,.—N.S.M.A, Annual Mem- 
bership Meeting — election of three 
year directora—at the Palmer House 
UESDAY—OCTORER 30 

8:00 A.M, National Shoe Fair 
Breakfast in the Grand Ballroom of 
the Palmer House—featuring the Re 
tailers’ Workshop, BE, R, Richer, vice- 
president of the Grey Advertising 
Agency of New York will explore the 
subject of Mark-up, 

Presentation of Awards to winners 
in the Firat National Retailers 
Achievement Contest, 

4:45 P.M.—N.S.M.A, Finanee Com- 
mittee Meeting——Palmer House, 

6:80 P.M.—N,.S.M.A, Board of Di 
rectora Meeting—Palmer House, 

6:30 P.M.—=-N,S.R.A, Board of Di 
rectora Meeting——Palmer House, 
WEDNESDAY—OCTOBER 31 

8:16 A,M,— National Shoe Fair 
Committee Meeting—Palmer House, 
All day inapection of exhibita, 

THURSDAY—NOVEMBER 1 
Inapection of exhibita in forenoon 
and departure, 
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“MAKE MEN TALLER” 


“MAKE SALES GREATER” ~* o> 
ae 


Secretary-Treasurer 
M. Pokorny & Sons, Ltd, 


ELEVATORS” 


CONSISTENT NATIONAL 
ADVERTISING CREATES STEADY 
DEMAND FOR “ELEVATORS” 
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Comfort knows no season—so Pad-a-rounds 
with comfort-engineered U. S: Koylon Foam 
innersoles sell themselves year ‘round, And 
Pad-a-rounds never take a mark-down because 
quality construction counts! Nationally 
advertised U.S, Koylon—the finest of foams— 
won't mat or shred... keeps bounce... 
provides the ultimate in underfoot comfort. 
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Pad-a-rounds are styled for men and women 
—fashion colors... patterns to match nationally 
advertised towels ... super absorbent... made 
to fit left and right foot and cling! 
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For the Tops in Terries stock and sell 
Pad-a-rounds by Bigley with comfort engineered 
U.S. Koylon Foam innersoles, Contact Bigley 
Industries, Box 8003, San Antonio 12, Texas, 


SS 


‘ #595—Continental with 

Desert Dry finish for Dolls: 

blue, white, gold, green, coral, 818,00 doz, 
495.— For Guys: burgundy, beige, white, 
prown, grey, $21.60 dos, 
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BEARFOOT tex: for busy feet 


Beautiful colors — always firm, yet feather light. Leading shoe manufacturers 
style with Bearfoot because they know they are backing their own good name with 
America's most dependabie sole for long wear, trim appearance, wide color range, 
and a variety of types adaptable to all shoe manufacturing methods, Bearfoot's 
famous Ajirfiex, nuclear Airolite, and a new Bonwelt sole are available in all popular 
spring colors, attached heel soles or reduced shank soles with matching heels, 






Write for samples of any of these types available in a full range of sizes for all the family. 
iiustrated: growing girls, Style 422, 12 I ball, 8 I shank, 45/8 attached heel. 


A TRUSTED NAME ON SHOE BOTTOMS SINCE 1924 


THE BEARFOOT SOLE COMPANY, INC. wadsworThH, OHIO 
Boston: 163 Essex Street, J. M. Calvin, Manager * Milwaukee: 1931 §, Allis, Atkinson Sales Co, * St. Lovis: 1602 Locust Street, F. BE, Alston, Manager 
EXHIBITING NATIONAL SHOE FAIR « OCTOBER 26 — NOVEMBER 1, 1956 « BOOTHS 64 = 65 « EXHIBITION HALL — PALMER HOUSE = CHICAGO 
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Shoe Marketing Map of the United States pepsin. mo 
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terms of shoe pairage and dollar sales, Thus, New York 
is the largest “shoe state” and Nevada is the smallest. 
2) A clear idea as to the areas of “shoe sales concen- 


tration” in the U. S. 


3) The population or market potential of each state. 

4) The state’s percentage of the nation’s total shoe sales. 

5) The per capita shoe consumption of each state—and 
its shoe consumption position relative to other states, 

6) The per capita expenditure for shoes in each state. 

According to the estimates of William Sheskey, retail 
shoe sales in 1957 will amount to about 578 million pairs 
for which consumers will spend $3,468,000,000, Our Shoe 
Marketing Map provides a graphic idea of how and where 
this shoe spending will be distributed. 





MISSISSIPPI 

Population: 2,085,000 

% of Total Shoe Sales: .83 
Per Capita Consumption: 2.3 
Per Capita Expenditure: $13.81 


MISSOURI 

Population: 4,094,000 

% of Total Shoe Sales: 2.49 
Per Capita Consumption: 3.5 
Per Capita Expenditure: $21.08 


MONTANA 

Population: 628,000 

% of Total Shoe Sales: .40 
Per Capita Consumption: 3.7 
Per Capita Expenditure: $22.23 


NEBRASKA 

Population: 1,369,000 

% of Total Shoe Sales: .83 
Per Capita Consumption: 3.5 
Per Capita Expenditure: $20.99 


NEVADA 

Population: 216,000 

% of Total Shoe Sales; .18 
Per Capita Consumption: 4.8 
Per Capita Expenditure: $29.07 


NEW HAMPSHIRE 

Population: 553,000 

% of Total Shoe Sales: .32 
Per Capita Consumption: 3.3 
Per Capita Expenditure: $20.36 


NEW JERSEY 

Population: 5,370,000 

% of Total Shoe Sales: 3.81 
Per Capita Consumption: 4.1 
Per Capita Expenditure: $24.64 
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NEW MEXICO 

Population: 769,000 

% of Total Shoe Sales: .43 
Per Capita Consumption: 3.3 
Per Capita Expenditure: $19.54 


NEW YORK 

Population: 16,053,000 

% of Total Shoe Sales: 10.61 
Per Capita Consumption: 3.8 
Per Capita Expenditure: $22.93 


NORTH CAROLINA 

Population: 4,190,000 

% of Total Shoe Sales: 1.99 
Per Capita Consumption: 2.7 
Per Capita Expenditure: $16.46 


NORTH DAKOTA 

Population: 641,000 

% of Total Shoe Sales: .34 
Per Capita Consumption: 3.1 
Per Capita Expenditure: $18.44 


OHIO 

Population: 8,946,000 

% of Total Shoe Sales: 5.78 
Per Capita Consumption: 3.7 
Per Capita Expenditure: $22.40 


OKLAHOMA 

Population: 2,136,000 

% of Total Shoe Sales: 1.21 
Per Capita Consumption: 3.3 
Per Capita Expenditure: $19.65 


OREGON 

Population: 1,664,000 

% of Total Shoe Sales: 1.03 
Per Capita Consumption: 3.6 
Per Capita Expenditure: $21.53 


% of Total Shoe Sales: .43 
Per Capita Consumption: 3.2 


PENNSYLVANIA Per Capita Expenditure: $19.38 
Population: 11,132,000 

VERMONT 
% of Total Shoe Sales: 6.67 Population: 377,000 


Per Capita Consumption: 3.5 
Per Capita Expenditure: $20.77 


RHODE ISLAND 

Population: 814,000 

% of Total Shoe Sales: .52 
Per Capita Consumption: 3.7 
Per Capita Expenditure: $21.98 


SOUTH CAROLINA 

Population: 2,226,000 

% of Total Shoe Sales: .99 
Per Capita Consumption: 2.5 
Per Capita Expenditure: $15.45 


SOUTH DAKOTA 

Population: 672,000 

% of Total Shoe Sales: .36 
Per Capita Consumption: 3.1 
Per Capita Expenditure: $18.44 


TENNESSEE 

Population: 3,399,000 

% of Total Shoe Sales: 1.63 
Per Capita Consumption: 2.8 
Per Capita Expenditure: $16.60 


TEXAS 

Population: 8,351,000 

% of Total Shoe Sales: 5.14 
Per Capita Consumption: 3.6 
Per Capita Expenditure: $21.35 


% of Total Shoe Sales: .20 
Per Capita Consumption: 3.1 
Per Capita Expenditure: $18.84 


VIRGINIA 

Population: 3,421,000 

% of Total Shoe Sales: 1.94 
Per Capita Consumption: 3.3 
Per Capita Expenditure: $19.69 


WASHINGTON 

Population: 2,497,000 

% of Total Shoe Sales: 1.71 
Per Capita Consumption: 4.0 
Per Capita Expenditure: $23.74 


WEST VIRGINIA 

Population: 2,001,000 

% of Total Shoe Sales: .93 
Per Capita Consumption: 2.7 
Per Capita Expenditure: $16.16 


WISCONSIN 

Population: 3,691,000 

% of Total Shoe Sales: 2.22 
Per Capita Consumption: 3.5 
Per Capita Expenditure: $20.83 


WYOMING 

Population: 295,000 

% of Total Shoe Sales: .20 
Per Capita Consumption: 3.9 
Per Capita Expenditure: $23.68 
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Educational Selling 
Since time immemorial shoemen have bewailed the 
fact that the public doesn’t appreciate the value of shoes 
and the services provided by shoe stores, Many customers, 
they complain, think shoe prices too high, or that the 
store doesn’t fit shoes properly, or that the services aren’t 
what they should be. Say the shoemen, “If only the public 
would take the time and effort to learn more about shoes, 
they’d have a better appreciation of the wonderful values 
they’re getting.” 
That plaint can be chalked up as a hopeless hope. If 
the public is going to get any learning about shoes, and a 
better appreciation of shoe values, it’s going to be up to 
the shoeman to make it happen by his own initiative, 
[TURN TO PAGE 218, PLEASE] 
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ON TO CHICAGO, with the most 
precious cargo of styles you'll 
see this side of Capetown! We're 
bringing you America's most complete 
line of flats .. . more than 160 patterns 
in an IN-STOCK inventory of over 
200,000 pairs .. . the newest leathers, 
the top promotional colors . . . volume 
priced for volume selling . . . promoted 
in full-color full page ads all season 
long in the three top fashion magazines! 
See the big new line — 

the big news in women's shoes — 

in the Viner rooms at Chicago 


VINER BROG., INC. 
Bangor, Maine 
Established 1905 
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In Chicago-The Hotel Conrad 



















I$ ON THE MOVE! 


















IN ATTENDANCE 


1 Dick Hasey 9 Don Ferritor 
2 Had Albright 10 Ed Sherman 
3 Ben Barnett 11 Ira Mack 
4 Ray Forgette 12 Bill Sorensen 

5 Ray M. Dumont 13 C. E. Carpenter 
6 Leo LeRoy 14 Arthur C. Pett 
7 Fred Moncur 15 Bill Wood 
8 Abe Scolnick = 16 Harold Kellogg 
17 Frank Fletcher 














~ Hilton... Rooms 939a-9404-953a 





Pads Nines See Sonne it 





Style 6027—Black grain wing tip, 
Style 6028—Ton groin wing tip. 





WEG. VU. ©, PAT, OFF, 
‘THE SHOE THAT'S DIFFERENT” 
OY FIELO AND FLINT CO 


at the Chicago show 


see the new JOCKS and footdo lines 


FOOT-JOY’s singular styling and famous quality have become a vital sales influence for 
Foot-Joy dealers 12 months a year. Now the new style concepts and widening promotion 


will bring Foot-Joy influence to a new high for 1957-58. Be among those who enjoy it. 








DR. LOCKE’s new fashion trends now make it easier than ever to sell the man who must 
have comfort. Now he can have world-famous Dr. Locke comfort in the style to which he’s 


accustomed, This is the influence that’s selling. Make it yours. 


BE SURE TO VISIT US AT THE CHICAGO SHOE FAIR 
OCT. 28, 29, 30, 31, NOV. 1. ROOM 832, PALMER HOUSE 


FIELD AND FLINT CO., BROCKTON 68, MASS. 
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Shoe Spending in the United States 


[CONTINUED FROM PAGE 105. FOR TEXT PLEASE TURN TO PAGE 224) 

















ESTIMATE OF DOLLARS TO BE SPENT AND NUMBER OF PAIRS 
OF SHOES TO BE SOLD AT RETAIL IN 1957 IN 94 POTENTIAL METROPOLITAN 
s , o SS ¥ 
ay ey Ff & hey oy) * e 
Abilene, Texas 0478] 107 | 1,657,704 | 276,284 Las Vegas, Nev. .0745 | 129 2,583,660 430,610 
Alexandria, La. .0481} 73 | 1,668,108} 278,018 |} Lawton, Okla. 0415] 86 1,439, 220 239,870 
Anderson, Ind. -0727 | 105 | 2,521,236 | 420,206 Lebanon, Pa, -0524 | 95 1,817,232 302,872 
Ann Arbor, Mich. .1013] 108 | 3,513,084] 585,514 |f}} Lewiston-Auburn, Me. 0489 | 9% 1,695,852 282,642 
Anniston, Ala. 0407] 77 | 1,411,476] 235,246 |} Lynchburg, Vo. 0456] 91 1,581,408 263,568 
Appleton, Wisc. .0541} 101 | 1,876,188] 312,698 || Manitowoc-Two Rivers, 
Auburn, N. Y. -0403} 92 | 1,397,604} 232,934 Wise. .0407 | 96 1,411,476 235,246 
Bangor, Me. +0624] 95 | 2,164,032] 360,672 Mansfield, Ohio -0687 | 111 2,382,516 397 ,086 
Bakersfield, Calif. .1674] 106 | 5,805,432] 967,572 |f} Marion, Ind. 0383] 94 1,328,244 221,374 
Battle Creek, Mich, +0862} 103 | 2,989,416 | 498, 236 Middletown, Conn. -0491] 108 1,702,788 283,798 
Bellingham, Wash, .0408] 96 | 1,414,944] 235,824 |B} Midland, Texas 0366 | 136 1,269,288 211,548 
Billings, Mont. .0474] 113 | 1,643,832] 273,972 |] Modesto, Calif, .0882] 103 3,058,776 509,796 
Biloxi-Gulfport, Miss. | .0590| 83 | 2,046,120] 341,020 Monroe-West Monroe, 
Bloomington, III. .0549| 105 | 1,903,932] 317,322 La. 0477 | 92 1,654,236 275,706 
Boise, Idaho .0798| 96 | 2,767,464] 461,244 |] Muskegon, Mich. .0820 | 98 2,843,760 473,960 
Bremerton, Wash. -0503| 98 | 1,744,404 | 290,734 Newark, Ohio .0464 | 10) 1,609, 152 268,192 
Bristol, Va., Tenn. 0805] 80 | 2,791,740] 465,290 New London-Norwich, 
Brownsville-Harlingen: Conn. .1029 | 104 3,568,572 594,762 
McAllen, Texas .1466| 67 | 5,084,088 | 847,348 |]]} New Castle, Po, .0637 | 98 2,209, 116 368, 186 
Burlington, Vt. 60379] 92] 1,314,372] 219,062 Odessa, Texas 0480 | 119 1,664,640 277,440 
Butte-Anaconda, Mont. | .0460| 102 | 1,595,280 | 265,880 Oshkosh, Wise, .0594 | 100 2,059,992 343,332 
Champaign-Urbana, III, | .0821| 111 | 2,847,228] 474,538 || Paducah, Ky. .0387 | 88 1,342,116 223,686 
Cheyenne, Wyo. .0377 | 107 | 1,307,436 | 217,906 |} } Posco-Kennewick- 
Clarksburg, W. Va. 0442] 90 | 1,532,856 | 255,476 Richland, Wash. 0594 | 115 2,059,992 343,332 
Colorado Springs, Colo. | .0687 | 108 | 2,382,516 | 397,086 Pensacola, Fla, .0789 | 80 2,736,252 456,042 
Cumberland, Md. -0456} 80 | 1,581,408 | 263, 568 Petersburg-Hopewell, Vo. 0511 | 85 1,772, 148 295,358 
Danville, Ill, .0594 | 109 | 2,059,992 | 343,332 |]] Port Huron, Mich. .0618 | 100 2,143,224 357,204 
Danville, Va. .0505| 75] 1,751,340 | 291,890 [1] Portsmouth, Ohio 0521 | 84 1,806,828 301,138 
Daytona Beach, Fla, -0543} 97 | 1,883,124) 313,854 Poughkeepsie-Newburgh- 
Eou Claire, Wise. .0576| 93 | 1,997,568 | 332,928 Beacon, N.Y. .1839 | 103 6,377,652| 1,062,942 
Elkhart, Ind. 0644] 114 | 2,233,392 | 372,232 [1] Provo, Utah .0456 | 80 1,581,408 263, 568 
Elmira, N.Y. .0556| 97 | 1,928,208} 321,368 |f} Quincy, Il. 0390 | 95 1,352,520 225,420 
Enid, Oklo. 0342] 107 | 1,186,056 | 197,676 |}} Rapid City, S. D. 0325 | 101 1,127,100} 187,850 
Eugene, Ore. 0934] 100 | 3,239,112] 539,852 |}]| Reno, Nev. 10570 | 144 1,976,760} 329,460 
Everett, Wash, .0776| 96 | 2,691, 168| 448,528 [J] Richmond, Ind, .0475 | 103 1,647,300 274, 550 
Fargo, N. D, .0443|113 | 1,536,324] 256,054 Salem, Ore. -0588 | 93 2,039, 184 339,864 
Fayetteville, N. C. ,0615] 82 | 2,132,820] 355,470 |}| Santa Barbora, Calif, 10772 | 116 2,677, 2% 446,216 
Florence-Sheffield- Sheboygan, Wise. .0507 | 100 1,758,276 293,046 
Tuscumbia: Muscle Spartanburg, S. C. .0743 | 78 2,576,724 429,454 
Shoals, Ala, 10457 | 76 | 1,584,876) 264,146 |T) Temple, Texas 0512 | 89 1,775,616 295,936 
Fort Lauderdale, Fla. | .1172|113 | 4,064,496 | 677,416 Texarkana, Ark., Texos 0474 | 74 1,643,832 273,972 
Galesburg, III. +0363 | 108 | 1,258,884 | 209,814 Tyler, Texos 0440 | 92 1,525,920 254,320 
Gastonia, N. C, .0584| 79 | 2,025,312) 337,552 Watertown, N.Y. 0504 | 96 1,747,872 291,312 
Great Falls, Mont. 60446 | 118 | 1,546,728 | 257,788 | 1) West Palm Beach, Flo. .1029 | 103 3,568,572 594,762 
Hagerstown, Md, 0478} 93 | 1,657,704 | 276,284 |1) Wilmington, N.C. 0401 | 92 1,390,668 231,778 
Hutchinson, Kons, 0366 | 103 | 1,269,288} 211,548 II] Williamsport, Po. 0592 | 94 2,053,056 342,176 
Jamestown, N.Y. 0831) 96 | 2,881,908 | 480,318 |]! Yakima, Wash. 0843 | 94 2,923,524 487 ,254 
Joplin, Mo. +0615} 91 | 2,132,820 | 355,470 |f] Zanesville, Ohio 0453 | 95 1,571,004 261,834 
Kankakee, Ill. 0480} 98 | 1,664,640 | 277,440 
Kokomo, Ind. ,0333| 105 | 1,326,244 | 221,374 TOTAL 5.7288 | 98) $198,674,784| 33,112,464 
La Crosse, Wise, 0451} 103 | 1,564,068 | 260,678 Total 
Lafayette, Ind. 0538 | 107 | 1,865,784} 310,964 |1} Ai) Metropolitan Areas | 71,7857 | 110 | $2,489, 528,076 | 414,921,346 
Lake Charles, La. 60654] 91 | 2,268,072 | 378,012 
Lakeland, Fla. -0838| 87 |2,906, 184 | 484,364 U, S. Total 100.0000 | 100 | $3,468,000,000 | 578,000,000 









































Source: NSMA's “The 1957 Shoe Market’ 











All women will Know that... 











gsiwe: 
Smooth ankle and foot 
hugging FIT 
A proven SAFE, rugged, 
long-wearing tread 


A truly CLEAR plastic 
rainboot 

















in all these mag zines: 


en 
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pos! 2% 
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SCHEDULE EVER! DESIGNED TO 
HELP YOU SELL AND SELL! 


bel 


hod & 2n-y 0 Mt 5 ot o PTT 
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é in all these sizes 


a> MODEL 








and LEFTS and RIGHTS 


SMALL (size 5) LARGE (size 8) 
MEDIUM (size 6) extra LARGE 
(size 9) 
med. LARGE (size 7) 
sizes 4 and 10 aiso available 


in CLEAR and SMOKE 






<< ~~ ee 
All have \ ; a ad 
adjustable A” —-#707 UNIVERSAL FIT Aoeee Liaeee 


lasti 
pa (best for LOW heels down to flats) ® 




















#808 FORM Fit Ameer’ Canoes 


(best for MEDIUM height heels) @ 


NCW 


#909 FASHION FIT 


j re . Dr ® f 
| (best for HIGH heels) 





i see you at the 
NATIONAL SHOE FAIR 
| PALMER HOUSE, Chicago... 
4 BOOTH +46 
Exhibition Hall... 4th floor 
I OCT. 28 - thru NOV. 1 


Shipping from 3 different points: 
LOS ANGELES, CHICAGO, NEW VORK 





® @ LOS ANGELES CHICAGO NEW YORK 


A ey 
4th ee 


Cou 
MAL E. Third Stree 124 ». Wabast 


a NEW address 


October 15, 1966 209 











HERE’S WHAT 
vYou’VE BEEN 
LOOKING FOR! 


If you know your facts about men’s 
shoes, you know that on an order of 24 
a your entire ee is tied up in the 
ast 2 pairs you sell. 


To eliminate the guesswork — avoid 
markdowns — increase profit — join the 
Walk-Over “I Like Profit’’ Fran- 
chise Plan. 


1, YOU GET HIGHER INITIAL MARK-UP, 
plus a dividend on re-orders. This means 
a 42% + on nationally branded, quality 
men’s shoes. 


2, YOU GET PROVEN SELLERS - there's 
no guesswork in buying nationally tested, 
proven styles — thus automatically re- 
ducing markdowns and upping profit. 


*Result of an independent 
national survey made for 
one of our competitors, a 
leading shoe manufacturer, 


210 


THE WALK-OVER FRANCHISE 


3. YOU GET THE COMPLETE ILP 
cooperative advertising and merchan- 
dising program. 

4, YOU GET THE WALK-OVER BRAND 

proven by an independent survey* in 
Spring, 1956, to be one of America’s top 
4 names in men’s shoes regardless of 
price. 

What built this reputation? The very 
same uncompromising quality and style 
leadership that make this Spring’s 
WALK-OVERS and KEITH HIGH. 
LANDERS outstanding! 

Get the complete "I Like Profit’’ 
Franchise Plan at the National Shoe 
Fair, from your WALK-OVER Sales- 
man, or contact Jean Keith, President 
— Bob Fesler, Vice President and Sales 
Manager. 
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42% ++ on fashion trend styles like this 


GEO. kK. KEITH COMPANY 
Brockton 63, \iass 


World Renowned WALK-OVERS and 
Incomparable KEITH HIGHLANDERS 







if You Like Profit 29 on basic § 
See Us At The Shoe Fair 


Palmer House, Rooms 783-784 
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SHOWS A NEW FLARE 
FOR 


WHEN FASHIONED BY 


Ward Hill 


meeeeeeeeeeeeeeeeeeeeseeeoeeeeeeeeseeeeeeeeee 





The Toledo, the \atest example of the 
new lasts, new patterns, new style and new life 
in the Ward Hill line. 


The Toledo is shown here in choice selected 
Kangaroo from Australia, — dressy, yet 
supple, comfortable and tough. Also available 


in calfskin in new Spring color tones. 











At Chicago 
Room 760 
KNIPE BROS., INC. 


Palmer House Ward Hill, Massachusetts 


Makers of fine shoes for men since 1872 
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os we repeat: 





what this country needs (and now has!) 


is a good sk -s@ 


children’s shoe 





The extraordinary sales success of Blue Bonnet Shoes in the past year is 
due to this fact: no other in-stock line of girls’ and boys’ shoes 
offers so much styling, workmanship, fit and quality in the 

very important $5-$6 market. Compare the extended 

Spring, 1957 line of Blue Bonnet Shoes with any others selling up to 


$2.00 more a pair and you'll be convinced. 


See the new longer style line 
of Blue Bonnet Shoes 
in Rooms 739A-740A Conrad Hilton 






IN STOCK FOR IMMEDIATE DELIVERY 


bla Boma 


SHOES 


BLUE BONNET SHOES, INC., MANUFACTURERS, 5 FRANKLIN STREET, LAWRENCE, MASS. 
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THE WORLD WILL KNOW WHERE 





THEY BUY THEM IF YOU WRAP THEM IN 


HANDELOKS and LOOP-LOKS by 


... if every purchase is carried from your 
store in a distinctive easy-to-carry wrap- 
ping that says your store name at a 
glance. Eye-catching Handelok and 
Loop-Lok shoe bags by Wolf Brothers 
pay for themselves in customer goodwill 
... feduced deliveries... increased store 
traffic and as “walking advertisements.” 
And... their cost is most reasonable. 


Get details, Clip the coupon. Mail it today. 


Wl pny 





r 





Wolf Brothers, inc., 1212 Callowhill Street, Philadelphia 7, Pa. 


Gentlemen: 


Send me samples and prices of Handelok and Loop-Lok 
shoe wrappings for men's » women's ; 
shoes without obligation. 

Name ; ‘ : .. Tithe 
Store... 

Address. . 

a ROSE. ae ... Zone... State... 
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NEW ORLEANS CHICAGO 


VIENNA (76/7 CHICAGO 





PORTLAND 


$1, Louis 


BANISTER 


~ he eerranal name in Footwear 


PROUDLY INVITES YOU 


to attend its first showing of exciting new fashions with a foreign flavor — repre- 
senting a uniquely fresh, highly authentic approach to international styling of 
premium quality footwear for men. This Banister line is designed to add lustre and 


profit to the names and reputations of finer stores the country over, Call on us at 


The National Shoe Fair 


ROOM 7351 + PALMER HOUSE 


* 


eA N: 1 S°r ER 


111 years of most illustrious shoemaking achievement 


JAMES A. BANISTER COMPANY, SOUTH WEYMOUTH 90, MASSACHUSETTS 


(RETAILING FOR $24.50 TO $75.00, SLIGHTLY HIGHER DENVER, Weert) 
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There’s Lasting Beauty 


Pierce-FZormed Shoe Displays 


Pierce's Hi-top men's 
wood display tree en- 
hances the beauty of 
this six-eyelet bal. The 
mid-low, medium cut 
disploy tree shown, 
further accentuates the 
beo of new semi- 
low styles. 





For the last word in men's 
modern display trees .. . 
Pierce's low top models. 
Available in regular and latest 
tinental toe styles. 


Dig” your men's shoes effectively without distortion, with 
Pierce's full length, precision-built wood shoe displa 
trees. Designed by shoe tree specialists (in our own ua 
they assure smooth in-step and ankle fit. . . Highlight men’s 
shoe fashions at their best. Use them in windows, on the 
counter... in fact, for display everywhere! 


BOOTH 78 
PALMER HOUSE 


C. S. PIERCE CO. 


BROCKTON, MASS. 




















216 


Editorial Outlook 


[CONTINUED FROM PAGE 51] 


“BETTER ADMINISTRATION . . . manufac- 
turers should answer correspondence promptly 
and completely with the desired information and 
they should confirm or reject orders promptly. 

“We happen to be blessed with a few suppliers who 
are really shoemen’s shoemen, and we are thankful 
each day that we do business with them. If other manu- 
facturers would give us the same service, what we need, 
when, and where and how we need it, I’ll bet my last 
pair of saddle shoes that we retailers can give the in- 
dustry the pairage increase it wants and needs.” 

These are but two of many expressions of the same 
wholesome type of thinking which have been heard in 
recent months, indicating that we are developing a bet- 
ter understanding of each other’s problems, a greater 
respect for ourselves as individuals for the industry 
as a whole. This change in an industry’s attitude and 
habit of thought, embryonic though it may be, may 
well prove to be the greatest accomplishment in a year 
which has been marked by accomplishment. 


Income and How It 
Influences Shoe Buying 


[CONTINUED FROM PAGE 178] 


per capita shoe consumption of 3.5 pairs, only equal to 
national average. 

This becomes a very challenging issue for the shoe in- 
dustry — especially for the conventional belief of many 
that purchasing power alone is the answer to shoe sales. 
Our brief analysis of the figures disputes any such con- 
tention. The analysis makes clear our over-all thesis that 
there are several factors which influence the sale and 
consumption of shoes, and that income or purchasing 
power is only one of them. 

We now come upon another very interesting fact: the 
greater the personal incomes or purchasing power, the 
lower the percentage of consumer spending that goes for 
shoes. While higher consumer incomes tend to lead to 
more spending for shoes in terms of pairs, the extra spend- 
ing for shoes rises at a slower rate than does the spend- 
ing for other goods and services, 

For example, in the prewar period about two cents of 
every consumer dollar spent went for shoes. In the late 
Twenties and early Thirties it was even higher than two 
cents. But in the postwar period, when consumer incomes 
and spending shot up rapidly, spending for shoes dropped 
to only slightly more than one and a half cents per con- 
sumer dollar. Today, shoe spending is still at that low 
level — shoes now getting perhaps the lowest share of the 
consumer's dollar in the country’s history. 

Some shoemen have viewed this with pessimism and 
alarm, interpreting this decline as a sure sign that shoe 
business has been falling behind and losing out. But 
analysis shows that not to be true at all. Since the pre- 
war period we've had a 15 per cent increase in per capita 
shoe consumption, and a 23 percent rise in shoe produc- 
tion. For a relatively “basic” industry such as shoes, this 
is a creditable gain. 

However, the reason for a lower share of consumer 


[TuRN TO PAGE 220, PLEASE] 
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See GOLO’s new fashion-sparkling footwear 


| AT THE NEW CONRAD HILTON SHOWROOM, SUITE 533-4-6 


Golo surpasses themselves! Here are shoes designed to GOLO'S “Fashion - Pius” footwear also at 
these shows: 


meet all fashion requirements consumers demand! Styled to 
Nov. 4-5 Mid Continent Shoe Show . Oklahoma City 


give you ammunition for bigger profits and volume sales. 





Nov. 4-7 SeattleShoe Show. ..... Seattle 
Look for Golo at their Conrad Hilton showroom, October 28th Nov. 4-7 MichiganShoeShow .... . Detroit 
to November Ist in Suite 533-4-6 Nov. 11-14 Southwestern Shoe Show. . . . Dallas 
Nov. 11-14 WestCoast Shoe Show. . . Los Angeles 
Nov. 18-20 Pennsylvania Shoe Show . . Pittsburgh 

GOLO of Dunmore 

GO | O FOOTWEAR CORPORATION, Empire State Building, New York, N.Y; 1 @.pLaTS by Goto 
‘TWEENS by Golo of Dunmore 
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When You Feature the Only 
Brand that Guarantees 
SATISFACTION or MONEY BACK! 


Why not sell Wolverines that don’t come back to 
customers who do? That’s how the sensational 
Wolverine guarantee is working out, the Nation over! 


We staked our confidence on Wolverine comfort and 
wear to make this offer...and what a payoff! Tens of 
thousands more pairs have been sold...less than one 
pair in a thousand comes back! 


That’s where you find the BiG difference between 
selling Wolverines and any other work shoes. 
Wolverine gives you a wide, wide range of styles, too 
...new Wolverine Longhorns, Skinjuns, hand-sewn 
moccasins and Sportmaster Boots in addition to the 
famous triple-tanned Wolverine PIGSKIN and SHELL- 
HORSEHIDE work shoes. And that’s still only part of 
the unprecedented Wolverine merchandising story! 


Right now, you may be able to share 


in these advantages, for new dealer- os *O, 
ships are available in many areas. Py ‘ 
Write Today for Full Details % IS : 
National Shoe Fair, *e : 
Room 676, ewse™ 


Palmer House WO LV E R | N E 
SHOE & TANNING CORPORATION 
191 Main Street *¢ Rockford, Michigan 
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Shoe Merchandising and Selling 


[CONTINUED FROM PAGE 203] 


And that very fact opens up a wonderful merchandis- 

ing-selling tool for each individual shoe store. For every 
customer who has been “educated” about shoe values, 
the store has earned itself a loyal friend and appreciative 
buyer. 
Consider for a moment how the average pair of shoes 
is sold in the average store. The customer starts by desig- 
nating the desired style or type of shoe wanted. She 
probably states her foot size. The salesman measures the 
foot, then delivers the shoe requested, fits it onto the foot. 
For the next few moments it’s up to the customer as to the 
fit and eye-appeal of the shoe on her foot. From the 
salesman may come a passing comment as to the fit and 
looks of the shoe as he awaits her decision. If she isn’t 
satisfied, then comes the process of bringing out and trying 
on more shoes until she makes her selection. The sales- 
man then wraps up the shoes—sometimes after suggesting 
some additional item, such as an accessory or findings 
or another pair of shoes. 

Note that at no time in the course of this sell-buy process 
has there been any deliberate effort on the salesman’s part 
to “educate” the customer about the shoe and its values. 
From the customer’s standpoint, the shoe fits well, looks 
well, carries a certain price tag—and that’s the extent of 
her shoe “education.” 

This performance is repeated similarly throughout her 
life—somewhere between 200 and 250 times in her life- 


[TURN TO PAGE 233, PLEASE] 





Put Up A Good Front 


THERE are some business areas in some cities and 
towns where the exteriors of stores tell a story of neglect 
—that is—until you enter the store. The exterior may 
need paint, the windows washing, the signs replacing, 
but when you get inside you often find the interior a very 
nice place with large stocks, good lighting, clean quarters 
and pleasant clerks. 

Why this difference? Is it oversight? Perhaps. But the 
oversight, if that’s what it is, drives some customers away. 

Recognizing this fact, a Chamber of Commerce in a 
sizable city recently issued a bulletin to its retail mem- 
bers on this subject. Copy said, 

“Don’t look now—but your dirt is showing. It would 
appear that the lack of interest in merchants keeping 
the fronts of their stores in apple-pie order is an occupa- 
tional disease. Frankly, it doesn’t seem to add up. Much 
money is spent in window display, window washing, adver- 
tising, to get people down to see what you've been telling 
about — and then when they come to see what you've got, 
the first thing that hits them is the dirt in front of your 
store. What a welcome that must be for Mrs. Customer. 

“First reactions are 90 per cent of the sale, whether 
you're selling bandages or bridges. Why start off with 
a handicap of 90 per cent in selling your wares? Do some- 
thing about it today.” 

Isn’t there a great deal of plain common sense in those 
words? Why should a merchant spend lots of money on 
advertising and sales promotion when he hasn’t the store 


[TURN TO PAGE 228, PLEASE] 
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NOW.. 


more than ever before! 


Now it is more important to you than ever to see what the Altschul special features and 
special services will mean to your children’s shoe volume and profits . . . because now 
there are even more spectacular features and services that are waiting to help you sell 
these exclusively designed and quality crafted shoes! 





es =Greatly enlarged in-stock department in addition to the 
125,000 pairs of children’s shoes previously carried 


ae §=Exciting new arch support shoes made over the fabulous 


“NATURE’S OWN” last, our exclusive straight last 


ae =—New cushion-crepe soled shoes with long counters and X-Ray 
steel shanks in the popular brushed leathers 


“ame =A new version of the high-riding 3 eyelet tie in Brown and 
Black grain leathers for boys 


a New girls’ oxfords in popular colors 


ALL MADE OVER THE FAMOUS ALTSCHUL LASTS NOTED FOR OUTSTANDING 
FIt AND APPEARANCE IN UNUSUAL WIDTHS TO EEEE, plus OUR FINE 
SELECTION OF NORMAL CONSTRUCTION FOOTWEAR. 











EF the ee ’ sail EE Rey Se At the Palmer House, 
SEE the Altschul line . . . we'll let the merit and intrinsic value Chicago, Room 755 


of what we consider the finest value in children’s shoes we've National Shoe Fair, 
ever offered speak for itself. Oct. 28 thru Nov. 1 


JULIUS ALTSCHUL, INC. 


117 Grattan Street, Brooklyn 37, New York @ HY 7-4500 





Creators and Manufacturers of “NATURE’S OWN” STRAIGHT LAST FOOTWEAR 
SERVING AMERICA’S RETAILERS FAITHFULLY FOR 58 YEARS 
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Interior of attractive new C. H. Baker Shoe Store, Huntington Park, Calif. 
(Subsidiary of A. S. Beck Shoe Co.) 


want quality chairs 


Style #3265-A. 
Spring seat, cane 
back panel. 






AGAIN ... when it came to chairs, C. H. Baker naturally 
came to Chairmasters. As always they got what they wanted: 
quality chairs that were comfortable yet space-saving, luxu- 
rious yet long-lasting, and . . . surprisingly low priced! 


Whether you have 1 or 100 stores, need a dozen or 1,000 
chairs, you'll find it pays to do business with a shoe store 
specialist — Chairmasters. 


they come fo... 


£2, snails. 


200 East 146th Street * New York 51, N. Y. * CYpress 2-0600 


SPECIALISTS IN SHOE STORE FURNITURE 


——— ee eee eee el 











Please send New Chairmasters 
Catalog to i 
NAME ! 
STREET 
city STATE l 
— a ee oe oe oe oe oe op oe oe od 
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Income and How It 
Influences Shoe Buying 


[CONTINUED FROM PAGE 216] 





spending going toward shoes today is due to other factors. 
First, consumer incomes and spending over the past 15 
years have risen so swiftly and fantastically that it has 
been impossible for shoes and apparel and many other 
consumer commodities to approach the pace of this rise. 

For example, since 1941, consumer expenditures have 
risen about 250 per cent. Expenditures for shoes have 
risen 140 per cent in the same period (and this takes into 
account a 100 per cent rise in shoe prices). Shoes have 
made substantial gains—as good as or better than most 
other apparel lines. 

Point two: shoe prices haven’t risen as rapidly as con- 
sumer incomes and spending. Thus there would be a 
natural drop in the share of the consumer dollar going 
for shoes—even though consumers were buying more pairs 
and paying higher prices than before. 

Point three: About 60 per cent of all shoes in the U. S. 
sell for $6 and under a pair at retail. In 1953, it was 
slightly below 60 per cent, whereas today it’s slightly 
above. But since 1953 we've had an 11 per cent increase 
in over-all consumer spending. This means that while 
consumers have been spending more on all goods and 
services combined (either to buy more of these or in 
paying higher prices), they’ve had to spend no more for 
their shoes. Naturally, on paper the share of the con- 
sumer dollar going for shoes shows a decline. Consumers 
have simply been buying more pairs of shoes without 
having to pay higher prices out of their higher incomes. 

Another stimulating question arises. When people 
earn higher incomes, do they spend more money on shoes? 
And is this spending in the form of higher prices paid 
for better quality shoes—or for more pairs of shoes priced 
in the range they’ve been accustomed to? 

There are no conclusive answers to these questions. 
However, we do have some general knowledge on the 
matter. First, people formerly in lower income brackets, 
and now in higher brackets, will give more of their spend- 
ing to shoes than will people in higher income brackets 
who have risen to still higher income levels. This is 
something natural to expect. Lower income people who 
previously experienced “shoe shortages” tend to buy 
more shoes as their incomes rise. The same applies to 
other basics such as food and apparel. They first fill 
in on “basic” needs and wants. 

On the other hand, the person of previously good in- 
come already had a good supply of shoes, which he could 
afford. A still higher income does not particularly stimu- 
late his purchasing of still more shoes—or of foods and 
apparel, all of which he has had in ample supply with 
his previous income. This person will tend to spend his 
higher income on relative “luxuries” such as a better 
home or car or travel, etc. Luxury goods and services 
always prosper in a high-income economy and suffer in 
a low-income economy. 

More money or purchasing power doesn’t automatically 
mean more consumer buying or more pairs of shoes. This 
increased pairage buying tends to happen more on lower 
and medium income levels, but at some point slows down 
considerably. But at that point something else of im- 
portance takes place: purchase of better grade, higher 
priced shoes. Consumers with higher incomes—after reach- 
ing a certain level of income—tend to move into the next 
higher bracket of shoes. 
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COMFORT CONSTRUCTION 


Nothing sells like comfort...and Bates ‘style concealed roominess 




















across the ball of the foot’’ means comfort that sells and re-sells! 


No wonder retailers find turnover is faster, better with Bates shoes— 


the shoes that are “slipper free where your foot bends.” 


Discover what a comfort BATES Shoes can be for the retailer, too. 
We'll be glad to furnish more details at the CHICAGO SHOW 


—or write us today. 
goer? 
<@ 
i §G } BATES SHOE COMPANY - Webster, Massachusetts 
ae Manufacturers of PHI BATES + BATES ORIGINALS + FLOATERS + J-Vs for boys 
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6 Pinchos 


asks 


e ARE MATERIAL PRICES HIGHER? YES! 
e ARE LABOR PRICES HIGHER? YES! 


e ARE MEDWED'S 
PRICES HIGHER? NO! 


Maybe I'm crazy but I'm not going 
to raise my prices till I've tried 
@ everything else. Because of 


technological advances, 
| can make more shoes at lower production costs 
... and that helps me hold my price lines which 
I'll do as long as possible. 






















No shoes, no boots, | just make CAMP 
MOCCASINS in every type, for every age, rdf 
for every pocketbook, to retail for $2.98 to $6.98... AN 


CATERING TO VOLUME TRADE ONLY 





Drop in and get your juicy 
Maine Red Mcintosh Apple 


PALMER HOUSE 


Rooms 966W-967W 








MEDWED FOOTWEAR CO. 


FACTORIES: Skowhegan, Maine and Madison, Maine. Boston Office: 179 Lincoln Street. 
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Esquire-ing reporter 


asks Sid Caesar... 









% 


Greatest TV-Print campaign ever launched for ANY shoe 
polish including even Esquire! Top TV show on top Network — 
plus big ads in LIFE, LOOK, THIS WEEK, PARADE, GOOD 
HOUSEKEEPING and PARENTS’. Stand by for PROFIT as 
Caesar goes to bat and the magazines go to press! bi : é ae SQUIRE 


NATIONAL SHOE FAIR, BOOTH 70, PALMER HOUSE 


ESQUIRE shoe te 


sponsors Caesar’s Hour” 


Starring Sid Caesar - NBC-TV - Saturday 9 to 10 p.m., e.s. t. 
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Yyceaese 


YOUR "OFF-WEATHER" SALES 










e LIGHTWEIGHT 


e ONE PIECE MOLDED 
CONSTRUCTION 


e SMARTLY STYLED 


MEN’S CLOG 
#C-101 
Full sizes 6 through 12 in black or brown. Durable long- 
wearing with rolled sole. Lightweight and easy to slip 


i on and off. Packed 24 to the case, 
€ >) individually boxed. Weight 25 Ibs. 








LADIES FLAT 
#L-933 






One piece, molded, ladies’ boot—lasted to fit a wide 
assortment of shoe styles. Closes with removable elastic 
loop, button type studs. Five sizes: Petite, Small, 
Medium, Large and X-Large. Individually boxed— 
packed 24 to the case. Weight 22 lbs. 






PLASTI INDUSTRIES, INC. 
WINONA, MINNESOTA 
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Shoe Spending 
In the United States 
[CONTINUED FROM PAGE 207] 


can deliver answers or guides that will 
prove helpful to every shoe merchant. 

Now, the tables spread across these 
two pages (and continued in the back 
pages of this issue) offer the shoe 
retailer (as well as the manufacturer) 
a new and valuable “sales planning” 
tool. First, let’s explain what it is. 
Then we'll show how the average shoe 
retailer can make it work for him. 

A list of 166 standard metropolitan 
county areas has been selected, Each 
of these areas, to qualify, must have at 
least one city with a population of 
50,000 or more. The metropolitan area 
may have one or more counties, along 
with outlying towns and suburban 
areas, from which it draws its busi- 
ness. Altogether, these 166 metropoli- 
tan areas on our list account for 66 
per cent of all the retail sales in the 
country. 

In addition, a further list of 94 
“potential” metropolitan areas have 
been selected (see table in back pages 
of this issue). These 94 areas, to 
qualify, must have a population of 
over 35,000 but under 50,000. They 
are called “potential” metropolitan 
areas because they’re growing up to 
the point where one day soon they 
may be included in the major list 
where a 50,000 population is required. 
These 94 metropolitan areas now ac- 
count for six per cent of the nation’s 
retail sales, 

Therefore, these 260 metropolitan 
areas combined account for 72 per 
cent of the nation’s retail sales. This 
means that approximately 72 per cent 
of all the shoes sold at retail are sold 
in these 260 metropolitan areas. 

Now, look at the table giving the 166 
metropolitan county areas. Each area 
is listed alphabetically. Now look at 
the four columns of figures to the right 
of the listed areas. At the extreme 
right is an estimate of 1957 retail 
shoe sales in pairs. In the third 
column is an estimate of 1957 retail 
shoe sales in dollars. We thus have a 
good idea of what the consumers in 
each of these metropolitan areas will 
spend for shoes in 1957, and how many 
pairs they’ll buy. 

Let’s now take a look at columns 1 
and 2. The first is called “Buying 
Power Index.” This is actually a mea- 
sure of purchasing or buying power 
for the people in this area. For 
example, the Boston metropolitan area 
has a Buying Power Index of two per 
cent. This means that this area ac- 
counts for two per cent of the nation’s 
purchasing power and consumer spend- 
ing. The Denver area has a Buying 
Power Index of slightly below one- 
half of one per cent, which means 
that this metropolitan area accounts 
for one-half of one per cent of the 
nation’s consumer spending or pur- 
chasing power. Buying Power Index 
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is a measure of quantity of purchasing 
power. 

In the next column is the Quality 
Index. This measures the quality of 
the spending or purchasing power. 
For example, one area may have a 
greater population than another, but 
will have a lower Quality Index. The 
more prosperous an area—such as the 
level of personal incomes—usually the 
higher the Quality Index. It means that 
in such areas, for example, people 
might tend to buy better quality shoes. 
Thus the per capita spending for shoes 
may be higher here—even though it 
doesn’t necessarily mean that they’d 
buy more pairs. Care has to be taken 
with this index. For example, a shoe 
promotion campaign directed to a high- 
quality area might fail to bring volume 
returns because of a smaller popula- 
tion. Quality and quantity must be 
tied together for the best potential 
results. 


Putting The System To Work 


Now, let’s show how the “system” 
can be put to work for a shoe retailer 
on a local basis. Let’s take Akron, 
Ohio, as our sample metropolitan area. 
The area has a total population of 
460,000 consisting of 138,000 families. 
Of the area’s 460,000 total population, 
397,000 live in or immediately around 
the city. All these 460,000 people have 
a total buying income of about $860 
millions (about one-third of one per 
cent of the nation’s total). Average 
per capita income is $1,900; average 
family income is $6,300. (Note any 
shoe retailer can obtain these basic 
figures for his own area from local 
officials such as city hall.) 

All right, we now know the number 
of prospective customers, where they’re 
situated, how much they earn and how 
much they spend, 

Now let’s turn to our shoe table. We 
find that the people in the Akron 
metropolitan area in 1957 will buy 
1,797,580 pairs of shoes for a total 
retail value of $10,785,480. That means 
that average per capita pairage sales 
will amount to 3.9 pairs (above the 
national average of 3.5 pairs), and 
that per capita spending for shoes in 
this area for 1957 will amount to 
$23.45, a better-than-average figure. 
Also note that the Quality Index for 
Akron is 112, or 12 per cent above the 
national average. Thus the people of 
Akron will buy, or at least are finan- 
cially equipped to buy, shoes at above- 
average prices, 

Now, as to the Buying Power Index 
column, forget this figure when you’re 
calculating on a local basis only. It 
simply gives you an idea of your own 
area’s percentage of the nation’s total 
buying power. 

All right, let’s say our sample re- 
tailer operates a shoe store in the busi- 
ness heart of Akron. He will have sold 
80,000 pairs of shoes in 1956. He thus 
accounts for 1.7 per cent of the unit 
shoe sales in the entire Akron metro- 
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Let's Talk About 
YOU and YOUR FUTURE 
With 





JUVENILE SHOES 


The growing emphasis which parents are placing on 
quality and personalized service makes the role of the 
merchant increasingly important in shoe selling. The 
reputation you enjoy for integrity and conscientious fit- 
ting and the Quality of the shoes you sell are far more 
important to American parents than any run-of-the-mill 
branded line no matter how extensively promoted. 


Let us show you how to capitalize on your greatest asset, 


YOUR OWN GOOD NAME. 


Genuine Goodyear Welts 
and Puritan Welts 


to retail 


$4.50 to $7.50 





Visit With EPHRATA 


JOE MESSNER BILL KOUNS 
AL ROZIER WALT PALMER 


NATIONAL SHOE FAIR 
PALMER HOUSE 
ROOM 700 and 799 








SHOE COMPANY 
EPHRATA PENNSYLVANIA 
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SEE YOU IN CHICAGO... 











Fourth floor 
Exhibition Hall 

Palmer House, 

Booth 82... 

that’s where you'll find 
the greatest line of 
*NON-SEALED finish 
wood shoetrees 

in America. 


* 

ONLY NON-SEALED 
WOOD CAN ABSORB 
MOISTURE AND ACID... 


(ONE OF A SHOETREE’S MOST IMPORTANT JOBS) 


ROCHESTER SHOE TREE CO., INC. 
60 CUMBERLAND ST., ROCHESTER, N. Y. 
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Environment and How It 
Influences Shoe Buying 
[CONTINUED FROM PAGE 113] 


Midwest. Closed pumps may be popular in the Mid- 
Atlantic area but fail to sell in the Pacific states. 

Every shoeman, whether manufacturer or retailer, 
knows this as a common fact. But the cause of this 
common fact is rarely specified as behind “environ- 
mental.” Environment —the regional differences in 
tastes and buying habits—plays an important role in 
apparel and shoe buying. However, it’s not enough 
that the merchant claims to know what his customers 
want, but also why they want what they want. 

We can say glibly that consumer tastes in the U. S. 
are becoming more homogeneous or blended into a 
single pattern as a result of television, transportation, 
radio, magazines, etc. The realistic fact still remains, 
however, that the consumers of Boston, Chicago, Atlanta 
and San Francisco still have different tastes than those 
in small towns or semi-rural communities. We are still 
no closer today to achieving a “one-taste” nation than 
we are to achieving a one-government world. 

Regional cultures create differences in consumer ap- 
parel tastes and wants. Also, further differences are 
created by the type and level and frequency of social 
and other activities of the people within communities. 
There are far fewer day-to-day dress-up requirements 
in a small town than in a big city. This certainly has 
its ultimate effect upon the types of shoes bought and 
the number of pairs of shoes required and bought by 
the average person active in the life of these com- 
munities. 

It’s not as easy to pinpoint the effect of environ- 
mental factors of shoe business as it is, say, of popula- 
tion or income. Environmental factors are somewhat less 
tangible, can’t be nailed down as concretely as numbers 
of people or money earned and spent by people. Never- 
theless, environment plays an influential role in shoe 
business. For this reason it can’t be by-passed or 
brushed off simply because it’s something less tangible. 
Every shoe merchant, to operate profitably, must know 
his market—the consumer tastes, wants and buying 
habits of the local people which comprise his market. 
He cannot fully know his market, nor extract all its 
potentials, unless he knows all the environmental fac- 
tors which give his market its own distinctive char- 
acteristics. 





It was high fashion in the 1640s for men of the French 
court to wear high-heeled shoes, similar to today’s cuban 
heels for women. These were built up with cork, and al- 
though the run-of-the-mill courtier generally preferred gray 
or brown leather models with red heels and a red-edged 
sole, King Louis XIV himself preferred to have his heels 
embellished with miniature paintings. One famous pair 
was decorated with scenes depicting his victorious Rhenish 
battles by no less an artist than the famous Van der 
Meulen. Other such shoes were decorated with more 
general subjects such as love scenes and flowers. 
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politan area. Let’s say his average re- 
tail selling price came to $10 a pair. 
His gross dollar sales would be 
$300,000, or 2.8 per cent of metropoli- 
tan Akron’s total dollar shoe sales. 

He now has a couple of invaluable 
tools to work with. First, he knows 
what share of the total local market’s 
pairage sales he’s getting. He also 
knows his share of the total dollar 
shoe sales. If he maintains a record 
of these figures over several years— 
he now for the first time has a fairly 
accurate idea of (1) his share of the 
local shoe market; (2) whether his 
share of the market is increasing, de- 
creasing or remaining static in terms 
of both pairage and dollar sales. For 
the first time he has a sales progress 
report, 

The sales progress report maintained 
by almost all retailers is merely a 
comparison of their own figures—one 
year’s sales and compared with the 
next. This can be somewhat deceptive. 
For example, let’s say a retailer’s sales 
in 1956 rise two per cent over 1955. He 
may consider this a satisfactory gain. 
But what he may not know is that re- 
tail shoe sales in his metropolitan area 
increased four per cent. Thus his own 
two per cent increase was only half of 
the shoe sale increase for his area as 
a whole—and thus his own two per 
cent gain wasn’t as satisfactory as he 
thought it to be. 

Let’s take another view. Our Akron 
retailer accounts for 1.7 per cent of 
the area’s unit shoe sales, but 2.8 per 
cent of the dollar sales. The difference 
is due to his average selling price of 
$10 a pair, which is above the national 
average of $6 a pair for all shoes 
combined. 


He now considers “expanding” his 
market by adding some lower priced 
lines in an effort to build his unit vol- 
ume; that is, to get a larger percent- 
age of the total pairage than his 
present 1.7 per cent, But now he can 
give this matter consideration on a 
more “scientific” basis, because he 
knows how he stands on unit pairage 
sales relative to the area’s total unit 
sales percentage. Without this, he’d 
only be making a stab in the dark. 

Every efficient merchant tries to 
plan a sales budget for the forthcoming 
year, Much of his buying and inventory 
planning is based on this budget. But 
how, really, do you budget? One re- 
tailer may figure a one per cent in- 
crease in sales because that has been 
the rate of his gains annually in re- 
cent years. He figures it will continue. 
He may also try to account for “gen- 
eral business outlook” in his planning. 

That system is all right, of course. 
But the retailer still is calculating on 
a “personal” basis rather than an over- 
all market-potential basis. He is mea- 
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One of the reasons women like our 












is because BAINFLEX Innersoles 


make their feet feel ‘at home” 
in Fiancees as soon as 


they start to wear them. 
Says — 
GEORGE ALBAN 


Of CLARK SHOE CO. 
AUBURN, MAINE 


PANAMA - HI 

STYLED BY CLARK 

USING BAINFLEX 
INNERSOLES 


FIANCEES 


WILL BE ON DISPLAY 


NATIONAL SHOE FAIR 
AT THE 


CONRAD-HILTON 
NEW WILLIFORD BALLROOM 


We like George Alban’s way of describing that 
cool, comfortable “feel” that Bainflex Innersoles give 
to shoes. That exceptional zest and life the foot expe- 
riences when walking on a Bainflex Innersole is more 
than mere flexibility . .. it’s the combination of light- 
ness, resiliency, porosity AND FLEXIBILITY achieved 
by the exclusive Bainflex process. 


THIS IS THE SOLE YOU'VE BEEN LOOKING FOR 


Not an ordinary combination of fibers and binder... 
floppy as a rubber band... nor stiffened like a starched 
collar. Bainflex innersoles have body and cushion that 
makes the foot feel good “all over” — not just easy to flex. 


Bainflex processing makes the difference... using a 
scientific formula to produce an innersole of outstanding 
quality. Proved by use in hundreds of thousands of 
pairs BAINFLEX is the “hidden value” that means im- 
mediate satisfaction and repeat sales at the fitting stool. 


Give your new spring styles 
added sales appeal with 
LEATHER FIBER 


Bainflex 


INNERSOLES 


PORATION 19 CHESTNUT STREET, CAMBRIDGE, MASS. 
a” TEL, TR 6-723) 
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MID-STATES SHOE CO. miiwoukee 12, Wisconsin 
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THE HOUSE OF 
CROSBY SQUARE 


AIRFILM 


IDEAL SHOE 
MFG. CO. 


BLACK DAAWK, 
romeo 


io) 
‘e1 


ay 


bs 


VN 
CLAStMatES 


Tusa. Posturs Shoes. 


SS 
Plestvall Met 
Cehuthantic Fashions 


Don't fail to visit Suite 1048W-49W-50W-51W- 
52W-53W —at the Palmer House during the 
Shoe Fair — headquarters for the increasingly 
popular lines of Mid-States Shoes, Make your selec- 
tion there, and plan for increased profits in 1957, 
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Put Up a Good Front 
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front and exterior premises which back up the successful 
“tone” of his advertising? Better to cut the ad budget for 
one year, spend some of the money improving the front 
and then resume the ad budget 100 per cent the following 
year. 

Many merchants who rent a building simply refuse to 
paint the front, saying this is the landlord’s job. The land- 
lord may be stubborn and not do it, and so the front 
deteriorates. Fifty dollars worth of paint, $50 worth of 
labor, plus new awnings will give your customers and 
yourself a real “lift.” It’s worth the money many times 
over. 

Perhaps it is because the merchant spends so much 
time inside his store that he forgets to watch the exterior. 
But insofar as the elements are concerned, a store front 
really takes punishment from hot sun, bitter cold, rain, 
snow, winds and dust. A _ store’s face needs attention 
just as does the human face. 








Your Public Relations 


SUCCESS in the shoe business is dependent on many 
things — competitive prices, good location, popular styles, 
customer confidence in your quality shoes, and . . . public 
opinion. Of all of these elements of successful manage- 
ment, the most indefinite and the most difficult to analyze 
is public opinion. 

Research organizations and public relations counsels 
will conduct public opinion surveys for a retailer. For 
the average size community, however, the cost of such a 
survey would be well over one thousand dollars . . 
larger cities and shopping areas would run into five figures 
for a complete survey of what the public thinks of your 
shoe store. 

This public opinion survey expense can be charged off 
as an expense of doing business. But, the returns — tan- 
gtible returns — will be much harder to measure than a 
similar expenditure for regular advertising. 

Here is an inexpensive way to determine to a certain 
degree how you stand public relations wise in your own 
community. Check each of these self-analysis questions 
that you can honestly answer “yes”; multiply the num- 
ber of checks by ten; and you will have your Public 
Relations Score in your trading area. 

Do you belong to and actively participate in at 

least one loca] organization? (Church, lodge, ser- 

vice club.) 

-——— Have you or has any employe of your store given 
a talk before some local group during the last year? 

——Do you know the “nickname” your employes and 

other people in the community have for you? 

Do you call all of your employes by their first 

names? 

———Do you pay salaries that are equal to or better 

than the local wage scale? 

Do you know the names of all the supplier sales- 

men who call on you? 

———Do you know your local newspaper publisher or 

editor personally? 

Do you keep your newspaper informed of your 

personal and business activities that are news- 

worthy? 

Has some news item about your store or your fam- 

ily been published during the last month? 
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Do all of your customers know your business poli- 
cies on deliveries, returns, credit, adjustments, and 
any special services you offer? 

If there are some questions on this self-analysis quiz 
that cannot be answered either “yes” or “no” it will 
indicate that some personal investigation is necessary. 
On the points that were answered “no” there is an indi- 
cation that something should be done to improve this 
phase of your public relations program. 

Three of the most important phases of this quiz have 
to do with talks before civic groups, personal printed 
publicity, and employe relations. If these three parts of 
your public relations program are functioning properly, 
you will be able to accomplish the other parts quickly and 
easily. 

Here are some suggestions on these three essential parts 
of a good public relations program: 


Give Talks Before Groups 


Many shoe retailers balk on this point. It may be a 
fear of large groups, a feeling of not having anything 
new to say, or a lack of skill in putting words together 
for an inspiring and informative talk. 

Actually, it is not necessary to be a regular spell-binder. 
In most talks the idea is far more important than the 
words used . . . audiences will forget the words, but they 
will remember the idea and the speaker. Most shoe retail- 
ers have plenty of ideas that other people will be glad 
to hear about. 

For instance, an interesting talk could be developed on 
unusual sales of shoes you have made. On this type of 
talk, care must be used to hide the name so the listeners 
cannot identify the individual in the case, and, of course 
the real name will not be used unfavorably. 

Another talk that would be interesting to almost any 
group would be on the history of footwear. A few minutes 
thought on this subject will bring to mind many connec- 
tions of shoes with history. 

Or, if you want to leave your shoe business at the 
store, there are plenty of other interesting subjects. Giv- 
ing a talk about some “pet” subject — hunting, fishing, 
travel, stamp collecting, antiques, or any other subject — 
should be easy for a retailer who is sincerely interested 
in the topic. 

Then, too, there are local fund raising campaigns and 
political activities that give a merchant an opportunity 
to improve his local public relations program through 
giving talks before groups of local people. 

Shoe retailers with progressive public relations pro- 
grams are frequently called on to talk before their state 
or national group or association. For these talks the 
merchant may want to hire a ghost writer who is 
acquainted with the shoe business to prepare his speech, 
but the practice and the skill developed in delivering 
these talks before small local groups will stand the 
retailer in good stead for the big occasion. 


Take an Interest in Employe Problems 


Public relations begins at home, The way your own 
employes think and talk about you will have a definite 
bearing on what the public at large thinks about your 
store. By developing a friendly spirit of cooperation in 
the store, a shoe retailer can improve his local public 
relations a great deal. 

For instance, many people get their first impression 
of your store when they respond to some advertised 
special. A shoe salesman who is not happy with his job, 

[TURN TO PAGE 231, PLEASE] 


October 15, 1956 





BOYS ° GIRLS ° INFANTS 


4 Great Lines 
from 
I Fine Source 


Budget shoes for infants, 
children, growing boys and girls 








Scientifically built for infants, 
children, growing boys and girls 


{0 STRAIT-STEP 
0 


0) WALKING 
SHOES 

The greatest improvement in 

first-walking shoes 





Styles they'll love in sizes 
and widths to fit them all 

in top quality... 
PENNSYLVANIA-MADE SHOES 


SEE THEM 

ROOM 840 (ironat shor ran 
W. L. Kreider’s Sons 
Manufacturing Co., Inc. 


PALMYRA, PENNSYLVANIA 
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Style 2780 F 
Perfectly mated 

to MILWAUKEE'S 
distinguished chairs 
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Style 2810 UL 
Supremely comfortable, 
durably built to retain its 


elegant beauty 
through the yeors 


Income and How It 
Influences Shoe Buying 


[CONTINUED FROM PAGE 220] 


Again, the presence of high employment, incomes and 
purchasing power doesn’t automatically translate into 
increased purchases of goods such as shoes. Consumers 
are subject to psychological forces that can cause a shift 
in buying to saving. This happened in 195] and again 
in 1954. Though consumer incomes were healthy, a much 
greater amount of their incomes weni into savings as a 
result of some uncertainty as to the economic outlook. 
“Nest egg psychology” took over until confidence re- 
turned, and spending again took a sharp upturn. Note 
that 1951 and 1954 both fell below sales expectations 
for the shoe industry. 

For shoemen, what's the significance of all this? For 
one thing, it means that the average merchant’s optimistic 
comment, “They’ve got it to spend,” isn’t necessarily fol- 
lowed by the fact that consumers will spend it. The exist- 
ence of high purchasing power doesn’t automatically 
translate itself into greater sales of shoes. We've already 
illustrated that in several ways. 

As a rule, shoemen and other merchants can view a 
sound economy and good incomes as a healthy sign in 
terms of tendency for consumers to buy their goods. How- 
ever, the merchant musn’t accept this idea whole-hog. 
As we've seen, the motivation of high incomes into actual 
spending for shoes is influenced by a variety of other 
factors. 

If the shoe merchant makes the effort to analyze income 
trends in his locality, and to understand the different 





Shoe selling success and MILWAUKEE furniture 
go hand-in-hand. Modern selling calls for 
the best in modern design, and MILWAUKEE 

delivers the best in refreshing style, 
peerless construction and the kind of 
comfort that encourages shoe buying. You 
get the best store furniture creations 
from MILWAUKEE—and it COSTS NO MORE... 


WRITE FOR OUR ILLUSTRATED BROCHURE 


MILWAUKEE CHAIR COMPANY 


MILWAUKEE 456, WISCONSIN 


factors that translate incomes into actual shoe spending, 
he can do his sales and inventory planning on a much 
sounder basis. 


Why They Will Go to the Fair 


[CONTINUED FROM PAGE 195] 

“Where else can you talk to as many successful retail- 
ers and manufacturers and get your thoughts cleared 
away on economic conditions, production, raw commodity 
prices, and other necessary matters?” 

A large segment of the shoe industry knows and ap- 
lauds the kind of an operation that George B. Hess runs 
in Baltimore. “About the shoe fair,” Mr. Hess said, “we 
wouldn’t miss it under any circumstances. 

“Six of us from Hess Shoes make the pilgrimage annu- 
ally and, believe me, the trip pays off. We find the oppor- 
tunity invaluable to compare merchandise in different 
price categories. We always come back to Baltimore with 
new items that help to highlight our offerings for men, 
women and children. We also return with a clear-cut 
picture of what to expect during the important spring 
and summer season. The trip to Chicago is worth every 
penny of the monetary outlay and the time we spend.” 

William T. Lewis, reporting from Tucson, Ariz., said 
that he and his people at the Lewis Shoe Salon think 
“every forward-looking merchant should attend the 
National Shoe Fair. 

“Tt’s the one chance a year to see most any line of 
shoes manufactured in America—all on display in the 
same city. 

“It gives the smart merchant a chance to see what his 
competitor lines are apt to do or are doing in the next 
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season or two. The various clinics, lectures and other 
features should be important to every merchant, especially 
the small town retailer.” 

You could describe the Fair best by saying it is “a great 
asset to the shoe industry,” said Clovis P. Saunders of 
Saunders & Company in Kansas City, Mo. 

“It is the one convention each year that everyone inter- 
ested in the shoe business, whether he be an owner, a 
buyer, or an assistant, should attend when possible. 

“The Shoe Fair is the showcase for the industry. It 
is the one occasion when, in addition to placing orders, 
a merchant can shop and compare all lines in which he 
is interested. He can compare notes with fellow mer- 
chants—renew acquaintances—and check on almost any 
information he desires for the good of his business. 

“I have attended every Shoe Fair since becoming a 
buyer and that is too many years to remember—and I 
wouldn’t think of missing one.” 

Travelling back to the East coast one finds L. J. Horan, 
Sr., chairman of the J. & J. Slater and Hanan & Son, Inc.. 
in New York as solidly behind the Fair as any of his 
friends in the West or South. 

“The National Shoe Fair is of great benefit to both mer- 
chants and buyers. It enables those in the shoe industry 
to get constructive ideas of value in running their busi- 
ness and at the same time to see complete displays of 
shoe lines. Down through the years our people at J. & J. 
Slater and Hanan have gained vast knowledge and have 
never failed to come away with helpful approaches to 
footwear trends and needs. We feel the National Shoe Fair 
is a great stimulant to the members of the industry.” 

Finally, from the great shoe city of St. Louis, Mo., comes 
Marcus Rice, divisional merchandise manager of Famous- 
Rarr Co., which operates under the May Department 





Stores Company banner. 

“The value of the National Shoe Fair to us is chiefly 
as an opportunity for research where competing lines of 
merchandise may be examined by our buyers. Also, it 
gives us a chance to personally discuss our problems with 
the heads of various factories with whom we do the 
major portion of our business. 

“As a matter of fact, we send twelve to fifteen buyers 
and assistants from our own store to the National Shoe 
Fair every year, which is a clear indication of our belief 
in the opportunities it affords.” 





Your Public Relations 


[ CONTINUED FROM PAGE 229] 


is not proud of his store, is not pleased with the way 
his boss handles his personnel problems will tell customers 
about it. These people will talk to their neighbors . . 
and the more times the story is told the more it loses its 
original tone and truth. This type of talk spreading about 
your shoe store can do as much damage as a fire in a 
high wind. 

One of the questions on the quiz, “Do you know the 
‘nickname’ your employes have for you?” is most reveal- 
ing. If you do know the “nickname” your employes have 
for you, chances are it is not “Moneybags,” “Simon 
Legree,” or “Scrooge.” However, if you do not know your 
nickname, it is possible that this part of your public rela- 
tions program needs something done to build it up. 

Most public relations-minded retailers realize that em- 
ployee relations are a vital part of their over all program 
to build confidence in your shoe store. Spending a little 
time in getting better acquainted with your employes and 
[TURN TO PAGE 234, PLEASE| 
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See These 2 Fine Italian Lines 





at the NATIONAL SHOE FAIR 


PALMER HOUSE * ROOM 635 ¢ 








Calzaturificio Verbano 
Italy’s Finest Men’s Shoes 





Verbano Shoes: A luxury line of excellent Italian 
shoes for the most discriminating man. Finest 
material, excellent Italian style, beautiful hand- 
craftsmanship and precision fit in American 
sizes and widths make Verbano Shoes the most 
distinctive line of men’s shoes on the American 


Calzaturificio Fratelli Martini 
di A. G. Fratelli Rossi 


Italy’s Largest 
Shoe Manufacturer 






Martini—Rossi Shoes: A long line of high-grade 
men’s shoes designed expressly for the American 
market and made over lasts graded to American 
sizes and widths. Introduced last February this 
line has received immediate and complete accept- 
ance by leading stores and departments coast to 
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Product Appeal and Its 
Influence on Shoe Buying 
[CONTINUED FROM PAGE 114] 


fit and feel of the shoe as well as in its 
appearance. It is also the brand-name 
reputation of the shoe, and the reputa- 
tion of the company and store behind it. 
It is all the highly-paid creative talent 
that goes into the design of the shoe. 
It is all the careful planning that has 
gone into the shoe to make certain it is 
fashion-right in terms of colors, tex- 
tures, style, and thus gives assurance 
to the customer that she is in perfect 
fashion step with the season. 

Yes, product appeal is a combination 
of many things. But face up to reali- 
ties, How many of these special product 
appeals do the average retailer and his 
salespeople actually use in the merchan- 
dising-sales presentation? Very little. 
In short, much of the innate merchan- 
dising fire-power is withheld—and much 
of the inherent product appeal is lost, 
both to the customer and to the store. 

The marketing analysts tell us that 
action displays draw much more atten- 
tion than do stationary displays. They 
also tell us that when any product is 
“romanced” to the consumer, the latter 
responds much faster in terms of buy- 
ing. 

Well, selling the shoe’s “product ap- 
peals” is simply a matter of romancing 
all the inherent qualities of the shoe. In 
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other words, dramatizing the shoe for 
the customer, whether it’s done via local 
ads, or window displays, or the person- 
alized service of the salesman, or a 
combination of all means. Every shoe- 
man realizes that a pair of shoes is a 
lot more than something to keep the 
feet protected against the pavement. 
Nevertheless, a lot of shoes are sold 
in that manner—a utility item with a 
price tag on it. 

If you stop to think of it, the con- 
sumer asks a great deal of a pair of 
shoes. She asks that it look smart, that 
it fit well and feel well, that it keep 
her feet comfortable and healthy, that 
it convey an appearance of quality, that 
it fashion-coordinate with her costume 
and with the special occasion for which 
she wears it. And also, that all of these 
things be delivered at a price she’s 
willing to pay. She’s looking for far 
more than a mere foot-covering. 

Thus, a shoe’s natural built-in fea- 
tures, created to fit all these customer 
demands, can be converted into indi- 
vidual selling points. The product’s 
points of appeal which shoemen take 
for granted, can be dramatized so that 
the customer believes (and with justifi- 
cation) that she’s getting a lot more 
than she expected or than she’s paying 
for. If shoemen bewail the fact that 
consumers often are unappreciative of 
shoe “values,” then the root of the 
trouble usually lies with the shoemen 
themselves. Failure to dramatize the 


product and all its special appeals is 
the root of the problem. 

An individual store or the industry 
as a whole can sell a lot more shoes by 
more effective merchandising and sell- 
ing of product appeals. Consider all 
the technical experience and care that 
go into developing shoe leathers and 
fabrics of appealing colors, textures, de- 
signs and performance values. Consider 
the technical know-how that goes into 
assembling and fabricating a pair of 
shoes. Consider the creative talent go- 
ing into the design of shoes. Consider 
the costly research going into the count- 
less components of shoes to make a 
shoe look better, feel better, wear bet- 
ter. Consider the millions of dollars 
spent to acquaint the public with shoe 
brand names in the hope that consum- 
ers will take a closer look and buy. 

How much of this is conveyed to the 
consumer at the retail level? So much 
of it never reaches the mainstream of 
the store’s merchandising-sales efforts. 
So much of it is reduced to the hack- 
neyed sales comments at the fitting 
stool: It looks nice on your foot. . 
How does it feel? ... It’s a nice fit... 
The shoe is priced right .. . It’s a good 
quality shoe. This is frequently what 
we've resigned ourselves to calling 
“selling.” 

Something should now become clearly 
apparent: There’s a lot more to a pair 
of shoes than what’s being sold by the 
average store or salesman. The average 
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store or salesman is using only a small 
portion of the potential “sell power” 
contained in a pair of shoes. 

Customers buy any article, shoes in- 
cluded, primarily on the basis of prod- 
uct appeal. The stronger the appeals, 
the greater the buying. There is much 
to dramatize and glorify in a pair of 
shoes. There are countles ways by which 
it may be done. Each store or salesman 
can devise his own methods. It requires 
only the get up and go. Tens of millions 
of dollars in creative talent, know-how 
and labor are put into the shoes you 
sell—into giving the product a variety 
of sales appeals. If the most are made 
of these built-in appeals, then the most 
profitable results will stem from the 
store’s merchandising and sales pro- 
gram for 1957. 





Shoe Fair Program 
[CONTINUED FROM PAGE 199] 


No merchant need hesitate to discuss 
his most intimate business problems 
with members of the staff. All confer- 
ences are confidential “across-the-table” 
type of consultations. Retailers baffled 
by low profits and high selling costs 
are invited to talk shop. 

The four business specialists who will 
be available for consultation during the 
Fair are: James R. Hawkinson, profes- 
sor of Marketing, who has been con- 
nected with sales and marketing for a 


number of years and launched the ini- 
tial “Store Management-Expense Con- 
trol Clinic” for the National Shoe Fair; 
Lynn H. Stockman who for two years, 
conducted courses at Northwestern 
University on creative selling of shoes; 
Ralph L. Westfall, associate professor 
of Marketing, identified with many 
phases of business management and 
retailing, and Richard M. Clewett, 
chairman, department of Marketing, 
who served for a number of years as 
member of the “Store Management-Ex- 
pense Control Clinic” for the Shoe Fair. 

To conserve the time of retailers and 
members of the clinic staff, appoint- 
ments may be made in advance or, upon 
arrival at the Fair, with the registrar 
in attendance. 

Members of the clinic staff have pre- 
pared a_ confidential merchandising 
statement listing the information re- 
quired for an accurate individual analy- 
sis of store operations. 

The clinic schedule is as follows: 
Monday and Tuesday, October 29 and 
30, from 9:30 A.M. to 12 noon and 2 
P.M. to 4:30 P.M. Wednesday, October 
31, from 9:30 A.M. to 12 noon. 

Retailers desiring to make appoint- 
ments in advance, or wishing a copy of 
the confidential merchandising state- 
ment, should write to the office of the 
National Shoe Fair, 953W Palmer 


Shoe Merchandising 
And Selling 


[CONTINUED FROM PAGE 218] 


time. During that lifetime she will have 
spent about 150 hours—almost 20 full 
eight-hour days—in shoe stores. And 
in all that time she has probably not 
had one half-hour of educational infor- 
mation delivered to her on shoes and 
shoe values. Multiply this by the num- 
ber of shoe salesmen and shoe stores, 
and by the number of consumers and 
their total visits to shoe stores—and the 
figures take on astronomical propor- 
tions. In short, we end up with millions 
of hours of time spent between salesmen 
and customers, and almost none of that 
time devoted to “educating” the cus- 
tomer on shoe values. Seen in this light, 
this loss of educational opportunity be- 
comes truly staggering. 

And therein lies a tremendous oppor- 
tunity for the individual shoe store and 
its sales personnel to make an educa- 
tional contribution to the shoe-buying 
public. While this may be termed a 
public service, it really ends up as a 
store service. And every service render- 
ed by the store helps to make a more 
loyal, more appreciative customer. In 
short, it’s education with a cash pay- 
off for the store. 

What do we mean by customer educa- 

[TURN TO PAGE 237, PLEASE] 
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You’ve seen our ALLIGATOR 
and STAR MIST boots! 


NOW 


come see the 
other exciting 
women’s 
plastic boots 
we've added 
to our line! 
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NEVER BEFORE 
SUCH EXCITEMENT IN 


PLASTIC BOOTS... 
e NEW, NEW HIGH-FASHION STYLES 
e NEW, NEW UNUSUAL TEXTURES 
e NEW, NEW COLORS 


SEE THEM ALL AT THE 
CHICAGO SHOE SHOW 


RAINIJOYS 
BOOTH 51 PALMER HOUSE 


Sole Selling Agent: RICHARD GORDON CORP. 
303 Fifth Avenue, New York 16, N.Y. 


Orders to: PLASTIMOLD INC. 
303 Fifth Avenue, New York 16, N.Y. 


*trade-mark 
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Your Public Relations 


[CONTINUED FROM PAGE 23]] 


their problems will build a spirit of teamwork that will 
pay off in more profits for you. 


Get Personal Publicity 


As a general rule, the public at large does not like 
a publicity grabber. However, they do like to know what 
other people in the community are doing and will read 
the legitimate news stories about local businessmen. 

Publicity, to be most effective, must be favorable. A 
newspaper story about the convention activities of a shoe 
retailer might or might not be good public relations. A 
stunt designed to get publicity for a store that is in good 
taste, has news value, and is interesting will be a sure 
hit for space in your local newspaper. 

Some representative of your local newspaper will call 
on you for advertising. During these talks about future 
advertising plans, there is always an opportunity to plant 
the idea about something you have done that is inter- 
esting to the reading public. 

Newspapers are published to serve the needs of their 
subscribers. They want advertising . . . they want news 

.. and a shoe retailer is able to supply both . . . to the 
mutual advantage of the shoe store and to the newspaper. 

Shoe retailers who have discovered that their public 
relations score is below average can improve their local 
public opinion by: (1) giving talks, (2) taking an inter- 
terest in employe problems, and (3) getting personal 
publicity. 


Window Wisdom 


WHETHER you have a store with an average type win- 
dow display area, or a visual front store with an up-front 
ledge display space, there is a technique to filling that 
space with attractive merchandise which will make cus- 
tomers look once, twice and perhaps buy. 

The fact that people like to look into windows is easily 
proved during busy days or nights, when streets are 
filled with shoppers. Little groups stand in front of 
attractive windows looking over the merchandise. And if 
you watch them, you can almost see those people make 
up their minds to buy, and you often see them enter 
the store. 

Merchants can co-operate in fixing up their windows 
to attract more customers, to bring them into town from 
surrounding areas. In fact, there is one town in the cen- 
tral midwest where this is being done on a large scale 
and very successfully. 

Each year, 40 merchants in this town join in a fall 
and spring window dressing contest, sponsored by the 
local Chamber of Commerce. Cash prizes are given in a 
number of retail store divisions, but what is more impor- 
tant, the windows bring in customers. 

One reason why the store windows in this town are 
of high quality is that the merchants have found that 
good windows sell more merchandise. The merchants 
have also been trained in window display technique. The 
Chamber of Commerce always sends out special bulletins 
giving merchants window trimming suggestions. These 
suggestions are based on study and they bring results. 

Here are some of the window dressing tips which the 
Chamber sends to its members. Merchants everywhere 
can use them to advantage. 

1. A window should be working for a merchant at 
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least 15 hours a day. It should be pulling for him from 
8 a. m. to 11 p. m. when many people are on the streets 
and highways. 

2. The height of the window display should never be 
above the level of the eye, as people will not look up in 
the air to see merchandise. 

3. Color is the best medium for attracting attention. 
Dashes of color in a display enhance the attention creat- 
ing value. It is said that 87 per cent of the people buy 
merchandise on sight. 

4. A well lighted window is a prominent feature of 
any street at night. From the standpoint of attractive 
displays the size of the window is a secondary considera- 
tion. Comparatively, small window space can produce 
as good results as large. 

When the merchants in this town have a window dress- 
ing contest, their judges use the following guide in award- 
ing ribbons: window selling appeal, 30 per cent; color 
harmony, 20 per cent; balance and arrangement, 15 per 
cent; cleanliness, 15 per cent; novelty 10 per cent and 
lighting 10 per cent. 

Window openings for the fall and spring seasons are 
big events in the town. The windows are kept curtained 
for a half day while the merchants are getting them ready. 
Then at 7 p.m. the factory whistles blow and the dis- 
plays are unveiled. The high school band marches down 
the street and later plays music for two hours at a cen- 
tral downtown location. 

The merchants advertise their window openings and the 
program. The result is that thousands of trade area 
people come to this town to witness the events and in- 
spect the windows. This brings in much new business. 

It has often been said that the merchant who rents 
a store must attribute 33 per cent of the rent to his 
window display space. This shows how important it is 


to take advantage of this high priced space today. 

In the visual type stores which one now finds in many 
towns and cities, the up-front area — comparable to win- 
dow display space — is also laid out so as to catch the 
attention of people passing by on the street. If the area 
is bright, clean, colorful, you can rely on it to STOP many 
people long enough for a good LOOK. 

A great many merchants realize the value of a few, 
well planned signs in a window display area. These signs 
explain merchandise, feature selling points, challenge the 
attention of window spectators. There are many good 
sign men available who can provide signs at a reasonable 
cost. Some merchants or employes are talented enough 
to make their own signs. 

A city wide survey in one city of 75,000 recently re- 
vealed that numerous fine windows were marred by being 
dusty and unwashed from time to time. Windows need 
washing frequently so that people can really see the mer- 
chandise displayed inside. 


SHOE ENOUGH 
by Bess Ritter 


IN the early 1600s very dressy individuals such as Sir 
Walter Raleigh liked decorations on their shoes that 
might cost as much as the yearly budget of an average 
English family. These were usually rosettes or “shoe 
roses” which were placed near the instep. They were 
made of fine and expensive lace, and decorated still 
further with needlework in gold and silver thread. Jewels 
were often centered in these rosettes and such accessories 
normally ranged in price from thirty shillings to thirty 
pounds a pair. 

[TURN TO FOLLOWING PAGE, PLEASE] 
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Today’s “gillie” shoe which enjoyed such great popu- 
larity in the 1930s originated with the Scotch in the 1600s. 
It was worn by the boy attendants, or “gillies,” of the 
gentry while hunting, and the perforations caused by the 
thongs passing through slots were designed for a very 
practical reason — in order to permit the water to pass 
through the shoe when the wearer had to wade in marshes 
or rivers. 

Primitive peoples of the Arctic regions prepared leather 
for shoemaking by drying the hides in the sun, exposing 
them to fire and smoke, and then transforming the tex- 
ture of the skin by the application of urine, sour milk 
and fats; and the Eskimos of today still follow this method. 
Urine was also used in ancient times in the process of 
dyeing leather, and this may have been the reason why 
dyers and tanners were ostracized people. An inscription 
on an old Egyptian papyrus even describes the hands of 
the dyer as “reeking like rotting fish,” and under the 
circumstances this is easy to understand. This also may 
explain the reason why shoes fashioned from leather were 
scented with perfumes. Large tanning yards existed in 
ancient Greece as well as Egypt, and the methods of these 
ancients were followed until the 16th century. 

In the 14th and 15th centuries curious overshoes that 
were fashioned from fabric or leather were popular in 
Europe. The leg section was held up by four whale- 
bones and a ribbon loop. This hooked over a button at 
the knee. Such overshoes were shod with soles of cork 
znd were roomy enough to fit over delicate slippers. 

Instead of donning overshoes when the weather is incle- 
ment, the rural Korean wears wooden shoes. These are 
made of pine, willow or date wood, and have peaked toes, 
but the most unusual feature is their stilts, which raise 
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the wearer above puddles and mud. Such shoes cost about 
forty cents or so in American money. 

Although the actual existence of the ancient Greek 
Amazons is much disputed, these heroic feminine warriors 
were pictured so profusely in sculpture and on pottery 
that we know exactly what styles of footwear they pre- 
ferred, and one of the more highly favored designs was 
appropriately savage. It consisted of a boot which was 
trimmed with lappets of fur hanging from the tops, includ- 
ing a pair of paws and a small animal’s muzzle. 





Huskies Launches Film Tie-In 
Promotion 


New York—The Hussco Shoe Company’s nationwide 
promotional tie-in with Twentieth Century Fox’s “Between 
Heaven and Hell” cinemascope production will be launched 
in Milwaukee with the opening of the film at the Fox 
Wisconsin Theatre, October 16. 

Fifty shoe stores in the city will give away tickets to the 
show with every pair of Huskies purchased on that day. 
A 600 line advertisement listing all stores will break in 
Milwaukee papers that day and theatre advertising will 
plug the tie-in as well. 

“Between Heaven and Hell” is 20th-Century Fox’s adap- 
tation of Francis Gwaltney’s best-selling novel, “The Day 
the Century Ended.” It has been heavily exploited 
throughout the country during the past months. 

Terry Moore has been used in Huskies’ fall advertising 
“Stars in Style” campaign. Local shoe stores have included 
her photo in their ads and window displays. 

Arrangements for the cooperative promotion ‘set-up with 
Huskies were made by 20th-Century Fox during the sum- 
mer. Openings in other cities will follow the same pattern. 
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Shoe Merchandising 
and Selling 


[CONTINUED FROM PAGE 233] 
tion? Just this: everything that the 
salesperson knows about shoes should 
be transferred—in much simplified and 
briefed form—to the customer. Natu- 
rally, this isn’t done in lump form at 
one time, but by gradual feeding. 

What are the different kinds of shoe 
constructions, and why the differences? 
How many operations to make a pair of 
shoes? How many different kinds of 
materials or parts go into a shoe? The 
tremendous outlay of creative talent 
behind our shoe styles. The flow of in- 
formation is endless. It can deal with 
many different topics—styles and fash- 
ions, constructions, materials, foot 
health, fitting, etc. There is enormous 
romance in shoes so that the “educa- 
tion” can be entertaining as well as in- 
formative from the customer’s stand- 
point. 

We have seen and heard this in 
actual performance. The customer’s 
wide-eyed response: “I never realized 
that.” Or, “Why didn’t someone tell 
me that before?” And always terminat- 
ing with some comment, in effect: “Now 
I have a much better understanding of 
shoes—thanks to you.” 

Out of this process a better customer 
loyalty and appreciation is inevitable. 
The store gives an added service. It 
demonstrates that it is interested in 
the customer. It shows that it knows 
its own business. Most of all, it leaves 
the customer with a greater apprecia- 
tion of shoe values—and of the store 
itself. It also helps build an enviable 
reputation for the store and its per- 
sonnel—a reputation for knowing its 
business and caring a great deal about 
the customer. 

Such a reputation isn’t bought but 
earned. And customer-education is one 
important means of helping to achieve 
that end. 


Using “Quality” in Selling 

Every consumer has a deep respect 
for quality in apparel, shoes included. 
But the term “quality” has been so 
misused and abused that most consum- 
ers have developed an immunity to it. 
You can buy the cheapest item of ap- 
parel and hear the salesman say, “It’s 
fine quality’—though he might add, 
less audibly, “for the money.” If every 
item, cheapest to best, is given a “qual- 
ity” tag, it’s inevitable that the con- 
sumer first becomes confused, and 
eventually becomes immune to its men- 
tion. Quality then becomes a loose, sus- 
pect term. 

This can become discouraging to a 
merchant selling articles of good qual- 
ity. How, then, can he give fresh life 
to the term “quality” and make it re- 
gain respect in the consumer’s mind? 
If he can do this, then the quality goods 
he sells will take on new merchandising 
and sales value—and become easier to 
sell, 
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Well, there is a way. It has been 
tried in a handful of snoe stores with 
spectacular success. Any shoe store 
that uses it can acquire a tresh mer- 
chandising-sales pitch for 1957. 

Now, consider this for a moment. 
When the salesperson shows the shoe 
to the customer, what happens? The 
customer looks at it, feels it, examines 
it. The hand and eye of the customer 
are too inexperienced to fully under- 
stand and appreciate the quality values 
of the shoe. The salesperson’s contribu- 
tion rarely goes beyond a comment such 
as, “That’s fine calfskin.” Or, “This 
shoe is made with the finest workman- 


ship.” And there the “quality story’ 
is just about finished. the customer 
has little more understanding or ap- 
preciation of shoe quality than before. 
Now, however, let’s try the new ap- 
proach, the one that has proved so 
successful. The technique consists 
partly of demonstration, partly of ex- 
planation, and done by the salesperson. 
First, let’s say your shoes are made 
of good quality leather — the shoes 
you’re selling. The term “quality,” 
however, means little to the customer. 
But if it’s demonstrated it then takes 
on live meaning. 
[TURN TO FOLLOWING PAGE, PLEASE] 
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styles for 57 are blossoming 
from Blum designing 
boards. Take a peek at the 
early arrivals at the Chicago 
Show — Palmer House, 
Rooms 964W and 965W, 
October 28, 29, 30, 31; 
Nov. Ist. 
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#343 


Hand sewn vamp, 
Rolled Throat, True 
Moccasin Construction 
Matching Sock Lining 
Composition Sole 

Hand Sewn Kicker 
Black, Brown, Red 
White, Avocado, Torquoi 





#1040B 


Men’s Extra Heavy 

Golden Pac Moccasin, 

Hand Sewn Vamp and Kicker 
Hand Beaded and Hand Burnt 
in Boy’s Sizes 


AT THE NATIONAL SHOE FAIR 
ROOM 803 — CONRAD HILTON 


SEND FOR COMPLETE CATALOG OF 61 STYLES 
ARTHUR A. HAMMOND, INC. 


EST WORKMANSHIP — BEST PRICE 
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#3430 


Classic Moccasin 

Hand Sewn Vamp and 
Kicker, Composition 
Sole and Lift, % 

Sock Lining. Contrasting 
Stitching on White Bark 
or Standard Colors. 
$3.60 Net 


B, C, D and E Widths 1 thru 6 
and Men’s C, D and E Widths 
6% thru 13. For Wear 

Indoors and Out. 

$5.25 Net 
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It’s done this way. A small palette 
(like an artist uses) contains a variety 
of leather swatches, each about three 
inches square. One edge of each swatch 
is glued or stapled to the board, the 
rest loose for handling. Now, one or 
two rows of quality leathers are on 
top—a swatch each of calf, kid, side, 
reptile, etc.—as many types or varieties 
as desired. On the bottom half are 
cheap and coarse leathers of similar 
size. 

Now, when the salesperson says to 
the customer, “This is a fine quality 
calfskin,” he lifts the little palette and 
asks her to feel a sample of such 
leather (similar to what is in the shoe 
he’s showing). He then asks her to 
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feel a swatch of the cheaper, coarser 
leather on the same palette. In an in- 
stant the distinction between the good 
and inferior leathers, by sight and 
touch, becomes clearly apparent to the 
customer. The demonstration has given 
her a quick, graphic understanding of 
the difference. She now, in a flash, has 
an understanding and appreciation of 
“quality” in the shoe she’s buying. 
This basic idea can be expanded as 
much as desired by the store. For ex- 
ample, let’s take a second palette, this 
one containing the basic components of 
the shoe: thread, insole, counter, toe 
box, shank piece, heel, etc. The board 
will contain two samples of each, an 
inferior and superior product. Take 


thread, for instance. One thread is fine, 
firm, strong, cleanly twisted, etc. The 
inferior thread next to it is coarse, 
slightly shredded, frayed, etc. Here 
again the sight-and-touch demonstra- 
tion goes to work, supplemented by the 
salesperson’s comments. And suddenly, 
in the customer’s mind, the term “qual- 
ity” in footwear takes on realistic 
meaning for the first time. For she 
realizes that not only are the best 
upper materials used, but the best com- 
ponents to fabricate a shoe and give 
it justification for claiming to be “qual- 
ity.” 

Additional palettes can be developed. 
For example, on shoe constructions, in 
much simplified form, to explain how 
the shoe is put together to create a 
truly quality end product. The same 
can be done to show quality detailing 
in design. 

Sum it up and we have a “live show” 
wherein the customer can see, hear and 
touch the distinctions between good and 
inferior qualities in footwear. Out of 
this educational process comes under- 
standing and appreciation of the qual- 
ity values the store is selling in its 
shoes. This not only fully justifies the 
shoe’s price, but instills a feeling of 
gratitude on the part of the customer 
for having learned, no doubt for the 
first time, what “quality” really means 
in a pair of shoes. 

The cost of the palettes and prepar- 
ing them for exhibit or demonstration 
can almost be considered in pennies. 
The retailer’s resources or manufactur- 
ing suppliers would willingly furnish 
the samples of materials for use on the 
boards. Incidentally, these same pa- 
lettes, perhaps in larger size, can make 
effective window displays, with simple 
descriptive placards taking the place 
of the salesperson’s explanations or 
commentary. 

“Demonstrative selling” can be an 
effective merchandising-sales weapon 
for shoe retailers in 1957. Demonstra- 
tive selling has been highly successful 
with many products. It can be with 
shoes, too. Especially in effectively get- 
ting across the true understanding and 
appreciation of “quality” values in foot- 
wear. 


—_——_— 


Spat Shoe Is Latest Wrinkle 


Cuicaco—Big hats, longer skirts, 
and now the spat shoe! It’s the Ed- 
wardian feeling according to John W. 
Morgan, an official of the National 
Shoe Fair, which opens in Chicago 
October 28. 

The spat shoe is a highlight this sea- 
son. Trimly tailored, they still have the 
feminine air that’s the keynote of the 
new fashions. 

Typical is a dress pump with slim 
vamp and curved heel in polished black 
smooth leather. On the vamp is a spat 
treatment in contrasting pale gray 
leather, fastened with three tiny black 
buttons. 
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Six Factors That 
Determine Shoe Buying 
[CONTINUED FROM PAGE 101] 


consumer confidence. This state of 
mind has a powerful influence on how 
and when the high personal incomes 
will be spent. 

But it can be summed up as follows: 
a large population that enjoys a high 
level of personal income, generally sets 
up favorable conditions for buying of 
consumer goods. The combination of 
these two factors is no certain guaran- 
tee of good shoe business, but they’re 
two of the most vital influences in the 
course of shoe business. 


OCCUPATION 


The type of work that a person does 
has a strong influence not only on the 
number and quality of shoe pairage 
that an individual will buy over the 
year, but also on the type of footwear 
purchased. Frequently this influence 
will be even stronger than personal in- 
come. 

Let’s take an example. In one case 
we have a housewife in a small town 
in Idaho. Her husband is in a $15,000 
income bracket. We then take a single, 
working girl in Chicago. As a secre- 
tary her income is $4,000. The secre- 
tary will buy six pairs of shoes over 
the year, while the better-income house- 
wife will buy only three pairs. Why? 
A difference in occupations, the secre- 
tary requiring more dress-up apparel, 
for both business and social activities, 
than the Idaho housewife. Occupa- 
tional needs here supercede personal in- 
comes. 

Occupation also determines types of 
shoes purchased. For instance, a mod- 
erate level business executive or sales- 
man concentrates on dress type foot- 
wear, as compared with more utili- 
tarian footwear worn by factory or out- 
door workers. Or take another case— 
the trend toward “dressier” work 
clothing for employes in industrial 
plants. Cleaner factories, more women 
co-workers, more automation—these are 
some of the influences which have 
caused changes in types of men’s work 
shoes. 

It becomes clear, now, that a per- 
son’s occupation bears strong weight in 
the number and types of shoes pur- 
chased. It makes us realize that we 
can’t go by population count alone. 
Nor even by income level. Occupation 
must also be taken into account in de- 
termining the type and number of shoes 
a person buys. 


ENVIRONMENT 


People in big cities tend to buy more 
shoes than people of equivalent incomes 
in small towns or semi-rural areas. A 
young, single girl will tend to buy more 
shoes than a middle-aged housewife in 
the same community. A socially active 
bachelor will buy more shoes than a 
father of four children with a higher 
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income. 

Where a person lives, his social activ- 
ities, his daily environment—these in- 
fluence the number and types of shoes 
an individual buys and uses. The rea- 
sons for this are obvious. Shoes are 
part of costume coordination. Differ- 
ent occasions call for more frequent 
changes of costume or attire—and a 
wider selection of shoes. The socially 
active individual participates in ac- 
tivities calling for a greater variety 
of costume change. 


PRODUCT APPEAL 
It’s estimated that about half of all 
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Cable Address: ALBARISHOE 
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BARIS 


79-81 READE ST. NEW YORK 7, N. Y. 


Phone WOrth 2-5180 


shoes are bought for basic needs, and 
the other half are “extra” purchases 
bought as “desire” items because the 
shoes happened to appeal to the indi- 
vidual. 

Let’s look at it another way. If shoes 
were designed chiefly as a utility item, 
with a selection of only a handful of 
styles, per capita consumption would 
probably be well under two pairs in- 
stead of 3.5 pairs. We'd buy our shoes 
only for basic needs, purchasing a new 
pair only when the old pair was worn 
out. 

But in our enterprising economy we 
design our products to stimulate addi- 
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* SAMPLES 
* JOB LOTS 


* CANCELLATIONS 


BARIS is the established outlet 

for the country's most famous lines 

of women's and children's shoes. 

New buys constantly supplement our 
unequalled stocks of high-grade shoes. 


ALL THE NEW COLORS, FINISHES, 
PATTERNS AND DESIRED HEELS. 


See the BARIS values 
at these big shows: 


CHICAGO National Shoe Fair, Oct. 28-Nov. 1 


Hotel Morrison, Rooms 1122 & 1123 


ATLANTA Southeastern Shee Travelers Ass'n, Nov. 4-7 


Piedmont Hotel, Parlor C 


DALLAS Southwestern Shoe Travelers Ass'n, Nev. 11-14 


Adolphus Hotel, Room 1009 


LOS ANGELES West Coast Shoe Travelers Ass'n, Nov. 11-14 


Alexandria Hotel, Room 512 


Popular Price Shoe Show, Nov. 25-29 
Hotel New Yorker, Mezzanine Left 
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tional buying beyond basic needs. Our 
industry creates and produces thou- 
sands of different patterns and styles 
in shoes. There is enormous variety of 
colors, materials, heel heights. Shoes 
are designed also to adapt to different 
seasons, and for different needs and 
costume coordination. As a result, the 
products take on tremendous appeal. 
Though consumers already have enough 
shoes to fill basic utility needs, they 
buy additional pairs now because they 
find the products attractive—because 
desires are stimulated. And it’s this 
factor of product appeal that builds 
shoe wardrobes. 

Seasvnal turnover of styles creates a 
parallel turnover in sales. By presen- 
tation of new styles we say, in effect, 
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to the consumer, “A new season sets up 


a new combination of apparel needs. A 
change of shoes becomes important.” 
We also say the same thing in terms of 
shoe needs for different occasions or 
activities. And most importantly, our 
industry creates the variety of prod- 
ucts to fit all these different conditions. 
We thus strive to make the consumer 
shoe-conscious via a constantly revolv- 
ing appeal of product. 

This is done with all consumer’ prod- 
ucts. It’s an important part of what 
the market analysts call “sales motiva- 
tion” —factors which move the customer 
to buy. 


SELLING AND MERCHANDISING 
It’s said that about half the shoes in 





this country are bought, and about half 
are sold. There is, of course, a dis- 
tinct difference between a bought shoe 
and a sold shoe. Shoes are bought be- 
cause there is a basic or utility need 
for them. But the “sold” shoe is a 
purchase made over and above needs. 

Selling and merchandising have been 
in good part responsible for our steady 
rise in per capita shoe consumption and 
the growth of the shoe industry. De- 
spite all the other sales motivation con- 
ditions—population, income, product ap- 
peal, occupation, environment —the 
product still has to be merchandised 
and sold. 

Shoe business is constantly striving 
to improve its merchandising and sell- 
ing techniques. Like most businesses, 
it has had more success with introduc- 
ing improvements in merchandising 
than in direct selling—chiefly because 
the latter is a personnel problem. 


THE SUMMING UP 


We thus have the seven-part “for- 
mula” which influences the sale and 
consumption of shoes. What are the 
ideal conditions to favor maximum sale 
or buying of shoes? They would ap- 
pear something like this: 

1) A large population. Large-scale 
consumption of all consumer goods 
must start with the potentia! of a large 
population for a mass-production econ- 
omy. 

2) A high and constantly rising level 
of personal income. This must be 
backed by high and steady employment. 
It must be further supported by public 
confidence in the economy so that a 
favorable “buying mood” is maintained. 

8) An occupational situation requir- 
ing attention to apparel and costume 
coordination. “Uniformed” occupa- 
tions don’t require variety in use of 
apparel items. Occupations requiring a 
fair amount of “dress up” are most 
favorable for greater use of footwear. 

4) Participation in an environment 
that is active socially and occupation- 
ally. People who move in such an en- 
vironment generally buy and use more 
footwear because the greater variety 
of their environments calls for a cor- 
respondingly greater variety of foot- 
wear needs and wants. 

5) High product appeal stemming 
from seasonal style turnover, and pro- 
moted in such a manner as to receive 
the consumer attention leading to stim- 
ulations that result in buying. 

6) Maximum effectiveness of mer- 
chandising and selling techniques at 
both the manufacturing and retailing 
levels, designed to sell more pairs to 
more people. 

When we talk at any given time 
about the state of shoe business, we’ve 
only to take a look at this formula 
with its six basic “sales motivation” 
factors. If business is good, you will 
find it so because all six factors are 
functioning in high gear. If business 
is off, analysis will generally show it’s 
because one or more of these six factors 
isn’t functioning at peak. 
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Population and How It 
Influences Shoe Buying 


[CONTINUED FROM PAGE 180] 


own state area. For example, average 
per capita consumption of shoes is only 
2.6 pairs in Alabama as compared with 
4.8 in Washington, D. C., and 3.8 in 
Michigan. (See our Shoe Marketing 
Map.) 

Even these figures should not be ac- 
cepted as “final.” For example, the 
market for women’s dress-casual foot- 
wear in any given community is split 
up still further by price brackets. A 
certain percentage of the adult 16-to-50 
female age group will buy shoes either 
above or below the price brackets car- 
ried by your store. You can do your 
own estimating on this, so that the 
remaining or final figure will represent 
the actual market for your shoes in 
your community. 

A better understanding of the “shoe 
market” can be a profitable tool for 
the shoe retailer. And an understand- 
ing of population and how it affects 
shoe sales in your community is one 
of your most basic tools in the market- 
analysis kit. 

One mistake is to look at population 
in an over-all sense; that is, to take 
the population figure in your community 
in lump form. There are important 
population “trends” that affect shoe 
business — specifically, your business. 
For instance, it’s well known that the 
juvenile population (13-14 years and 
under) has been expanding enormously, 
about 4,000,000 a year. This has been 
a boon to children’s shoe business. In 
another five years a big expansion can 
be expected in teen-age and young 
adult footwear. 

We also hear of another population 
group in rapid expansion—the 65-years- 
and-over group. But analysis will show 
that in this group the females are about 
12 per cent greater in number than the 
males. So when you think of the “older 
age” shoe market you must think more 
in terms of women than of men. 

Take another group: young adults in 
the 20-39 age classification. It will come 
as a surprise to most shoemen to learn 
that this group, a total of about 44 
million, consists of about 15 per cent 
more women than men (part of the 
answer lies in the fact that World War 
II and the Korean War took the lives 
of about 600,000 men that would belong 
in this age group). 

Again, you have to study population 
figures for your own area or community. 
Places like Montana or Nevada, for 
instance, have more men than women, 
while a place like Washington, D. C., 
has a predominance of women. 

When reckoning your share of the 
local shoe market sales, keep in mind 
the per capita shoe consumption fig- 
ures. You, of course, start with the 
total local population; say 100,000 for 
your area. This is then divided by 
age and sex classifications. Once you’ve 
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gotten the special population groups 
you’re interested in, you then multiply 
it by the per capita shoe consumption 
figure for each group or classification. 

For instance, 47 per cent of all the 
shoes are bought by women. Men ac- 
count for a little over 18 per cent of 
all the shoes (14 per cent of which are 
dress shoes, 4.3 per cent work shoes). 
Boys and youths account for 3.7 per 
cent of the total; misses and children, 
12.4 per cent; infants and babies, 6.6 
per cent; house slippers, 10.4 per cent. 

If in a community of 100,000 there 
will be 350,000 pairs of shoes sold, then 
about 47 per cent of that total, or 
164,500, will consist of women’s shoes. 





You reckon the other classifications in 
the same way. 


Thom Sicha bes Lake Success 


New YorK—Thom McAn opened its 
120th shoe store in the greater New 
York area in the Lake Success Shop- 
ping Center, New Hyde Park. It marked 
the twenty-sixth Thom McAn store in 
this area selling women’s and girls’ 
shoes and accessories as well as men’s 
and boys’. 

Expansion is continuing nationally at 
the rate of better than one new store 
per week, according to Lester R. Fallon, 
president of Thom McAn, a division of 
Melville Shoe Corporation. 








“FARBERIZED” INSOLES 
RESIST SHRINKING, CURLING AND CRACKING... 
HELP PRESERVE SHAPE AND FIT OF SHOE 


The special ‘‘Farberizing” process — 
Replaces water-soluble tannins with 
special Farberizing compound. 
Seals each fibre against moisture 
and perspiration, 
Protects against deteriorating effects 
of alternate wetting and drying. 
Adds months to the useful life of the 
shoe... at no extra cost. 


Write for full information on 
Farberized Insoles and Welting 
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Finest Quality Comfort Shoes For Men 
Sizes 6-14 





C.h. Alden Shoe Ca. 


Custom Boctmahers Since 188h 


Brockton 64, Mass. 
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Most acceptable line of 
well-styled comfort feature 
shoes. Scientifically engi- 
neered in last and construc- 
tion to accommodate the 
most difficult fitting prob- 
lems. Write for complete 
details. 














Occupation and How It 
Influences Shoe Buying 
[CONTINUED FROM PAGE 111] 


shoes included. Today our factories are 
cleaner, brighter; the burden of heavy, 
dirty manual work is being taken over 
by machines and equipment; factories 
are installing “facilities” to maintain 
worker morale. And very important, 
there are five million women now work- 
ing in factories. 

All this has influenced changes in 
men’s work apparel. The men are now 
more conscious of neatness and “style” 
in work clothing. They want their 
utility clothes to wear well and be prac- 
tical—but at the same time have a cer- 
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tain dressed-up look. 

The same trend and effects have 
sifted down to work shoes. Work shoe 
makers have for years noted, with dis- 
tress, that a large number of industrial 
workers wore old dress shoes on the 
job rather than work shoes. The rea- 
son: many men are reluctant to wear 
the heavier type shoes; also, they want 
some semblance of the dressed-up look 
on their feet, such as via the old dress 
shoes. 

The result: today more and more 
“work” shoes are adopting the dressy 
look. For example, low-cut shoes, with 
wing or straight tip. Yet shoes that 
are practical from a standpoint of com- 
fort, lightness, wear, durability. Many 

[TURN TO PAGE 243, PLEASE] 





The Year Ahead 


[CONTINUED FROM PAGE 179] 





cracker. We feel that the merchant who 
doesn’t buy ahead and doesn’t plan his 
buys is going to be left out in the cold, 
because we feel that there will be a short- 
age of shoes of our type. That is the rea- 
son our company is making plans to take 
care of the tremendous amount of busi- 
ness that we expect for the future. 





ROBLEE McCARTHY, Robin Hood 
Div., Brown Shoe Company—The Christ- 
mas season from the middle of November 
through Christmas is one of the three 
extremely big children’s shoe retail sea- 
sons each year. Stores and departments 
that make a real plan can do almost as 
much children’s shoe business in this 
period as they can do during the back- 
to-school season. 

We have just completed what has prob- 
ably been the biggest back-to-school chil- 
dren’s shoe business that we have ever 
experienced, All indications in our econ- 
omy indicate continued extremely strong 
business at retail for the rest of the year. 

We believe that there are three essen- 

tials necessary to get the big gains dur- 
ing this season that dealers can right- 
fully expect. 
. First, be sure that you plan to have 
new shoes and new dressy patterns or- 
dered for November delivery. New dressy 
patterns with modern treatments such as 
viny! inserts, Colonial buckles, and swivel 
straps can do more than anything else to 
stimulate your sales during this big 
period. 

Second, make your plans early for 
dramatic party-type newspaper ads. The 
ads should definitely highlight new 
dressy patterns. 

Third, make your plan now. Dealers 
will not have this big season without a 
sufficient stock plan, and orders placed 
early enough to allow the new shoes to 
hit the stores in early November. 

James Woods, formerly assistant 
manager for King Shoe Store, at 2154 
West Central Avenue, Toledo, a unit 
of Cort Shoes, Inc., has been named 
manager of the Cort Shoe Store at 
805 West Central Avenue, that city. 
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Occupation and How It 
Influences Shoe Buying 


[CONTINUED FROM PAGE 242] 


of today’s “work” shoes combine utility 
and fashion. 

The significance is that this greatly 
expands a formerly limited market. 
More men will buy this type of “work” 
shoe. Yet, a lot of men still wearing 
old dress shoes on industrial jobs, still 
don’t know about this footwear. Retail 
promotion on the local level can do a 
good sales merchandising job via edu- 
cation and local publicity. 

Let’s go back to those five million 
women in factory or industrial jobs. 
Surveys reveal that here too many are 
wearing old dress or casual shoes on 
the job—shoes purchased originally for 
some other purpose. Probing reveals 
that the reason is less a matter of 
economics than lack of choice. Women 
in such occupations will buy—want to 
buy—shoes designed for work purposes, 
if such shoes are brought to their 
attention. Frequently, when a shoe is 
bought for wear on such jobs, it’s a 
loafer type or ordinary low-heel ox- 
ford that can be used as a casual or 
walking shoe as well. 

There has been little production 
and retail promotion specifically on 
“women’s work shoes”’—footwear de- 
signed exclusively for industrial work- 
ers. The demands of such shoes are 
simple: comfort, low or flat heels, dura- 
bility, moderate price, good fit, cool and 
ventilated, support, and a reasonable 
degree of “style.” A few manufacturers 
have such a shoe. However, it needs 
promotion on the retail level. If such 
takes place, most retailers may well be 
surprised to see a profitable new busi- 
ness and market open up to them. 

There are several million female 
salespeople in the nation’s stores. The 
salesgirl standing behind the counter 
with her shoes off is a mental picture 
that has become a national joke. The 
“joke” gets instant public response be- 
cause it’s so easy for most people to 
share sympathy with the situation. 

At the same time, however, it has 
excellent commercial possibilities. Shoes 
designed, promoted and sold specifically 
for salespeople who stand hours daily 
on their feet could win the gratitude 
of millions of women—if the local pro- 
motion aimed specifically at this target. 

Years ago, the “house” shoe was a 
common item sold in shoe stores. To- 
day the shoe has faded into obsolescence 
and so has the term itself. We let the 
shoe and its sound idea peter out—and 
lost a market. Today we hear doctors 
bemoan that millions of women are 
damaging their feet by wearing old 
dress shoes around the house for house- 
work. Or, we find that a variety of 
other shoes—loafer types, moccasins, 
house slippers, casuals, etc.—have 
taken over the household’s pedic duties. 

What this means, of course, is that 
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these other types of shoes worn around 
the house are performing in an area 
for which they weren’t intended or de- 
signed in the first place. And the rea- 
son for this is simply that shoe business 
as a whole has done little to change 
the situation. Housewives, nevertheless, 
have frequently voiced strong interest 
in a shoe designed exclusively for 
“housework” wear; a shoe that’s light, 
comfortable, foot-supporting, cool, good 
wearing, yet dressy enough not to look 
embarrassed with the unexpected entry 
of a neighbor. It’s another occupational 
footwear market waiting to be culti- 
vated. 


There are numerous, large, broad 
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occupational classifications for which 
specific types of footwear can be suc- 
cessfully promoted with excellent con- 
sumer response. Keep in mind what 
was stated in the earlier part of this 
article: that more than half of all the 
shoes sold in the U. S. are fundamen- 
tally “occupational footwear” — shoes 
purchased to wear “on the job.” But, 
amazingly, only a small percentage of 
our selling-merchandising effort is sold 
with occupational uses in mind. The 
great majority of our footwear is classi- 
fied (and sold) as dress or casual shoes. 
Smaller percentages are classified as 
“comfort” or “health” shoes, or by 

[TURN TO PAGE 245, PLEASE] 





As important as the fine quality, 
professional design and flowless fit 
of Berned Ballet Slippers is the 
complete range of sizes — ready 
IN-STOCK for instant delivery. 
Finest quality garment leathers. 
Hand-lasted and fully lined. Black, 
white, red, pink and blue leathers 
and dyeable white satin. $190 
Net f.o.b, Boston 


BERNED SHOE CO. 
Manufacturers — Distributors 
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A complete line of Hand Beaded, 
Hand Laced and Novelty Moc- 
casins with hard or soft soles ... 
for the entire family! 


Narrow and medium widths... 
to retail from $2.95 to $6.95. 
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Shoe Spending 
In the United States 


[CONTINUED FROM PAGE 227] 


suring against his own past perform- 
ance rather than against the past, 
present and potential performance of 
the local shoe market as a whole. He 
may consider a one per cent annual 
gain satisfactory—until he learns that 
the local shoe market sales have been 
growing at a two per cent annual rate, 
in short, while he has thought he has 
been gaining, he has actually been 
falling behind. 

Our retailer now takes a look at his 
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customer records. He finds that 50 per 
cent of his customers come from one 
locality, 30 per cent from another, 15 
per cent from still another, and the 
remaining five per cent mixed. In look- 
ing over his market geographically, 
he finds his business strong in some 
areas, weak in others. He has planned 
an intensive advertising and direct 
mail program for the forthcoming 
year. But now, upon more careful 
analysis of his market and his source 
of customers, he can do a better pin- 
pointing job in his advertising and 
direct mail programs by concentrating 
on the weak areas within his market— 
the places from which he draws fewer 
customers yet could draw more. A 





study of his records the following 
year might reveal that he has suc- 
ceeded in winning new customers from 
local areas which formerly were “dry” 
spots for him. 

The system can be refined as much 
as the retailer desires. For example, 
let’s say his is a children’s shoe store. 
He wants to know the percentage of 
children’s shoe sales within the total 
shoe market locally. All right, for 
1957 the Akron metropolitan area will 
account for 1,797,580 pairs in shoe 
sales. We know that 12.4 per cent of 
all shoe sales are misses’ and children’s 
shoes; 6.6 per cent are infants’ and 
babies; and 3.7 per cent are youths’ 
and boys’. Let’s say he carries all these 
juvenile types in stock. Thus his local 
children’s shoe market consists of 22.7 
per cent of the total local pairage— 
or about 407,000 pairs. He can thus 
figure his own pairage sales against 
this juvenile total and learn his share 
of the market potential. 

This same plan can be applied to 
any kind of shoe store. Following is 
a table of percentage figures to apply 
for each classification of shoes: 


Men’s dress 13.9% 
Men’s work 4.3 
Youths’ and boys’ 3.7 
Women’s 47.5 
Misses’ and children’s 12.4 
Infants’ and babies’ 6.6 
House slippers 10.4 
All other footwear 1.2 


These percentages represent the 
share of the total market represented 
by each classification of shoes. If you 
operate a women’s shoe store, then you 
figure that 47.5 per cent of the total 
local shoe sales will consist of women’s 
shoes. That 47.5 per cent of the total 
would be your market potential. By 
comparing your own store’s unit sales 
against this total of women’s shoes, 
you then have the figure for your 
share of the local market. 

A store selling two or three classi- 
fications of shoes, or a family shoe 
store, can by the same principle figure 
what share of the market it’s getting in 
each of the classifications. It might 
learn that it’s getting a large share 
of the men’s business, but only a small 
share of the women’s business. Thus 
the store not only knows how it stands 
in comparative sales, but has a more 
accurate guide in its program to build 
up a particular section of its business. 

There are countless ways in which 
the local shoe market figures can be 
applied to a shoe business on a local 
basis. It’s suggested that a_ store 
start only with a basic application, 
such as some of the ideas suggested 
here. As progress is made, and 
greater facility acquired with use of 
the figures, then more refinements 
can be introduced as the retailer de- 
sires. Now, however, you have a work- 
ing base to start 1957 on a “scientific 
planning” foundation that can give you 
a sounder, more efficient set of work- 
ing tools. 
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Occupation and How It 
Influences Shoe Buying 
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such terms as “leisure” or “after-five” 
footwear. 

While all such classifications have 
their promotional values, it does seem 
that a major promotional target—occu- 
pational footwear—has not come fully 
into the view of our merchandising gun- 
sights. It does seem that if such a 
large percentage of footwear is bought 
primarily with an occupational use in 
mind, a larger share of our selling 
effort should be adapted to this theme. 

The worst thing that can happen to 
the shoe industry, as well as to any 
branch of the apparel industry—is to 
have its products regarded and used as 
all purpose items. For a single pair of 
shoes to serve as dress, casual, play, 
work, and around-the-house shoes gives 
a shiver to any shoeman. To prevent 
this, we try to vigorously promote shoes 
on the basis of fashion coordination and 
to fit each of several different occasions 
or activities. In short, the shoe ward- 
robe idea. 

We have had some success with this. 
Yet, ironically, one of our biggest and 
most important market potentials—oc- 
cupational footwear—continues to be 
missed. We have permitted all the 
other types of footwear, from bedroom 
slippers to old Army boots—to serve 
as occupational footwear. 

This comprises a splendid sales-mer- 
chandising opportunity for shoe busi- 
ness in 1957. There are 66 million 
people holding down jobs in the U. S. 
It would be hard to find a shoe market 
potential to match this one in size and 
prospective receptivity. 





Review of 
the Retail Trade 
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atures that often went over the 90- 
mark. Back-to-school shoe sales were 
not affected as they had reached their 
peak before the hot weather set in, but 
women’s shoe sales in the medium and 
lower class brackets were hit. 

“Our $25 and up business has not 
been hurt by the weather,” said a buyer 
in a quality shoe salon, “That category 
of customers buys ahead of our volume 
business.” 


The directoire look in shoes, a more 
regal look and a growing receptiveness 
to tapered toes and thin heels are noted 
in all women’s shoe shops in the area 
this fall. If the breakage of heels is 
overcome, thin heels will be more in 
demand, said several retailers, one of 
whom said that heel breakage in his 
shop amounts to 10 to 15% of that type 
heels sold, both plastic and wood. An- 
other outstanding shoe retailer took ex- 
ception to the heel breakage statements, 
declaring that manufacturers have 
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worked and are working to avoid break- broadtail and new colors. While there 
ages, listing the tap on heels and the is a tendency toward more conservative 
improved screw in the heel lifts as styles, women are asking for more lady- 
selling points for the slender heels. like shoes with simplicity but some 
Heel heights in dress wear are selling sparkle of trim or jewelry. Black broad- 
best in the 19/8 to 24/8 sizes. tail in high and mid-high pumps has 

Black suede pumps are still No. 1 been selling well from $12.98 up in sev- 
sellers in most shops, because as one eral shops, all with matching bags 
retailer remarked, the regular customer ranging from $9.99 on up. 
has not been sold on the new textured In barefoot, stripping types of shoes, 
leathers and new calfskins. The regular viny] is still a leader and backless shoes 
run of customer asks for what she is_ with stiletto heels are still popular in 
familiar with, while the smarter wo- the higher price ranges. In colors, grey 
man, pre-sold through fashion reading and apricot corkette closed and open 
and style shows, comes in to the shop pumps with elfin heels have been sell- 
and asks for the new textured leathers, [TURN TO FOLLOWING PAGE, PLEASE] 






... the most-wanted feature 
in outdoor footwear 
.-. the patented feature of 


ROYAL 
WORCESTER 


Insulated Leather 
Sport Boots 











Pat. No. 
2,619,741 
Dec, 2, 1952 





Just slip on a pair of “Royal Worcesters” yourself and 
you'll see why they’ve become America’s “best buy” in outdoor 
footwear. 

Nearly a quarter-million pairs sold proves that your cus- 
tomers want the comfort, warmth and protection of “Royal 
Worcester” insulated leather boots — especially when you can 
sell them with a generous profit at way under $20. 

Smart-looking moccasin and plain toe styles for men and 
women in 6, 8, 10 inch tops. Nationally-advertised, of course, 
and you get lots of free selling helps. 


SEE THEM AT THE SHOE FAIR 
—Room 601, Morrison Hotel 





WORCESTER 


74 HAMMOND STREET 
WORCESTER © MASS. 





SHOE COMPANY 





Made in Canada as “Sisman-Bushmaster Shoe” by 









T. Sisman Shoe Co. Ltd., Aurora, Ontario, Canada. 
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E Wise Gato this Alles: EdibGnds thie oad note its 
“custom-made” caress. Supple leathers are cut with the 
grain... . then stitched all ‘round to give you 
” feeling. Extraordinary flexibility .. . 
cork cushioning... and exclusive nailess construction 
make this the most comfortable shoe you've ever 
worn or your money back, We guarantee that — 
in writing! Most styles — only $24.95. 
See your dealer — or order direct from: 
- Allen-Edmonds, Belgium, Wisconsin. 


\ oe... flex... oe BD) vero. 


they bend... 
to follow your © 
foot in action! — 


this “made for me 





Above ad appears in: 


ing well at $14.95; antiqued gold, blonde 
satin calf, brown suede and smoked 
pearl suede tapered toes, both pumps 
and halters, have been in demand at 
$29.95, blue suede, brown suede and 
mink mist, provincial reds and browns 
in open shoes and pumps in polished 
calf and textured leathers have been 
sought. 

In children’s shoes, sales were holding 
steady after the peak school business, 
with 98 per cent of the purchases in 
staple items. One children’s shoe buyer 
said that even with his store’s opening 
of a second shopping center store, his 
downtown business was still ahead of 
September a year ago. Grained leathers 
were in demand from sizes 8% for the 
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Custom-tailored advertising for a custom-quality shoe — that’s Allen- 
Edmonds Fall, 1956 advertising campaign... 
maximum number of top buying prospects in top national magazines. 
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Ever Notice How Many Leather Experts Wear Allen-Edmonds? 
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small child through the three size 
ranges up to 6 for the older child. 
Brown and white saddles, brown and 
black loafers and crepe sole grained ox- 
fords were leaders in most stores, Black 
patent convertible slippers for growing 
girls, and crepe sole oxfords and moc- 
toe oxfords for boys in black and tan 
grains were important in the sales pic- 
ture, selling from $7.98 to $10.98, de- 
pending upon size. 

As fall arrived, men’s shoe business 
gained impetus. A leading men’s shoe 
store reported “fine response” to a pro- 
motion of alligator shoes, one-eyelet 
with blucher effect, at $45. Grained 
leathers are most important in varying 
styles for business, street and campus. 


Boston Sales Expected 
To Top Last Fall 


Boston retail shoe outlets, several 
of them at least, expect to close their 
books at the end of the fall selling sea- 
son with gains over last year, one or 
two estimating an increase of approx- 
imately 10 per cent. Others are not so 
sure, however, as their fall business to 
date has been spotty, with one day’s 
gains offset by another’s loses. 

The demand, of course, has been 
mostly for black shoes in both smooth 
and suede leathers, with browns in 
second place. Merchants note also an 
increase over last year in the demand 
for blue, usually thought of in the 
Boston area as a spring color and now 
showing a tendency to grow in popular- 
ity in the autumn. Some stores report 
having placed substantial reorders on 
pump types in this color. 

At the R. H. White department store, 
518 Washington Street, it was reported 
that brown sweater, or collar, pumps 
were selling well in addition to black in 
both smooth and suede leathers; that 
the call for blues was mostly in suede; 
and that there still existed a demand 
for reds. Reorders, it was said, had 
been placed on some colors, and the 
volume of business had been satisfac- 
tory thus far this fall. It was predicted 
that, with an expected pick-up, the fall 
season at its end would show a gain 
over the autumn of 1955. 

Sweater-type pumps were found to 
be selling well, also, at the Thayer 
McNeil store, 47 Temple Place. Black 
continued to lead all other colors in 
both suede and smooth leathers. Brown 
showed an improvement and the call 
for blue, in smooth leather mostly, was 
said to be surprising. The volume of 
busines at this store, it was said, was 
about even with last year and a gain 
was not anticipated. The explanation, 
however, was that a phenomenal gain 
had been enjoyed during the fall of last 
year. 

The Curtis Enna Jettick shoe store, 
188 Tremont Street, found during the 
last week in September, that pumps 
were stil] the leading pattern and black 
the leading color. Both these colors 
were selling well in smooth and suede 
leathers, although there was good buy- 
ing also of pumps in smooth black calf 
and in gray. One of the best selling 
numbers was a light-weight, unlined 
wedge heel pump which was offered in 
black, brown, charcoal cameo and taupe 
cameo. The third week in September 
was said to have shown one of the 
largest gains ever achieved by the 
store—35 per cent—contributed to ma- 
terially by the good shopping weather 
which prevailed. It was not expected, 
of course, that a gain of this size would 
be had for the entire month but it was 
felt that the end of the fall season 
would find the store well ahead of last 
year. 

Black, brown, blue and red were re- 
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ported as the best selling colors, in that 
order, at the Sterling store, 51 Temple 
Place. The first three of these colors 
were said to be selling in both suede and 
smooth leathers, while the call for red 
was confined to the smooth. Pumps, 
either the conventional type, undecor- 
ated, or the sweater type were the first 
choice of most customers. The volume of 
business was reported as being “slight- 
ly off.” 

At the Coes and Stodder Company 
store, a men’s shop at 10 School Street 
on the edge of the financial district and 
drawing much of its trade from broker- 
age houses, it was reported that a 
recent softening in stock prices had 
affected business to some extent, but 
not seriously. The largest volume was 
being had in men’s heavy brogues of 
brown grain leathers, with the demand 
for black confined to the somewhat 
dressier types. A steady call for loafer 
types also was noted. 





Small Town Store Builds 
Direct-Mail Shoe Business 


GRAND JUNCTION, Coo. — Offering 
every out-of-town customer a “reorder 
card” which includes all information 
on the brand, size, and special features 
of the shoes they have just purchased, 
has proven an effective means of build- 
ing mail-order business at Pantuso’s, 
prestige shoe store here. 

During 25 years in the downtown 
Grand Junction area, Bill Pantuso, 
owner, has racked up several unusual 
achievements. First, the store carries a 
high fashion line, better price inventory 
of shoes exclusively, beginning at 
$15.95. Even though Grand Junction is 
a small western slope mountain town 
of only 15,000 population, with agricul- 
tural and mining as the chief source of 
income, Mr. Pantuso sells a volume of 
high-fashion, expensive footwear which 
would do credit to a fashion store in 
cities many times as large. 

One of the reasons is that Pantuso’s 
enjoys a consistently profitable volume 
of mail-orders from wealthy ranchers, 
stockmen and mine executives through- 
out the Rocky Mountain area, amount- 
ing to more than 10 per cent of the total 
volume. Primarily responsible is the 
reorder card plus a heavy direct mail 
advertising program which is in con- 
tinuous operation the year around. 

“We have built up a mailing list of 
25,000 to 80,000 names,” Mr. Pantuso 
pointed out, “and we constantly use 
mailings of 2,500 to 5,000 pieces at a 
time to keep the entire list up to date 
on shoe style trends. It’s a big job with 
so many names involved, but we cover 
the entire list several times per year 
and always include an invitation to use 
mail-order where a visit to Grand Junc- 
tion is impractical.” 

The heavy bombardment of direct 
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mail used by Pantuso’s is of necessity 
based on manufacturer’s folders rather 
than individual letters or advertising 
material produced by the store. The 
manufacturer’s folders, as many as five 
or six of them enclosed in a single mail- 
ing, are usually adequate to touch on 
casuals, beachwear, dress shoes, and 
the like in “one package” and conse- 
quently, Pantuso’s cheerfully spends 
extra postage to make certain that a 
handful of folders goes out in each 
mailing. 

The best mail-order customers are 
those who have actually visited the 
store and who have been issued a “size 


record card” of convenient wallet size. 
Pantuso’s salespeople suggest that the 
customer tack the card up inside the 
shoe closet or place it somewhere con- 
venient for ready reference against a 
sudden need for new shoes, A high per- 
centage of returns on these cards indi- 
cate that most customers do just that. 

While occasionally charge accounts 
are involved, most mail-orders are ac- 
companied by a check or a request to 
send them C.0.D, After a quarter of a 
century of steady direct mail develop- 
ment, Pantuso’s feels that “it is just 
as easy to sell better priced footwear 
by mail as face to face.” 
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Letters to the Recorder 


‘Togetherness’ 


... We are today posting in a prominent place for buyers 
and salespeople your good editorial, TOGETHERNESS, 
of the September 1 issue. We tremendously respect any- 
thing that comes from Hecht Company, Washington, 
and his statement is certainly good. Now, reading the 
issue fully, there is lots of good reading — Page 21, 
NSMA Breakfast; Pages 38-39, Jim Legg and Victor 
Bennett, etc... . 





MATTHEW A, CONDON, SR. 
Jas. F. Connon & Sons, INc. 
CHARLESTON, S. C. 


RECORDER Best Ad Medium 


It certainly pays to advertise and I believe the best 
media of advertising is through the Boor AND SHOE 
RECORDER. I am very grateful for the article that ap- 
peared in the August 1 issue and it is a clear indication 
that many individuals in our industry read your publi- 
cation because it brought me many letters from dear 
friends from whom I have not heard or seen in years, 
as well as contribution for the Norfolk Boys Club Dental 
Clinic ... 

Davi S. HIRSCHLER 
HOFHEIMER’S 
NoRFOLK, VA. 


Tabular Cards 


I would appreciate it indeed if you would be able to 
furnish me two of your fine “profit tabular cards.” 

At the same time I wish to express my thanks for 
your high grade magazine. Every issue does indeed give 
me much helpful information concerning the general 
trade and what’s going on. 

Bos S. WISsER 
ALBERT H. WEINBRENNER COMPANY 
MILWAUKEE, WISCONSIN 


That Certain Consumer 


. . » Replying to your letter of the 12th re “The Con- 
sumer Nobody Knows,” I think it’s tops. 

I cut it out and am using it at our sales meeting 
October 1. Needless to say I would like it—it represents 
our thinking as you will note in our bulletin. which we 
print and mail out twice monthly. 

J. S. LeaG, vice-president, 
HeYpAYsS SnHoes, INC. 
Sr. Lours, Mo. 


Prescription Shoe Fitting 


Your editorial “A Future In Ethical Prescription Shoe 
Fitting” definitely deserves some comment of praise and 
gratitude. The many numbers of men and women through- 
out our country who have dedicated their working years 
in the manufacturing, wholesaling and retailing of the 
more conservative comfort type footwear do deserve an 
occasional expression of recognition for their conscien- 
tious efforts to render service. 

. . +» I had occasion to call on two shoe store owners 
in relatively larger cities. During the course of our 
conversations these men both explained to me that there 
was no longer a demand for comfort shoes and that they 
wanted no part of it. These men are keeping the door 
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‘Safe’ Styles Sold at Boston Spring Market 





Chain Stores Buy Limited Quantities in Women’s Shoes as Some Last- 
Minute Christmas Business Is Written for Slipper and Boudoir Fill-Ins 


Boston — The business of buying 
spring shoes got off to a fair start here 
during the first week in October at the 
Hotels Statler and Touraine and in 
shoe manufacturers’ city sales offices 
on Lincoln, South and Essex Streets. 
Advance Spring Shoe Market Week, 
sponsored by the New England Shoe 
and Leather Association, brought into 
the city a large number of buyers for 
wholesale houses, chains and large de- 
partment stores, all of whom make 
early commitments. 

Best buying, of course, was done by 
representatives of southern outlets for 
whom spring comes early. Northern 
wholesale buyers were content to 
sample, contracting to take quick de- 
livery on enough pairage to enable 
their salesmen to size up the retailer 
demand before placing bulk orders. 

Representatives of chain store opera- 
tors reported that they were buying 
limited quantities of “safe” styles in 
women’s shoes — patterns, colors and 
materials which they felt sure would 
sell. Higher style shoes in promotional 
colors were sampled but not to any 


large extent. 

Better - than - expected business was 
booked by some volume manufacturers 
of men’s shoes; there was some last- 
minute buying of slippers and boudoirs 
for the Christmas trade, and some fill- 
in business on fall footwear was placed 
by retailers from nearby points. 

It was obvious that the poor retail 
business which prevailed throughout 
most of the country last spring was not 
being allowed unduly to influence buy- 
ing for the spring of 1957. Several 
buyers commented that they expected 
to buy in normal quantities. 

Nor did price, as had been expected, 
play a leading role in this early buying 
and sampling of volume grade shoes. 
It was reliably reported that manufac- 
turers were offering merchandise at 
much the same prices as those which 
have prevailed since the end of the 
fall run. It was more a case of juggling 
prices within lines in order to obtain 
a slightly higher average. According 
to some trade observers, however, price 
may become a factor later in the season. 





Leather Industries Sponsors 


New York—The success of “Leather 
Shoe Week” at Macy’s in New York 
last spring prompted a return per- 
formance on a magnified scale dur- 
ing the week of October 1. This time 
Macy’s Roosevelt Field store at Garden 
City, Long Island, also took part. As 
before, the Leather Industries of Amer- 
ica cooperated in planning, executing 
and merchandising the event. 

Window displays included all three of 
of the New York store’s main, or 
Broadway windows, They premiered 
the “Isn’t Leather Wonderful!” theme, 
headline of LIA’s ad in the October 
issue of Woman’s Home Companion. 

Streamer emblazoning the theme in 
the main thoroughfares, and display 
cards, elevator signs and easels through- 
out the store, all pointed the way to 
the store’s shoe departments where 
more than 400,000 pairs of women’s 
shoes were on display with the season’s 
new designs, textures and colors in 
leathers. 

Other top stores which joined the 
leather fair circuit included Lord & 
Taylor in New York, J. L. Hudson in 
Detroit, Stix, Baer & Fuller in St. 
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‘Shoe Week’ in Macy’s Store 


Louis, Jordan Marsh in Boston, Car- 
son Pirie Scott in Chicago, Denver Dry 
Goods, and many others. 





Newest Flint A. 8S. Beck Unit 
Features ‘Ceiling of Light’ 


Fuint, Micu. — A. 8. Beck recently 
opened a new store in the South Flint 
Plaza Shopping Center, “G” 3319 Fen- 
ton Road, here. The Plaza store is 
the first in Flint, the sixteenth in Mich- 
igan. 

The store features many innovations 
just beginning to be incorporated into 
shopping center construction, The 
men’s department has a “ceiling of 
light,” which is one of the newest de- 
velopments in the lighting industry, and 
all lighting fixtures are recessed behind 
a newly-developed plastic material 
which covers the ceiling, diffusing light 
evenly throughout the store. The men’s 
department has a separate entrance, 
with furnishings in this section con- 
structed especially for male customers. 
The store also carries accessories in 
addition to shoes for men and women, 





J & J Slater & Hanan Opens 
New Unit in East Orange, N. J. 


New York—J & J Slater and Hanan 
has opened its newest retail unit in 
East Orange, N. J., at 597 Central 
Avenue, which, according to L. J. 
Horan, Jr., president of the company, 
is a salute to the constant growth of 
this 107-year-old firm. 

In addition to its main New York 
store at Fifty-fourth Street and Madi- 
son Avenue, J & J Slater and Hanan 
shops are also located in Garden City, 
White Plains, West Hartford, Wash- 
ington, D. C.; Chicago, St. Louis, San 
Francisco and Palm Beach, Fla. 

The new store has a 30-foot frontage 
affording two large display windows 
for men and women’s shoes. The im- 
pressive entrance leads to the two sep- 
arate departments. The interior decor 
of the 80-foot deep, air-conditioned 
shop, which is modern, has been de- 
signed for maximum comfort. 


Massive show cases display the latest 
trends in footwear fashions, as well as 
the coordinated accessory story of 
matching handbags. The pastel pink 
walls and sea foam green ceiling con- 
stitute restful colors. A rose beige car- 
pet complements the overall decor. 

Oscar Bruskin, vice-president, and for 
the past 10 years manager of the East 
Orange store, remains in this position. 





Montgomery Ward Opening 
First 3 Stores in 14 Years 


CHICAGO—Three new stores, the first 
in 14 years, will be opened by Mont- 
gomery Ward & Company in 1957 and 
1958, it has been announced. Long-term 
leases for two of the new stores have 
already been signed and negotiations 
are in progress on the site for the third, 
to be built on the far east side of De- 
troit. 

Leases have already been signed for 
stores to be located in the Village Shop- 
ping Center, Gary, Ind., and the Liv- 
onia Shopping Center, Livonia, Mich. 

Construction of the Gary store is 
scheduled to start this fall with com- 
pletion due in 1957. The two-story, air- 
conditioned steel and masonry struc- 
ture will have a 122,950 square foot 
floor area and will be located at 36th 
Street and Grant. The two sales floors 
will be connected by escalators. The 
population in the area served by this 
shopping center has trebled since 1930 
and is expected to grow 50 per cent in 
the next ten years. The center itself 
already has a parking area for 2,000 
cars with 80 other stores already in 
operation. 

The Livonia store will be part of a 
new shopping center 18 miles northwest 
of downtown Detroit, Construction is 
scheduled to start next spring. Plans 
call for a one-story and basement, air- 
conditioned escalator equipped store 
with a 188,000 square foot floor area. 
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One-Level Unit Features Functional Design 


Cleverly-designed shoe window display forms one of the tempting windows at 


Lowenstein's-South, 


the newest suburban branch of Lowenstein's department store 


in Memphis. If is one of the most functionally designed stores in the nation. 


Mempuis, TENN.—The grand open- 
ing of Lowenstein’s-South newest sub- 
urban branch of Lowenstein’s in Mem- 
phis, introduced shoppers to what is be- 
lieved to be the largest one-level depart- 
ment store in the South and one of the 
most functionally-designed stores in the 
nation. 

The interior decoration and design 
represents an advance in the trend 
toward “self-selection.” Before arriv- 
ing at this design, the firm responsible 
for the interior visited 75 of the most 
advanced department stores across the 
country to study the most functional 
designs now in use. All of the newest 
and most workable ideas were then 
incorporated in the designs for the 
$3,000,000 store. 

Showcases and cabinets, done in Hon- 
duras mahogany and architectural 
bronze, are open on both sides so that 
shoppers can feel and examine the 
merchandise, as well as view it through 
the plate glass tops. 

While mahogany and bronze are 
used substantially throughout the store, 
pointed up by the lavish use of oriental 
grass-cloth on the walls, the outstand- 
ing decorative features are twin panels, 
16 feet high, which flank the entrance 
to the “Fashion Center,” the focal 
point of the store. Made of Burmese 
teakwood, each segment of the panels 
comes from the same teak-log, insuring 
perfect matching of the veneer. 

Floors in the Fashion Center are 
covered in luxurious, muted gray car- 
peting, and overhead a graceful chan- 
delier casts a flattering glow. Mahog- 
and and bronze fixtures lend a note of 
quiet elegance, 

The general decor can be described 
as “functional contemporary.” The 
groupings of various departments is 
such that the shopper can move from 
one display of allied products to an- 
other without having to go to the 
opponite side of the store, For instance, 
on one side of the furniture department, 








the shopper will find draperies and 
rugs; a bit further on, lamps, pictures 
and other house furnishings. All sec- 
tions are, however, plainly identified, 
“departmentized” by the use of identi- 
fying color on cabinets and showcases. 

Imaginative, abstract murals on the 
walls are used not only as decorations, 
but also as aids to quick identification 
of the various departments. In the 
boys’ and girls’ department, a gay 
mural of cut-out figures adorns the 
walls. Colorful hobby horses provide 
the motif for the mural in the chil- 
dren’s shoe department, In the men’s 
department, a more rugged note is 
struck with murals of fishing, riding 
and similar masculine pursuits, 

Lowenstein’s-South is the second sub- 
urban branch of Lowenstein’s. The 
other, Lowenstein’s-East, opened in 
1949, 

Located in Whitehaven Plaza, a fast- 
growing suburban shopping center, 
Lowenstein's-South is designed to serve 
residents of Memphis and Shelby 
County, northwestern Alabama, south- 
eastern Arkansas, northern Mississippi 
and western Tennessee, 





Reservations Coming In Fast 
For Southeastern Shoe Show 


ATLANTA—Reservations are coming 
in fast for the shoe show sponsored by 
the Southeastern Shoe Travelers, ac- 
cording to Mra, Ruth Whatley, secre- 
tary to the president of the travelers, 

The show will be held November 4-7 
in the Henry Grady, Peachtree, Pied- 
mont and Dinkler Plaza Hotels, 

Mrs, Whatley announced that a gen- 
eral membership meeting and banquet, 
together with the election of officers 
will be held at 6 P.M, during the first 
day of the show in the Dixie Ballroom 
of the Henry Grady Hotel. 

On Monday, November 5, a smorgas- 
bord and dance will take place in the 
Atlanta Biltmore Hotel. 





Dates to Remember 


Spring Opening, Guild of Better Shoe 
Manufacturers, New York City. Oct. 22-26 
Annual Meeting, Tanners’ Council of 
America, Edgewater Beach Hotel, 
eee Vee bey ve Oct. 25-26 
Annual Fall Meeting, Independent Shoe- 
men, Sheraton-Blackstone Hotel, Chi- 
SE ER core ay a ee ae Oct. 27 
National Shoe Fair, National Shoe 
Manufacturers Association and Na- 
tional Shoe Retailers Association, 
Palmer House, Conrad Hilton, Morri- 
son and Congress Hotels, Chicago 
Oct. 28-Nov. | 
Shoe Fair, Northwest Shoe Travelers, 
Hotel Saint Paul, St. Paul, Minn.. Nov. 3-6 
Spring Shoe Show, Tri-State Shoe Trav- 
elers, Hotel Statler, Buffalo..... Nov, 4- 
Spring Shoe Show, Mid-Continent Shoe 
Travelers Association, Biltmore Hotel, 
Oklahoma City, Okla. ..........Nov. 4-6 
Denver Shoe Show, Mountain States 
Shoe Travelers Association, Albany 
Hotel, Denver, Colo. ..... Nov. 4-6 
Spring Shoe Fair, Pacific Northwest 
Shoe Travelers, New Washington and 
Olympic Hotels, Seattle ........Nov, 4-6 
Shoe Show, Southeastern Shoe Travelers, 
Inc., Henry Grady, Dinkler Plaza, 
Peachtree and Piedmont Hotels, 
Atlanta ; eh .. Nov, 47 
Spring Shoe Show, lowa Shoe Travelers 
Association, Fort Des Moines Hotel, 
Des Moines, la. vas Nov, 11-12 
Spring Shoe Show, Indiana Shoe Trav- 
elors Association, Claypool Hotel, 
Indianapolis ae? .. Nov, 11-13 
Spring Shoe Show, Boston Shoe Travelers 
Association, Parker House, Boston 
Nov. 11-14 
Spring Shoe Show, Southwestern Shoe 
Travelers Association, Adolphus, 
Baker, Statler, Hilton and Southland 
Hotels, Dallas, Tex. Nov. 11-14 
Shoe Show, West Coast Shoe Travelers 
Associates, Alexandria and Biltmore 
Hotels and Haas Building, Los An- 
goles Nov. 11-14 
Shoe Show, Michigan Shoe Travelers 
Club, Pantlind Hotel, Grand Rapids, 
Mich, ae Nov, 14-16 
Shoe Show, Pennsylvania Shoe Travelers 
Association, Hotel Penn - Sheraton, 
Pittsburgh ......... Nov, 18-20 
Heart of America Shoe Show, Central 
States Shoe Travelers, Muehlenbach 
and Phillips Hotels, Kansas City, Mo. 
Nov, 18-20 
Shoe Show, Ohio Shoe Travelers Club, 
Deshler-Hilton Hotel, Columbus 
Nov. 18-20 
Popular Price Shoe Show of America, 
otels New Yorker and Sheraton- 
MeAlpin, New York City Nov. 26-29 
Shoe Show, Shoe Travelers’ Association 
of Chicago, Morrison Hotel, wee oe 
ec. | 


Mid-Atlantic Shoe Show, Benjamin 
Franklin Hotel, Philadelphia... .Jan, 12-16 
Shoe Show, Empire State Footwear As- 
sociation, Hotel Onondaga, Syracuse, 
ee ASR FA PPO .., dan, 20-22 
Summer Shoe Show, Pennsylvania Shoe 
Travelers’ Association, Hotel Penn- 
Sheraton, Pittsburgh ..........Peb, 10-12 
St. Louis Shoe Show, St. Louls Shoe 
Manufacturers Association, Lennox, 
Statler, Sheraton-Jeflerson, Coronado 
and Park Plaza Hotels, St. Louls 
April 27-30 





Boot and Shoe Recorder 


| 























a 


| 
| 








A ODOR 





Customers’ comfort, accessibility to stock and ample dis- 
play space were planned in Hanson's Shoe Store. 


BY VIVIAN C, ANDERSON 


DENVER—A combination of ingenuity 
with stress on the customer’s comfort 
and convenience and application of 
years of retailing experience has re- 
sulted in one of this growing city’s 
most unusual and successful suburban 
shoe shops. When Malvern (Sandy) 
Hanson discovered that he could not 
rerfew his lease on his own family shoe 
store downtown at 65 Broadway, he 
started searching for a growing, out- 
lying center where he could be the 
first (and so far, the only) shoe 
shop. He chose Meadowlark “where 
the younger element is settling,” near 
the huge Federal Center, on a busy, 
through street, 9180 West Sixth 
Avenue, in Lakewood, Since the open- 
ing July 1, he has not wanted for cua- 
tomers and has found many of his 
former customera returning to him 
from as far away as Cheyenne, Wyo. 

Mr, Hanson designed his store him- 
self, The entire center is a block 
long, all new modern buildings, hous- 
ing a drugatore, hardware atore, auper- 
market, beauty salon, variety store 
bakery, barbershop and the Hanson 
Shoe Store, With front windows flush 
to the floor, passersby have a view not 
only of the window displays, but of 
the artistically arranged ahop within, 

The shop has cinder block walla, 
painted a soft, ripple green, ite shelves 
in flamingo, Stock ia recessed in the 
walla on three sides but there are tall 
peg boarda for handbag dianlaya, Cua- 
tomers’ seata are covered with atriped 
plastic in e@reen and sapphire blue, 

"Plastic ia the only anawer for kid 
erawling around , . , then the chairs 
are alwave clean and fresh-looking,” 
saya Mr, Hanson, 

Between the backa of the chaira ia 
a i4-inch ledge fluah with the chair 
topa, designed by Mr, Hanaon for wo- 
men to lay their packages, but the 
ledge ia more often than not used to 
lay babies who bill and coo at their 


October 16, 1966 





mothers’ backs while shoes are being 
purchased, A floor of tile in blue, 
beige and charcoal, wrought iron 
planters and modern display racks for 
seasonal shoes add to the charm of the 
shop, 

A conversation piece is the unusual 
animated display window, again built 
by Mr. Hanson applying his own in- 
genuity, The display is tiered, reach- 
ing a depth of seven feet, the top ledge 
five feet above the window, It is geo- 
metric on the inner side to provide 
more space and at each corner stands 
“wrought iron” posta topped with 
little coach lights, 

The posts were made by Mr, Hanson 
who cut off plumbing pipe to the de 
sired lengths and painted it black. 
From his golf bag he fished golf tees 
to hold the shoes on the front peg- 
board display. Regular métal chain, 
also painted black, ia draped from 
poat to poat, Centering the display is 
a moving miniature ferris wheel with 
children’s and babies’ shoes in the 
passenger seats, Inatead of overhead 
spota to illuminate the window, Mr, 
Hanson found a better effect by plac 
ing three apota, one above the other, 
on the wall in the corner, 

Mr. Hanson, a native Kansan, atarted 
in ahoe retailing in Denver 15 yeara 
ago, firat as a saleaman with Ediaon 
Brothera until 1945, and then as man 
ager for Roe Brothera of the Leeda 
atore in downtown Denver until 1051, 
when he went into business for him- 
aelf, 

“T've really found out how loyal cua 
tomers are,” he aaid, “But I guess it’s 
because we personalize every customer, 
My saleawoman, Mra, Billy Behr, is 
‘Billy’ to the kida, and I'm ‘Sandy’, 
Many drive out here now for their 
shoes because we've fitted their young- 
atera since they were born, have taken 
care of the dada and moma, too, 

“We try to remember every child's 


Packages land babies) are laid between the backs of 
customers’ chairs on a specially built ledge fat right). 








Wrought iron coach light posts made 
from plumbing pipe add to the attrac- 
tiveness of the utilitarian window dis- 
play designed and made by Mr. Hanson, 


name and emphasise friendliness with 
everyone whether they're buying or 
‘juat looking.’ Of course, we have 
balloona or pencila for the children 
and a Children’s Shoe Club, We get 
thelr names and their birth datea and 
every birthday they get a card from 
us, After they buy 12 paira of shoea, 
we divide the total coat of the 12 paira 
by 12 and give them a pair of that 
value free, We keep up on community 
affaira and advertise regularly in two 
community newapapera and the Vet- 
erana’ Adminiatration Center Newa, 
It’s funny; wé tdidn’t open with any 
fanfare at all, People just started 
atrolling in and buying... and here 
we are!” 

Mr, Hanson emphasizes having sev- 
eral good, reliable linea in men’s, wo- 
men’s and children’a shoea and keep- 
ing all sizes on hand, He carries two 
dreaa linea for women, the same for 
men, four lines of casuals and three 
lines of children’s shoes 
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Shoemobile Fitting Service Clicks in Rhode Island 


Provivence, R. 1.—Health Footwear, 
Inc., started its new Shoemobile on the 
road here recently on a full-time basis. 
This is believed to be the first time that 
a shoe store in this area has offered a 
regularly-operated motorized shoe-fit- 
ting service. 

According to George H. Cook, trea- 
surer, the move is the result of an idea 
developed by Warren Mowry, vice-pres- 
ident. It was the latter’s idea that a 
home-fitting service for children could 
be made a profitable actitity. 

Manned by Mr. Mowry, the Shoe- 
mobile carries a complete stock of shoes 
for children of pre-school age, a limited 
stock for the next group extending 
through misses and youths, and a few 


loafers and casuals for young mothers. 
Altogether it carries a stock of 1,000 
pairs. 

Shoes are carried in small boxes 
placed on steel shelving so planned as 
to save as much space as possible. 
Boxes are held in place by a spring 
placed along the front of the shelves, 
a device that protects the shoes while 
the truck is traveling. 

The truck is a one-ton 10%-foot 
walk-in body type. It is leased under 
contract from a local garage. The body 
was made up to the store’s specifica- 
tions; paneling was painted a medium 
blue with the name imprinted in blue 
against an off-white. 

The Shoemobile operates five regu- 
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larly established routes, visiiing 16 
towns and cities outside of Providence. 
It will take the same route schedule 
every week so that mothers will become 
accustomed to the day of the week it is 
to be in their respective areas. A tele- 
phone call to the store is all that is 
necessary to bring the service to any 
home. All fittings are done in the home. 

The service was advertised in the 
Providence Sunday Journal, which cov- 
ers a major part of the state, plus four 
suburban weeklies. Three-column nine- 
inch ads ran in all five newspapers for 
two weeks, after which a reduced sched- 
ule was used as a follow-up, It was 
also announced in mailings to 2,000 cus- 
tomers. 

Results within the first three days 
have been “excellent,” according to Mr. 
Cook, Although the store was closed 
Monday, as usual, the telephone service 
was busy receiving calls. 

Health Footwear is located in down- 
town Providence at 76 Dorrance Street, 
where it has occupied a large second 
floor spot for a number of years. It 
specializes in men’s, women’s and chil- 
dren’s shoes of well known advertised 
brands, 


Shoe Mart on Highway Site 


Provivence, R, 1—Earl Pendergast 
is manager of the newly-opened Curtis 
Shoe Per Mart on the main Fall River 
Providence Highway, here. He has been 
associated with the Curtis organization 
for many years. He ia assisted by John 
A. Benson, a former shoe salesman, 

Called “New England's largest self- 
service shoe store,” it occupies an en- 
tire floor 50 by 100 feet, has 14 em 
ployees, and 42 chairs, 

Shoes are displayed in four-foot 
sections of eight shelves holding 48 
pairs of shoes, Each section is devoted 
to a different size and price, taking in 
a complete variety of types and styles, 
The store emphasizes famous names 
and guaranteed fittings. It is open 
from 9 A.M, to 9 P.M, everyday except 
Sunday. 

The company operates unite in 
Boston, Minneapolis, Detroit, Whitman, 


Mass., North Rockville, Md., and 

Natick, Masa, 

Sam Sullivan Will Add 

A Leased Shoe Department 
PHILADELPHIA Sam Sullivan, na- 


tionally known shoe retailer, president 
of Independent Shoemen, and the op- 
erator of a series of leased shoe depart- 
menta in his home town of Laredo, Tex.,, 
disclosed in a letter to the mnconpER 
that he is adding a new store to his op- 
erations and that it will be open for 
business before January 1. 

Mr, Sullivan said the move will coun- 
ter the loss of a department store lease 
January 1, 1957, He said the new atore 
will have a new front, new interior and 
a 46-foot addition to the rear, 
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Opening Miami Resort Season 
Gives the Nod to Black Shoes 


MiAMI, FLA.—The shoe picture in 
this area, as shoe dealers see it right 
now, is black, very black. Except for 
the bright spots introduced by the 
more-than-ever popular casual shoe, its 
a dark fall. True, there are a few 
other colors that have a following, such 
as the very new smokey taupe shade of 
brown that Burdine’s has introduced 
and which is showing in all their new 
fall clothes from hats to shoes, Tropic 
Dusk, This is a very smart new neu- 
tral shade, but still by far the heaviest 
business is in black. 

During the fashion show and buyers’ 
market put on by the Florida Fashion 
Council, some striking new colors were 
shown and these will be reflected in the 
shoe picture as the resort season 
opens, They are important because 
Miami has now reached fifth place in 
importance among the country’s style 
centers. A few of them are Caribbean 
blue, sunset-over-the- Everglades red, 
hot orange—all these and many more 
will be matched or contrasted in shoes. 

It is a lady-like season so far, and 
the floating panels, directoire poufs, 
Empire bows, and other Edwardian 
touches call for an opera silhouette in 
a show, The opera silhouette is lead. 
ing all others at the moment. You 
may choose the V-throat, the U-throat, 
the deep shell or the open toe silhouette 

anything so long as it offera the 
slender lines of the classic pump. 

Tapered toes and heela seem to go 
together, The heels are not all high, 
but there is a fondness for the medium 
heel that affords the wearer more per- 
fect balance, 

Some of the pumps show a subdued 
trim, such as an insert of calf or pat- 
ent on the vamp, a tiny button on a 
slightly draped vamp, a buckle or a 
bow, There is not enough ornamenta- 
tion to detract from the slim beauty 
and lines of the pump, but just enough 
to add a decorative touch, 

Texture playa a starring role in the 
shoes of the month. Vicuna corkette, 
highly polished grain calf, some kid, 
and of course suede, While suede is as 
usual the backbone of moat women in 
the area who accumulate a shoe ward- 
robe, the suede of the moment ia likely 
to have a two-textured look, It is suede 
combined with, perhaps, a atrip of 
vinyl or calf. It may be used with 
satin, a fabric to watch say the shoe 
men, or with faille, 

The Florida Fashion’a Council Mar- 
ket Week stressed the inroads being 
made by foreign styles, such as those 
from Italy, Paris, Bermuda or South 
America, The two latter influences will 
be reflected mainly in play and aporta 
clothea, but it is also very true that 
shoes within a month or two will be 
highlighting these same influences, 
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Prepare for Mountain States Show, Elections Scheduled 


DenveR—Dealers from every moun- 
tain state again are expected to attend 
the Mountain States Shoe Travelers 
Spring Show November 4, 5 and 6 at 
the Hotel Albany, here, where about 
70 exhibitors representing 135 lines 
will display spring lines of shoes, 

On Monday evening, November 5, a 
dinner for all dealers and exhibitors 
will be held at the Albany. Three hun- 
dred fifty men and women attended the 
last dinner, 

On the day preceding the opening 
of the show, November 8, the Mountain 
States Shoe Travelers’ Association will 


hold its annual meeting and election of 
officers, J. C. McGrane, executive secre- 
tary, announced, 

Among the offices to be filled this 
year are those of secretary-treasurer 
and vice-president. Harry Von Behren, 
Denver, is president of the association 
and C. Ernest Carpenter, Denver, is 
chairman of the board, W. P. Turner, 
Jr., has quit the secretarial post be- 
cause he has quit the shoe traveling 
business, while Clyde Clark, vice-presi- 
dent, has been transferred and is now 
traveling in California as representative 
of International’s Winthrop division. 
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They All “‘GO”"’ for SEBAGO... 


... $0 smart the styling . . . so comfortable the heel-hugging fit 


.. . $0 wonderful the way they wear and wear! Leisure-loving 








“moderns” . . . from Big-Chief and Squaw to the littlest 









IN-STOCK 
for immediate delivery 
Mellow-rich leather. Styles 
for women: 

#652 Brown 

#672 Black 


#662 Red 
#692 White Bark 


“injun” . . 


. have so consistently preferred 


Indian-inspired Sebago casuals that today 


SEBAGO-MOC is America’s 


fastest-growing line. 


SEBAGO-MOC COMPANY 


Westbrook, Maine 


New York Office: 534 Marbridge Building 
Made in Canada by Conada West Shoe Manufacturing Company, Winnipeg, Manitoba 


Store Features Counter-Height Wall Unit 





New Naturalizer department in Swope Shoe Company's downtown St. Louls store 
features soft diffused light on wall panei displays and a wate design divider 


which separates the recently opened department from the general tr 


St, Lovis — Swope Shoe Company 
opened a new department recently to 
handle Naturalizer shoes, one of Brown 
Shoe Company's nationally advertised 
brands, According to Meade McCain, 
Jr., president of Swope’s, response to 
the new department and to the promo- 
tion held in conjunction with the open- 
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ing has been excellent, 

The Naturalizer department of the 
store features a specially designed 
counter height wall unit for attrac- 
tively displaying shoes and storing 
shoe boxes, as well as a waffle pattern 
divider for showing footwear patterns, 
The waffle motif is repeated in the 





For Men, Women, Children 


CASH IN ON A PROVEN BEST-SELLER! 
Write for latest Sebago catalog... TODAY! 





ceiling decoration, Brand identifica- 
tion is used throughout the department. 
The opening was announced in news- 
paper advertising and by direct mail 
to Swope’s complete customer mailing 
list. Rosemary Sandweg, special rep- 
resentative of the Naturalizer division 
of Brown Shoe Company, and Robert 
Huette, sales representative, were in 
the store to greet and assist customers, 
Naturalizers are also carried in Swope’s 
second store, located in Clayton, 


Complete Line of Shoes 
In New Arizona Store 


Tucson, Anz.—— When Capin’s EI 
Paso Store opens ita new ultra-modern 
$500,000 department store in Nogales, 
Ariz., November 8, a complete line of 
shoes will be featured for each member 
of the family, 

Founded in 1920 by the late Hyman 
Capin, the store is now headed by Sam 
Capin as president and general man- 
ager, Ben Capin, vice-president, and 
Zellie Capin, secretary-treasurer, Jake 
Capin is vice-president and general 
manager of the LaVille de Paris, an 
associate store owned and operated by 
the Capin family. 

Lines to be featured in the shoe 
department inelude Trimfoot, Natural 
Poise by Wohl Shoe Company; Jarman, 
Florsheim, Aeme Boot Company, and 
Randolph Manufacturing products, 
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Radical Store Design Used in Fontius’ New Denver Unit 


DreNver—A complete departure from 
previous shoe store design is reflected 
in the colorful new Fontius Shoes unit, 
opened recently in the Lakeside Shop- 
ping Center in northwest Denver. 

The fourth store to be opened by 
prominent shoe retailer Harry Fontius 
in the Colorado capital, the new ad- 
dition reeled under the impact of an 
all-time record crowd of visitors. More 
than 45,000 persons were logged 
through the center on opening day. To 
attract its share of traffic, the Fontius 
store offered two pairs of $1 men’s 
stretch socks at two for $1, two pairs 
of dollar nylon hosiery for $1 and free 
balloons, pencil sets, and other gadget 
items for youngsters. 

Rectangular in shape, the new store 
is a unique combination of decorative 
materials, The 60-foot-long all glass 
front is fitted in the center by a wooden 
panel which is the backdrop for a 
“service desk,” 15 feet long, where all 
cash registers, Wrapping materials, 
account books, and a glass case devoted 
entirely to findings are located, 

The floor extending back from the 
front a distance of six feet, is finished 
in terra cotta spatter-pattern § vinyl 
tile followed by gold carpeting which 
extends the breadth of the shoe depart- 
ment to the rear wall, 

Wall design is probably the most 
colorful ever to be used in a Mountain 
States shoe store, Included are broad 
panels of vertically-grooved antique 
white oak interspersed with sections of 
Japanese grass cloth and across the 
center of the store, odd-sized offset 
panels of brilliant primary colors in 
harlequin fashion, These contrast an 
olive green ceiling and upper walls, 
olive green being repeated in display 
tables and general fixtures, 

The store is divided into three major 
sections, men’s at the extreme left. 
two bays for women’s shoe fitting in 
the center and children’s shoes at the 
extreme right, An aleove in the right 
rear corner is devoted to top quality 
handbags, 

Seating space for 47 customera is 
provided, with tough vinyl plastic 
eovered wrought-iron legged chaira in 
bright primary colora with blond hard- 
wood arma. 

Robert Warren, store manager, said 
moderate to better priced footwear 
lines will be featured, The atore will 
make considerable use of novel “pipe 
rack” display fixtures, set immediately 
behind the glass all the way across the 
front in lieu of standard window dis 
play. The store will operate with a 
crew of 10 saleamen in expectation of 
extremely heavy shopping traffie in 
an area of the city which has had no 
suburban shopping facilities at this 
level in the past, 

A special architectural feature in- 
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volves suspended brass chandeliers, 
custom-built for the Fontius store in 
Germany. They swing on a length of 
high gloss white rope. 

Lighting, too, is unusual, geared to 
produce 25 foot candles at waist level 
display height throughout the store. 
Four fixtures, each consisting of four 
fluorescent slim-line lamps running the 
length of the store are housed in 
troffers, which in turn are covered 
over with honeycomb expanded metal 
and finished in flat white. Light is 
diffused evenly throughout the store 
interior. 


Detroit Shoe Men’s Special 


DETROIT Detroit shoe men _ will 
travel to the National Shoe Show at 
Chicago en masse by means of two 
special cars on the New York Central, 
leaving at 8:30 A.M., on Sunday morn- 
ing October 28. Last year nearly 100 
shoe men from the Motor City went 
in the group. Plans call for suitable en- 
tertainment en route, Shoe men from 
Detroit have been assigned a block of 
rooms at the Belden-Stratford Hotel 
for their Chicago stay. 

Arrangements for the event are in 
charge of Samuel Plotler of the Orig- 
inal Sample Shop, president of the 
Michigan Shoe Retailers Association, 
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Store’s Shoe Club Idea Now Embraces 500 Families 


Warwick, R. I—A Shoe Club start- 
ed three months ago by Flodon’s Shoes, 
Inc., here, has 500 family members. 
Since most memberships represent fam- 
ilies of three or more, the actual num- 
ber of individuals represented is sub- 
stantial. 

The idea was originated by owners 
Donald C. Rich and Florence Izzi as a 
means of rewarding those who purchase 
shoes in larger numbers. It was adopted 
to appeal to the families with young 
children, offering inducement to buy all 
their shoes at Flodon’s. 

Reward to club members is a free 


pair of shoes for every 12 pairs pur- 
chased and punched on the membership 
card, Price of the free pair of shoes 
is the average of the prices paid for 
the 12 purchased pairs, which rewards 
each family in proportion to the amount 
of money spent. 

The Shoe Club has been advertised 
only by large window and store posters, 
and by word of mouth. People hear 
about it and ask for a nembership card 
on which sales are recorded, 

In addition to the club idea, Flodon’s 
uses two column seven or eight-inch 
newspaper ads twice a month, using a 
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local weekly and in a daily covering the 
metropolitan area. Cards and letters go 
periodically to all on the mailing list. 

Mr. Rich and Miss Izzi started this 
store two and a half years ago. Before 
that he had operated a downtown Provi- 
dence shoe store of the same name, and 
Miss Izzi was one of the sales ladies. 

In this store, women’s shoes range 
from $4.95 to $10.95, men’s shoes from 
$8.95 to $14.95, and children’s shoes 
from $3.95 to $8.95. 





National Shoes, Inc., Plans 
To Open More New Units 


New York — National Shoes, Inc., 
will open eight new outlets in the near 
future, it was announced here by Fred 
K. Siegel, vice-president of the com- 
pany. The new units, plus four more 
than were opened during the month 
of August, bring the chain's total 
number of stores to 134, 

The company is represented in loca- 
tions in major shopping areas in New 
York, New Jersey, Maryland, Connecti- 
cut and Massachusetts. The new stores 
will be located in Manchester, Conn.; 
Mondawmin (Baltimore), Md.; and in 
White Plains, Syracuse and Jamestown 
in upper New York State and Hicks- 
ville, Bay Shore and Massapequa Park 
in Long Island. 

National Shoes, Inc., came into offi- 
cial existence in 1924 as the result 
of a partnership between Joseph Siegel 
and Louis Fried, who is now president 
of the chain. In 1934, the partners 
reorganized the company as a corpora- 
tion, and in 1955 issued stock publicly 
for the first time. 

All of the new unita will be com- 
pletely modern, incorporating innova- 
tions in design culled from more than 
40 years of retailing experience. 


Shoe Salon Promotion Clicks 


OMAHA, Nes,—Kilpatrick’s reported 
a sharp increase in traffic for its second 
floor women’s shoe salon was a result 
of heavy promotion of a new $12.95 to 
$16.95 women’s fashion line, In addi- 
tion to a full page ad and television and 
radio advertising, the store secured the 
services of Judy Hall, Miss Omaha of 
1956, to model the new line throughout 
the week, 


ee 


Robin Hood Unit in Charlotte 


St. Lovis—Robin Hood Shoe Store, 
2912 Selwyn Avenue, Charlotte, N, C., 
has leased a children’s shoe department 
in Melville’s Children’s Shop, Park 
Roads Shopping Center, The depart. 
ment is scheduled for opening about 
the middle of November. 

The primary children’s line will be 
Robin Hood, a product of the Robin 
Hood division of Brown Shoe Company. 
B, J, Cravens will be the Robin Hood 
sales representative for the new de- 
partment, 
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DENVER—A device which has con- 
stantly boosted sales of infants’ soft 
shoes in the children’s wear department 
of The May Company, University Hills 
store here, is this custom built fitting 
fixture designed by the infants’ wear 
management, 

Until the opening of The May Com- 
pany’s new suburban University Hills 
store a year ago, when the fixture was 
built, fitting of youngsters’ shoes was 
an annoying nuisance for customer and 
salespeople alike, according to Mrs. Ida 
Goff, buyer for Denver’s May Company 
stores, In using a small chair it was 
difficult to keep the infant in place 
and the salesperson had to kneel down 
to floor level. The result was a de- 
cided lack of interest in selling baby 
shoes which translated itself into slow 
turnover, 





The May Company's infants’ fitting stool 
saves stooping and promotes coopere- 
tion from the small fry, All stock sizes 
fit conveniently in the cabinet below. 


All of these problems have evapor- 
ated, however, with the construction of 
the fitting fixture, Standing four feet 
high, the fitting facilities consist of a 
square box like case of gray hardwood 
faced with Formica and carpeted with 
a heavy pebble green wool carpet 
across the top, Around the base, re- 
cessed three inches, is a “kick strip” 
of vinyl tile which will absorb repeated 
punishment from shoe toes, 

At the top, covered with a simulated 
leather vinyl upholstery fabrie in 
green, are two tiny fitting chairs, 
joined together at a 5-degree angle, 
facing out toward the corners of the 
fixture, Permanently washable and 
easily repaired, the small chairs are 
anug enough to hold the average baby 
firmly in place with elbowa over the 
sides of the chair and the novelty of 
fitting at this high point usually has 
the psychological effect of getting bet- 
ter youngster cooperation, 

Now, in selling soft sole infanta’ 
shoes, personnel of the department 
simply boost the baby from the moth- 
er’s arma into one of the two chairs 
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Infants’ Shoe Sales Rise with New Fitting Fixture 


and carry out the fitting job at this 
comfortable level without stooping or 
kneeling. All stock sizes are carried 
in the cabinet below, conveniently 
reached through a slinging door so that 
all brands, colors, and styles can be 
readily reached at arm’s length without 
having to step away from the infant, 

With these facilities it requires less 
than half of the time normally asso- 
ciated with fitting the average baby, 
the patience and nerves of salespeople 
are less frayed, and mothers are in 
variably better pleased. 
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New Bohl & Maeser Quarters 


APPLETON, Wis.—After 43 years on 
the same block, Bohl & Maeser Shoe 
Company has moved into new quarters 
with double the former space at Apple- 
ton and Washington Streets here. 

The completely renovated interior is 
departmentalized into women’s, chil- 
dren’s and men’s departments, A sep- 
arate entrance leading to another dis- 
tinct department has been provided to 
attract more men’s work shoe business. 

Fluorescent fixtures covered with 
plexiglas provides a soft even illumina- 
tion. Each department is zone air- 
conditioned, 
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Edison Brothers’ Expansion 
Includes Two New Chandlers 


Sr. Lovis—Edison Brothers Stores, 
Inc., announced the opening of two new 
Chandler’s stores as part of the firm’s 
1956 fall expansion plans. 

The new Pittsburgh Chandler’s 
fronts on Smithfield Street and on 
Fifth Avenue, embracing a total of 
8,400 square feet on two main selling 
levels. The decor is modern, with light 
| woods used throughout. Appointed 
manager of this second largest Chand- 
ler’s unit in Pittsburgh was Bud Gib- 
son, senior manager with Edison Broth- 
ers for more than 20 years. His assis- 
| tant manager is Al Fogel. Regional 
| manager of the entire area is Armand 
| Fontaine. 

Panorama City, Calif., is the site of 
| the other Chandler’s store recently 
| opened, Located in a shopping center 
| where the Broadway Department Store 
\is chief tenant, the new store will be 
managed by Carrol Harding, formerly 
assistant manager in one of the Chand- 
ler’s Salons in Los Angeles. Harding’s« 
assistant manager will be Richard 
Stone, former salesman on the staff of 





Chandler's Hollywood store. Regional 
manager is A. C, Landau. 
Edison Brothers Stores, Inc., now 


operates 278 stores, of which 53 are 
| Chandler's, 





Olivola Leaves Postur-Line 


CeDARHURST, L. L, N. Y. — Guerin 
G. Olivola, of Port Washington, N. Y., 
has withdrawn as a partner of Postur- 
Line Shoes, which operates a chain 
of children’s retail shoe stores on Long 
Island, it was announced by Nathaniel 
Katz, of the partners in the firm. 

Mr. Katz said the business will be 
continued by the other partners, who, 
in addition to himself, are Mrs. Hilda 
Gaensler and Philip Azzarella. 


Store Honors Shoe People 


Detroir — Norman F. Sales and 
Helen K. Van Riper of the men’s and 
women’s shoe departments respectively, 
are being saluted by The J. L. Hudson 
Company, Detroit, upon completion of 
25 years each with the store. 


Melville Declares Dividend 


New York — Directors of Melville 
Shoe Corporation declared a quarterly 
dividend of 45 cents per share on the 
common stock, payable November 1, 
1956, to shareholders of record Octo- 
ber 19. They also declared regular 
quarterly dividends of $1.18% per share 
on the Series A preferred stock, and $1 
per share on the Series B preferred, 
both payable December 1 to stock of 
record November 16. 
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Shoe Department Features 


DENVER—~A unique “New Orleans 
atmosphere” is featured in the color- 
ful new women’s shoe department of 
the Denver Dry Goods Company’s 
spectacular Lakeside Shopping Center 
store here. 

The women’s shoe department was 
in search of something “new and dif- 
ferent” in the design of the new store, 
and consequently, it was decided to 
make a sharp departure from the ultra- 
modernity which has characterized 
similar departments in previous sub- 
urban stores built by the Denver de- 
partment store. 

Consequently, the Lakeside store’s 
women’s shoe department includes an 
atmosphere reminiscent of old New 
Orleans. The motif begins with the 
words “Women’s Shoes,” spelled out in 
heavy wrought iron wire at the left 
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New Orleans Atmosphere 


side of the 70-foot-wide department. 

Walls, all the way around, are done 
in off white contrasted against which 
are a series of trees, painted in real- 
istic green, which extend up from the 
floor level, all the way up the wall, and 
over part of the ceiling. The “trees,” 
painted by a prominent Denver artist, 
are copies of a familiar Louisiana tree, 
and are given more realism through 
the painting of a reproduction of a 
heavy iron spear-pointed fence around 
the lower wall, reminiscent of Louisiana 
cemeteries. 

Still more unusual eye-appeal was 
provided by the center wall display 
case, a reproduction of the wrought 
iron cupolas or garden bowers which 
are traditional in Southern plantation 
landscaping. A realistic touch was pro- 
vided by the use of vertical sections of 
pipe, finished in wrought iron black, 
which divide up the wall case into 
vertical sections. The cupola roof and 
remaining trim is painted on the wall, 

Under direction of Tom MeGrath, 
newly-appointed manager of the de 
partment after many years of service 
with the Denver Dry Goods Company, 
the department has seating capacity 
for 51 persons. The decor makes 
of heavy vinyl plastic upholstered 
chairs with blond hardwood separating 
arms and black wrought iron legs. 
The department is compartmentalized 
throughout and enclosed in a low hip 
height partition which separates the 
department from the main aisle. Open 
display shelving for featured shoe 
lines extends across the front of the 
department outside the partition with 
a stack of every shoe number in stock 
out on “open display” in this way. 

The new men’s shoe department is 
located directly across on the opposite 
side of the store, Oblivious to super 
stition, the department seats 13, util 


use 


izing the same chair style as the 
women’s shoe department. One wall 
of the rectangular department is in 
antique oak, stained a rich brown, 
while the remaining walls are finished 
in bright blue wallpaper. A_ single 
inset shadow box, 10 feet long, with two 
levels of glass shelving displays men’s 
and boy’s shoe styles. Wiley Ferdig, 
has been appointed manager of the 
men’s and boys’ department. 


Provide Shoes for Tall Girls 


LANSING, MICH. A new separate 
women’s shoe department, called the 
“Tall Girl Salon.” has been opened by 
Harryman’s Shoes, 118 South Wash- 
ington Avenue, Tom Green, manager 
of Harryman’s Shoes, said the depart- 
ment was opened to accommodate cus- 
tomers who have long demanded it, Fea 
tured will be shoes 10% to 13 in size. 





lt will pay you to see this new idea in footwear 
on display at Booth 19, Palmer House, or write 


for further information, 
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Ashton’s Shoe Shop at 258 Essex 
Street, Salem, Mass, recently cele- 
brated its twenty-fifth anniversary of 
operation under that name and offered 
its customers a 10 per cent discount on 
all footwear during a ten-day period. 
The business was organized in 1931 by 
George W. Ashton, Mr. Ashton retired 
early this year and sold the business to 
Earle Haley, who had been associated 
with him in the business for many 
years. 
+ * + 
Julius Viola, previously salesman with 
Bond Clothes, Providence, R. IL, has 
bought Lord’s Shoe Store, 119 Mathew- 
son Street, that city, from Americo V. 
Bernadine and Armando T. Altura. Mr. 
Viola plans to operate the store under 
the same name and with the same type 
of men’s shoes. 
* * + 
Milton Currie, at one time salesman 
in downtown shoe stores, has bought 
Coughlin’s Shoe Store, 816 Newport 
Avenue, Pawtucket, R. L., from Edward 
Coughlin. He has renamed it Currie’s 
Shoe Store and will operate it as a 
family store. 
* * om 
Saltzman’s Men’s Stores has opened 
a new unit at 35 Richmond Street, 
Providence, R. I. Manager James Finn 
is in charge of the men’s and boys’ 
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shoe department. Headquarters of the 
company are at 7 Roosevelt Ave., Paw- 
tucket, R. I. The company operates 
another store in Providence, two in 
Pawtucket, one in Woonsocket, R. L, 
and one at Attlebdro, Mass. 

+ + + 

Sam Murano has been named man- 
ager of Schiff’s Shoe Store, 106 East 
Main Street, Rochester, N. Y., succeed- 
ing Hyman Levison, who has resigned. 
Mr. Murano was formerly manager of 
the shoe department of Lincoln Stores, 
Inc., Rochester, for the past six years. 
+ + + 

A new shoe store has been opened 
in Market Square, Newington, Conn., 
by Peter Kosko and Henry Rydberg, 
both residents of New Britain, Conn, 
Shoes for men, women and children are 
carried. 

* * + 

John Harrington, former manager of 
the Thom McAn shoe store in Wake- 
field, Mass., has been appointed man- 
ager of the Thom McAn store in Wo- 
burn. He succeeds Jack Oldfield, who 
has retired after 25 years of service. 

+ + * 

Richard Bowman has been named 
manager of the W. L. Douglas Shoe 
Store at 36 Asylum Street, Hartford, 
Conn, For 12 years he has been asso- 
ciated with leading shoe stores in or 
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near that city. His home is in Glaston- 
bury, Conn. 
* + + 
Under the management of Bennett 
Miller, a new shoe outlet, known as the 
Century Shoe Fair, has been opened 
on Memorial Drive, in West Springfield, 
Mass. 
+ * mn 
Robert Gold has been appointed man- 
ager of the Dial Shoe Store in Wilm- 
ington, Del. 
a * + 
Jerry Wigley has acquired full owner- 
ship of Jackson’s Walkover Shoe Shop 
on Las Olas Boulevard, Fort Lauder- 
dale, Fla. He has been partner-manager 
of the business since it was opened in 
1946. It will now be operated under 
the new name, Jerry Wigley Shoes. 
* + + 
Charles E. Guth has joined Black’s 
Department Store as manager of the 
shoe department in Plant City, Fla. 
Guth was formerly associated with a 
department store in Cleveland, O., and 
served as manager of the children’s 
shoe department and assistant manager 
of the ladies’ shoe department. 
* + + 


The Methvin Shoe Store in Plant City 
is now carrying a complete line of 
men’s, women’s and children’s shoes, 
making it a family shoe store, The 
business was opened in 1921 in a small 
way. It is owned and operated by Mrs. 
J. Robert Methvin, and is a model, 
modern shop. 
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The A. S. Beck Shoe Store on Lincoln 
Road, Miami Beach, is being redesigned 
and the store front will have extensive 
areas of glass. In the remodeled shop 
the men’s department will be located 
in the newly created mezzanine, The 
work is scheduled to be completed by 
the middle of October. 


* ” + 


Davis Shoe Store has been opened 
at 822 Washington Avenue in Titusville, 
Fla., and will handle shoes for men, 
women and children. The business is 
owned by Mr. and Mrs. W. N. Davis, 
with their son, Bobby Gene, and F. W. 
Vulpius as co-partners, The store is 
modern, with a terrazzo floor, and is 
air conditioned. 

* + * 

‘S. J. Mack, president of Self Service 
Shoe stores, has announced the appoint- 
ment of Raymond Parra, Jr., as general 
manager for the shoe chain, Mr. Parra 
was formerly district manager for Pix 
Shoe Stores. His headquarters will be 
at 1006 Franklin Street, Tampa, Fla. 

* + * 

Pix Shoe Stores is opening two new 
outlets, bringing the number of shops 
operated by them up to 21. One of the 
new shops is located in Hialeah, Fla. 
Pix was started in Miami in 1949, Now 
the firm operates nine stores in the 
Greater Miami area and 12 stores else- 
where in the state, Annual sales volume 
runs more than $4 million. Henry 
Hecht will manage the new Miami store, 
and Ben Goodman is ‘manager of the 
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Hialeah outlet. 
* + * 

A new Thom McAn Shoe Store 
opened recently (Sept. 6) at 10 East 
Washington Street, in downtown In- 
dianapolis, only a few doors west of 
a former location. William Jones is 
manager of the relocated branch, that 
specializes in men’s and boys’ footwear. 
The firm operates a full-line shop at 
21 North Illinois, in downtown Indian- 
apolis. 

* + * 

Lloyd Vander Streek and Carl Wehde 
have opened the Pella Bootery in Pella, 
Ia. The new shop is housed in a new 
two-story building with a recessed front 
of glass and brick, Mr. Vander Streek 
formerly was employed in the sales de- 
partment of the Pella Roscreen Com- 
pany and Mr, Wehde was a high school 
instructor in Keota, Ia. Both men at- 
tended a special shoe fitting school in 
St. Louis before opening their new 
store, 

* + + 

The S. and S. Shoe Company, Si- 
gourney, Ia., marked its fiftieth anni- 
versary in business at the same loca- 
tion. Owners of the store are Art Prall 
and Marty Schroeder who bought the 
business in 1947 from John A, Schlitz. 

+ * + 

Stanton L. Bowman, who began sell- 
ing shoes on June 18, 1906, has ended 
his fifty-year career in Marshalltown, 
Ia., and plans to do some serious fish- 
ing during his retirement. Beginning | 
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his career with Ingledue and Young, 
Mr. Bowman went with the Schmidt 
Boot Shop in 1921 and stayed with the 
store when it changed owners in 1938 
and become Ewers Shoe Company. 

* * * 

Lansing, Mich.—Schaefer Arch-Pre- 
server Shoe Shop recently moved from 
213 S. Washington ave. to new quarters 
at 217 S. Washington ave, The new 
store, completely remodeled and mod- 
ernized, features four display cases 
visible from both the inside and outside 
and includes completely new furnish- 
ings, Walter A, Schaefer, manager, 
said. The store was located at its old 
address since its establishment 33 
years ago. 

+ + . 

The Shoe Market, 719 Washington 
and 212 Center, Bay City Mich., cele- 
brated the reopening of its newly en- 
larged and remodeled store. Located 
at the Washington Street address for 
the last 35 years, the Center Street 
location was added giving it a double 
entrance as well as providing twice 
as much space, 

+ + * 

‘Morris Levine has been appointed 
manager of Leed’s Shoe Store, 65 
Stockton Street, San Francisco, Mr. 
Levine was formerly manager of the 
Leed’s Shoe Store in Vallejo, Calif. 
Bud Gibson who formerly managed the 
Stockton Street store has been trans- 
ferred to Pittsburgh, Pa., where he will 
manage a new Chandler's store, 
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Noah Wollman Amdur 


New York—Noah Wollman Amdur, 
73, president of Amdur Leather Com- 
pany, Inc., New York, tanners, suc- 
cumbed to a sudden heart attack at his 
home 120 Broadview Avenue, New Ro- 
chelle, N. Y. Identified with the indus- 
try for more than 45 years he was 
widely known to the trade, having 
earlier in his career been a wholesale 
distributor of shoes. 

A native of Pittsburgh, he was ini- 
tially employed with a shoe wholesale 
concern in that city. He relocated in 
Boston, conducting a wholesale distrib- 
utor business which he disposed of in 
1919. Early in the 19208 Mr. Amdur 
entered leather manufacturing, operat- 
ing for more than 30 years the busi- 
ness currently known as Amdur 
Leather Company, Inc. His knowledge 
of the industry spanned from hide buy- 
ing to shoe wholesaling. 

Services held at the George T. Davis 
Memorial, New Rochelle, N. Y., were 
attended by many friends and rela 
tives. Mr. Amdur was a Mason and a 
member of Temple Israel, New Ro- 
chelle, N. Y., where he resided for 40 
years. Surviving are his widow, Tillie 
Rosenthal Amdur; and two daughters, 
Phyllis Colub and Selma Derfiner. 
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The business, it was announced, will 
be continued without change of policy 
under the direction of Simon G. Laties 
and Allan E. Gitter, vice-presidents, 
both actively identified with the firm 
for many years. 


William B. Altsman 

PortsmMouTH, O.—William B. Alts- 
man, for many years a vice-president 
and director of the Selby Shoe Com- 
pany, died here in Mercy Hospital. He 
was 84, 

Mr. Altsman retired in 1946 after 59 
years’ service with the company. 

Mr. Altsman started his long career 
in the shoe industry in 1887 in the 
cutting department of the former 
Drew- Selby Company plant. The plant 
then produced about 300 pairs a day. 
In 1892 he was transferred to the 
leather department. 

When the Selby Shoe Company was 
organized in 1902 by the late George 
D, Selby, Mr. Altsman was named 
superintendent of the cutting depart- 
ment and leather buyer. 

He was considered an expert on 
leather throughout the United States 
and Canada. He was fond of recalling 
that the shoe industry in the early 





1900s used only six kinds of leather and 
in 1937 was using between 600 and 800 
different kinds of blends. 

Mr. Altsman suffered an eye ailment 
which led to his retirement in 1946, but 
he retained his stock holdings until 
this year. A banquet in Cincinnati 
marking his fiftieth year in the shoe 
industry in 1987 was attended by many 
executives in the shoe and leather in- 
dustry. 

He is survived by his widow, Mrs. 
Martha Varner Altsman; two children, 
Varner Altsman, of Cincinnati, and 
Mrs. Mary Elizabeth Saxby, of Colum- 
bus, and three granddaughters. 


Harry E. Braman 


Derroit—~ Harry FE, Braman, 73, 
owner of the Braman Shoe Company, 
said to be the largest wholesale house 
in Detroit, at 743 Beaubien Street, died 
suddenly October 1. He had been in 
the wholesale business in the Motor 
City since 1914, when he formed the 
Ainsworth- Braman Shoe Company, 
buying out the interest of his associate, 
Ralph Ainsworth in 1931, 

About this time, Mr. Braman organ- 
ized the National Cash and Carry Shoe 
Company, operating a wholesale cash 
and carry business in the thirties, 
closing this business out after a time. 
The Braman Shoe Company, originally 
a corporation, was a personally-owned 
company in recent years. Mr, Ains- 
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worth covered Michigan, and had the 
western Michigan franchise for the 
LaCross Rubber Mills. He was a mem- 
ber of the Michigan Shoe Travelers 
Club. 

Plans are being made to liquidate the 
business through a trust company. 

Mr. Braman, who was a _ pioneer 
resident of the North Rosedale Park 
area of Detroit, is survived by his 
widow, Grace; one daughter, Mrs. 
Grace Harley; and two grandchildren, 
Jack and Calla Harley. 


Arthur George Winter 


Newport, N. H. — Arthur George 
Winter, 78, a shoe dealer here for many 
years, died Sept. 18 at his home at 
110 Laurel Street after a long illness. 

Mr. Winter was a native of Newport 
and at the age of 19 began work in the 
shoe store operated by D. M. Richards 
and later by Charles Mooney, 

In 1907 he became associated with 
Henry W. Brown in the Dudley Shoe 
Company. He purchased Mr, Brown's 
interest in the establishment in 1912 
and eight years later associated him- 
self with his brother, Charles FE. Win- 
ter, doing business as the Winter 
Brothers Shoe Store. Mr. Winter re- 
tired in 1946 when the store was sold 
to James Ferriter and Kermit Baker, 

Mr. Winter was a member of the 
Masons and Odd Fellows and was a for- 


mer member of the Newport Rotary 
Club and Board of Trade. He had also 
been a director of the First National 
Bank. 

Survivors. include two _ brothers, 
Charles E. Winter of Croydon, N. H., 
and Herbert Winter of Georges Mills, 
N. H. 


Frank C, Howard 

New YorK—Frank C, Howard, who 
had been buyer of men’s and women’s 
shoes at Abercrombie and Fitch in New 
York from May 4, 1936 until his re 
tirement on December 31, 1952, died in 
his home at Harrison, New York, 
October 3. He was 74. 

Prior to his association with Aber 
crombie and Fitch, Mr. Howard had 
been with the Howland Dry Goods 
Company of Bridgeport, Conn., Jordan 
Marsh of Boston, Mass., and Franklin 
Simon of New York. 


Melvin G, Campbell 
KANSAS City, Mo.—Melvin G. Camp- 
bell, secretary of the Central States 
Shoe Travelers’ Association, died un- 
expectedly at his home. Apparently he 
suffered a heart attack. He was 53. 

Mr. Campbell, born in Ellsworth, 
Kan., had been a resident of Kansas 
City since 1940. He was a salesman for 
the General Shoe Corporation, 
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He is survived by his widow, Mrs. 
Marjorie Frances Campbell; a daugh- 
ter, Phyllis Ann Campbell, who is a 
student at the Texas College for Women 
at Denton; a son, James Michael, at- 
tached to the Marines at San Diego; 
his mother, Mrs. Catherine Campbell; 
two sisters, Mrs. Helen Cooper and 
Mrs. Marjorie Boland, all of Wichita, 
and a brother, Perry Campbell, of 
Denver. 

Samuel S, Hamparian 

MILWAUKEE—Samuel S. Hamparian, 
who operated the Juneau Avenue Boot 
shop at 527 West Juneau Avenue here 
for 44 years, died at Deaconess Hospi- 
tal after a long illness. He was 68. 

Born in Avarak, Turkey, he came to 
Milwaukee when he was 22. 

He is survived by his widow, Dekra- 
nouhee; two daughters, Mrs. Margaret 
Derderian, Racine, Wis., and Mrs. Ber- 
jouhee Daderian, New York City; a 
son, Edward; two brothers in Buenos 
Aires and in Cairo, Egypt, and a sister 
in Beirut, Lebanon, 


Iral Irwin Stewart 

OAKLAND, CALIF.—-Iral Irwin Stew- 
art, owner of the Stewart retail shoe 
store chain in California and Oregon, 
died of an apparent heart attack after 
being stricken on an Oakland street 
recently, He was 59. He is survived by 
his widow, Mildred, and a son, Robert. 
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Bricconés Italian Style Casuals 


BE ready for your biggest casual selling season when 

American men go out-of-doors this Summer, Your cus 
tomers will be looking for Bricoones gay, carefree casuals 
with wonderful fitting qualities, They come in rich emooth 
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famous sales making Mold-Crepe sole, Watch them walk 
out at their low price ticket, There are other Lion sandals 
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Children’s Robin Hood Slippers Come with Matching Hat 





These lounge slippers for children, made of a soft, pliable suede-like fabric with 

flock anchored in Du Pont neoprene, are inspired by the costumes of Robin Hood, 

and matching hats come with the slippers. These boots are of prewelt construc- 
tion, with oak split soles. 


New York—New lounge slippers for 
children to wear indoors or out are 
being shown in a soft, pliable, suede- 
like fabric with flock anchored in Du 
Pont. neoprene. Sherwood Booties, in- 
spired by the costumes of Robin Hood, 
are made by the Sufix Shoe Manufac- 
turing Company, Boston, in Nafi-Suede, 
produced by National Automotive 
Fibres, Inc., of Trenton, N. J. 


The ankle-high boots have contrast- 
ing heels and cuffs, and are trimmed 
with a stenciled design showing Robin 
Hood, Matching hats are trimmed with 
a bright feather. Although the boots 
have an authentic, period-costume look, 
they are practical, durable, and com- 
fortable to wear, the Du Pont Company 
said, 

Use of neoprene in the suede-like 


fabric is said to lengthen its life be- 
cause the synthetic rubber is tough, 
withstands repeated flexing, and re- 
sists abrasion and scuffing, as well as 
deterioration from contact with oils, 
grease, detergents, heat and sunlight. 
These boots are of prewelt construction, 
with oak split soles. 

Sherwood Booties come in mustard 
and green, green and red, red and 
green, and gold and blue, and are sold 
through leading department, chain, and 
variety stores at approximately $2 re- 
tail, or in sets with hat for $2.98. Also 
available in the suede-like fabric are 
moccasins trimmed with pile fabric 
and decorated with a “space scout” de- 
sign, to wear as house slippers. 





Hood Adds Pile-Lined 
Boot to ‘Rain-steps’ Line 

WATERTOWN, MAss.— The “Dream- 
boot” is an new addition to the popular 
“Rain-steps” line of stormy weather 
footwear manufactured by Hood Rubber 
Company and the Footwear division of 
The B. F. Goodrich Company, Water- 
town, Mass. 

This “campus” style is completely 
waterproof and lined with Estron pile 
to keep out cold and dampness. 

It is worn over the sock and has a 
slide fastener for easy closure. In ad- 
dition, the cuffs snap down for that 
“Casual Look.” 
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it is available in growing girls’ sizes 
4 to 10 and in colors of black, brown 
and gray. 


Sock Sales Rise 10 Per Cent 
With Stock Shelf Display 


DENVER—A pleasant 10 per cent in- 
crease in the sale of better priced men’s 
socks has been readily accomplished at 
The Wallace Shoe Store in suburban 
Chaffee Park here, by merely removing 
several shoe cartons from the stock 
shelves and displaying a neat stack of 
socks in their place. 

“The important thing is get the socks 
up to eye-level,” Ed Wroble, store 
manager indicated. “We have a lot of 
traffic moving along this wall of the 
store at all times, and consequently, 
any display which is out of the ordinary 
is bound to get a lot of attention. Con- 
sequently, whenever we have a promo- 
tion on socks, or a special sales season 
is at hand such as the back-to-school 
period we simply turn over five feet of 
display shelf on each of three levels to 
a complete display of socks with around 
75 choices. 

“The socks are simply stacked on the 
shelf where shoe boxes would normally 
be, and here, they attract attention 
simply because our customers are used 
to seeing nothing but rows of shoe 
boxes at this point.” 

Sales increases haven't been sensa- 
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WOLVERINE shoes for 
men have more exclusive 
features that help you sell 


EXCLUSIVE — SHELL CORDOVAN 
HORSEHIDE SOLES— supor-flexi- 
ble for faster sales. 


EXCLUSIVE—~BRUSHED PIGSKIN — 
the style sensation that sells on 
sight. 


Independent Retailers: For cata- 
log and franchise information, 
write, Attn-Dress Shoe Division, 
today. 


WOLVERINE 
SHOE AND TANNING CORP, 
ROCKFORD, MICHIGAN 


National Shoe Pair 
Room 676, Palmer House 


October 15, 1956 
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tional according to Mr. Wrobel, but the 
shelf display invariably will boost top 
volume by 10 per cent or more over 
what it would be on a standard display 
table nearby. Equally important, the 
display serves to remind men custom- 
ers of sock needs when during special 
sales and other promotional events, 
store salespeople do not have time to 
suggest them. 


Shoppers Flood Downtown 
On ‘Bus-and-Bonus Day’ 


DENVER—Downtown Denver shoe re- 
tailers are enthusiastic over the Bus 
and-Bonus Day sponsored by the Den- 
ver Retail Merchants’ Association sev- 
eral times during the year, saying they 
find buying customers in their 
who otherwise would not have followed 
the ads and come downtown to shop. 

The fifth such day this year saw 
more than 12,000 shoppers take ad 
vantage of the free-ride-home plan. 
Shoe retailers cooperate with other 
stores in advertisements of regular and 
bargain offers on the day before the 
event. Freedom from traffic worries on 
the way home is stressed. 

Here is the way the plan works: 
Starting at 9 A.M. on the given day 
each inbound tramway rider is given a 
certificate bearing the names of 388 
major downtown businesses. The tags 
are accepted in lieu of fare for the trip 
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home if they have been stamped by any 
of the firms. No purchase is required to 
have the certificates validated. 

The tickets are good until midnight, 
so many shoppers do their buying in 
the afternoon, stay downtown for din- 
ner and attend a show at night. Sev- 
eral top movie theaters join with the 
retailers in the co-operative promotion. 
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o its fine line of Juvenile Shoes and growing 
girls’ specialties, Willits has added a short, com- 
pact line of fine youths’ and boys’ genuine Good- 
year Welts, Represented in these carefully selected 
styles are every type real youngsters are asking for. 
You'll be amazed at the quality and detail in this 
new line of boys’ shoes. It is typical of the quality 
you come to expect from Willits. Visit with us at 
the Fair and let us show you the most attractive 
styles and greatest line of youngsters’ shoes at the 
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HOWARD W. HARDING 
AVON, MAss.—At a special meeting 
recently here, the stockholders of the 
Avon Sole Company elected Howard W. 
Harding as treasurer of the company. 
Mr. Harding has been a vice-presi- 
dent and sales manager. He is a direc- 
tor of the Campello Cooperative Bank, 
an Air Force veteran of World Way I 
and a member of the American Legion, 
and has been on the board of directors 
of the Avon Sole Company for 20 years. 
He is active in local Masonic circles and 
is a member of St. George’s Lodge in 
Campello, He is well known in the 
shoe trade, as he has contacted the 
manufacturing end of the business for 
more than 40 years. 

At the same meeting, the stockhold- 
ers elected Sydney R. Miller of Dedham 
and Walter A. Forbush, Jr. of Brock- 
ton to the board of directors, 

Mr. Miller received his degree in 
Chemical Engineering at M.1.T. in 1931 
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“MILLER 


WALTER A. FORBUSH, JR. 

and is presently serving as Director of 
Research at the Avon Sole Company. 
He is known in the trade as an expert 
in the compounding of rubber chemicals 
and the practical application of rubber 


materials in the shoe industry. Mr. 
Miller is a member of the American 
Chemical Society and the Boston Rub- 
ber Group. He is a trustee of St. John’s 
Methodist Church in Dedham and is a 
member of the Constellation Lodge and 
Mahded Grotto. 

Mr. Forbush was graduated from 
Harvard College with an A.B. degree 
in 1985 and joined Avon Sole Company 
early in 1936, He is presently purchas 
ing agent and cost accountant of the 
company. He is a member of the Amer- 
ican Chemical Society and the Boston 
Rubber Group, Mr. Forbush is a direc- 
tor and past president of the Brockton 
YMC A, a vice-president and trustee 
of the Brockton Hospital and past mas- 
ter of St. George’s Lodee of Brockton, 





G. Levor to Move Offices to Gloversville Tannery 


New YorkK—A long contemplated re- 
moval of the New York fiscal offices of 
G. Levor & Company, Inc,, to a re- 
cently-erected administration building 
at the Gloversville tannery will occur 
toward the end of this month. Key per- 
sonnel will accompany the transfer and 
reside henceforth in the Gloversville 
area, 

Included in the shift are Fred A, 
Moller, assistant treasurer and secre- 
tary; W. Gordon Goff, comptroller; 
Walter Feldmann, credit and office 
manager; Gene Gracco, hide and skin 
inspector; and John Huston, book- 
keeper, 

Selling activities were separated from 
the Gold Street offices for some time. 
Levor & Tan-Art leathers have been 
and will continue to be represented in 
the metropolitan area by Sol Leventer, 
with his own building and salesrooms 
at 176 William Street. 


October 15, 1956 


This move from 100 Gold Street 
leaves New York’s Hide & Leather 
Building with sparse tanning repre- 
sentation. The structure was a_ trade 
landmark for more than 80 years and 
the Levor firm was one of the four 
concerns Which planned and financed its 
construction, The building was taken 
over by realty operators about 15 years 
ago and is largely occupied today by 
the municipal traffice commission, hide 
brokerage and insurance offices, and 
some leather dealers, 


Allied Kid Promotes Colors 


New YorkK—The Allied Kid Com- 
pany announced the start of color pro- 
motion in which postcard reproductions 
of six colors are being sent to the com- 
pany’s entire mailing list. 

Six mailings are contemplated in all, 
Art work reproduces specific colora in 
shoes, handbags and accessories, 


American Ideas Important 
To Philippine Shoe Industry 

Sr. Louis—Retailers in the Philip- 
pines .exercise strong influence over 
manufacturers there by taking Ameri- 
can shoe trade publications, pointing 
out pictured styles in the publications, 
and saying to manufacturers, “That’s 
the type of shoe we want to stock!” 

This was the comment of Francisco 
D. Teodoro of Manila, a vice-president 
of Ang Tibay, one of the Philippines’ 
largest shoe corporations, during a 
visit recently to International Shoe 
Company in St. Louis. Mr. Teodoro 
was one of a group of seven Filipino 
shoe executives who visited the St. 
Louis shoe firm under the auspices of 
the International Cooperation Adminis- 
tration, The leather shoe productivity 
team is touring the shoe centers of the 
nation for six weeks. 

His father founded the Ang Tibay 
firm, explained that government allo- 
cation of materials paid for in advance 
by Philippine manufacturers consti 
tutes the chief difference between the 
shoe industry there and here. Though 
labor costs are lower, materials are 
higher, Mr. Teodoro declared. Men’s 
retail shoes range in general from $10 
to $20; women’s begin at $4.50; girls’ 
are priced at $8 and up; and boys’ 
ranee from &2 upward. 

Because of a long rainy season, Ang 
Tibay manufactures about 60 per cent 
of its soles with non-leather materials 
Almost all of the hides used by Ane 
Tibay are imported from the United 
States. 

Ang Tibay operates four factories 
with between 800 and 400 employees 
at each plant, Mr, Teodoro reported 
Cement, Littleway and Goodyear con 
structions are used in the plants, which 
now produce about 2,000 pairs of men's 
shoes a day and some 800 pairs of 
children’s shoes, Capacity is 4,500 
pairs for men’s and 8,000 for children’s 
shoes, 

An unusual facet of the Ang Tibay 
operation is the daily morning “con 
vocation,” an inspirational meeting 
which includes prayer, guest speakers 
and community singing. 

Mr, Teodoro received practical shoe 
training at Brockton, Mass., with the 
John E. Lucy Shoe Company, where he 
worked as a machine operator. He 
joined his father’s firm after attending 
college for two years, 


Gutting Appointed by BGS 

Boston Arnold J, Cohen, sales 
manager of B G S Shoe Corporation, 
announced the appointment of George 
Gutting as representative in the North- 
west, Mr. Gutting, formerly with the 
women’s division of Florsheim, will 
cover his same territory for Buskens, 
Working out of Seattle, he will travel 
Washington, Oregon, Wyoming, Mon- 
tana, Idaho, and Utah, 
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Oconomowoc, Wis. — Foot-so-Port 
Shoe Company, division of the Muse- 
beck Shoe Company, here, has an- 
nounced two important changes in their 
territory sales representatives. Edson 
Kindberg, who has been operating a 
retail orthopedic business and makes 
his home in Coeur d’Alene, Ida., has 
been named sales representative for the 
Pacific Northwest, W. W. Gallaher, as- 





Foot-so-Port Names Two Territory Aides 
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sistant sales manager, stated. Mr. 
Kindberg replaces the late A. A. Soule. 

Bill Way, Beacon, Ill., who has been 
with the Foot-so-Port Company for 
several years, has been named sales 
representative for the state of Illinois. 
Mr. Way first served as a retail sales 
clerk and later traveled the Illinois and 
Indiana territory as a demonstrator 
for Foot-so-Port. 





International’s Pennant 
Division Manager Retires 


St. Louts—Charles E. Goodrich, gen- 
eral manager of Pennant division of 
International Shoe Company, retired 
October 1 after more than 45 years of 
service to the industry in sales and 
management positions. 





CHARLES E. GOODRICH 


A native of Wellington, O., Mr. 
Goodrich began his career in the stock 
department of the Thomas G. Plant 
Company of Boston in 1910, following 
completion of a course at Oberlin Busi- 
ness College. Among his outstanding 
assignments was one to install the 
Plant firm’s retail store accounting sys- 
tem in the shoe department of the C. F. 
Hovey Company, Boston department 
store. Later he took over management 
and buying for this department. 

Returning to the Plant Company, 
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Mr. Goodrich served as district mana- 
ger of the middle western division until 
Plant discontinued manufacturing 
shoes in 1931. After representing the 
Menihan Company of Rochester, N. Y., 
for a year, Mr. Goodrich was appointed 
a salesman for Vitality branch of in- 
ternational. 

In 1937 the firm called Mr. Goodrich 
off the road to take over the styling 
of the Vitality line. He was appointed 
sales manager of Queen Quality in 
1948, and transferred to the Pennant 
branch as manager in 1951. 

As retiring manager, Mr. Goodrich 
was guest of honor recently at a barbe- 
cue attended by Pennant salesmen, at 
which time he was presented with a 
gold wristwatch. Mr. Goodrich plans 
to move to Phoenix, Ariz., with his 
wife and four children to operate Bush 
Footwear, a retail shoe business he 
owns there. 





Brown Holds Meetings. 
Unveils New Warehouse 


St. Louis—Brown Shoe Comnany’s 
Roblee, United Men’s, Buster Brown 
and Robin Hood sales divisions held 
scheduled sales meetings in the Park 
Plaza, Chase and Congress Hotels here 
in October. 

Featured in the three day sales con- 
vention was a conducted tour through 
the two Brown Shoe Company St. Louis 
warehouses, the Gravois Supply ware- 
house and the new Gustine Avenue shoe 
warehouse. Special guides took the 
salesmen through the buildings in 
groups of 25, with each salesman re- 
ceiving important facts about the op- 
erations. The new Gustine Avenue shoe 





warehouse, scheduled to go into opera- 
tion about December 1, will consolidate 
all shoe warehousing in the St. Louis 
area for Brown. It contains 465,000 
square feet of floor space, and will be 
one of the most modern shoe warehouses 
in the entire country. 

The meetings were launched with a 
breakfast attended by all salesmen and 
executives of the four divisions, mem- 
bers of the Brown Shoe Company 
board of directors, and representatives 
from the firm’s advertising agency. 
Speakers at the breakfast included A. 
C. Fleener, vice-president in charge of 
sales, Clark R. Gamble, president, and 
John A. Bush, chairman of the board. 





Swedish Engineer Tries Out 


New Tools at International 


St. Louis — Die-making methods of 
Europe are less complicated than those 
of the United States because Swedish 
dies are more commonly used there, a 
visiting Swedish engineer reported 
recently. 

The visitor, Gunnar Knutsson of 
Kunla, Sweden, has just completed two 
months at International Shoe Com- 
pany’s Jefferson City Main Street 
plant, where he took part in an experi- 
ment with new manufacturing tools. 
Mr. Knutson, 31, a graduate engineer, 
has been in the United States since 
1953 as a representative of Skomab, a 
die steel and machine corporation 
belonging to the Swedish Shoe Research 
Institute. Skomab maintains a New 
York City office, of which Mrs. Knuts- 
son is in charge. 

Though Sweden has a much smaller 
shoe output than the United States. 
Mr. Knutsson noted, the methods of 
manufacturing are simpler there. 
Sweden’s chief exports are iron ore 
and high quality steel products. 





Geigy Dyestuffs Names 
New England Leather Aide 





James H. Kelleher, Jr., has been named 
sales representative covering New Eng- 
land for the Leather Department of 
Geigy Dyestuffs, division of Geigy Chem- 
ical Corporation. Mr. Kelleher was for- 
merly employed as research associate 
by the Lowell Technological Institute 
Research Foundation, 
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Attending the introduction of the new spring line of Edwin Clapp & Son: Standing, 
left to right, Charles Turner, Charles Ferguson, George Benham, Benjamin Delano, 
Ted Mendali, Mark Hendrickson, Fred Drinkwater, Jack Selby, Leo Kaltenback, 
and Carl Rhinehardt. Seated, left to right, A. W. Hubbard, Summer W. Chandler, 
Bill Billet, Edwin Clapp Lincoln, Sr., Edwin Clapp Lincoln, Jr., and Lincoln Stowell. 


East WEYMOUTH, MAss.—With the 
effective slogan, “Fashion is for men, 
too,” the spring line of high grade 
shoes made by Edwin Clapp and Son, 
here, was shown to members of the 
company’s sales staff at their semi- 
annual meeting. Included in the line 
are many new lasts, patterns and 
styles. 

Attending the meeting, in addition 
to the salesmen, were Edwin Clapp 
Lincoln, Sr., president; Edwin Clapp 
Lincoln, Jr., vice-president; Bill Billet, 
sales manager; A. W. Hubbard, credit 


manager; Sumner W. Chandler, pro- 
duction manager; and Lincoln Stowell, 


superintendent, 
Salesmen in attendance included 
George Benham, Benjamin Delano, 


Fred Drinkwater, Charles Ferguson, 
Mark Hendrickson, Leo Kaltenback, 
Ted Mendall, Carl Rhinehardt, Jack 
Selby and Charles Turner. 

At the conclusion of the meeting, 
sales representatives, office executives 
and factory foremen were Mr. Lincoln's 
guests at a lobster dinner held at 
Scituate Cabins. 





Publicize Maine as Seat 


New YorkK—The Department of 
Development of Industry and Com- 
merce is vigorously promoting the State 
of Maine as an important industrial 
center. Its fame as a vacation land 
has been known universally, almost 
since Colonial days but it is the in- 
dustrial aspect that is getting wide- 
spread publicity and promotion now. 

Louis Shapel, Commissioner of the 
Department for the State of Maine 
and Arthur Wood, director, held a 
press luncheon at the Harvard Club 
in New York recently. Editors of 
a dozen or more of the outstanding 
trade publications were invited to at- 
tend and hear the story of background, 
potentials and advantages of Maine 
as an industrial center. 

Emphasizing Maine’s present diver- 
sity and versatility of industry— 
“everything from a toothpick to a navy 
destroyer is manufactured in the Pine 
Tree State,” Mr. Shapel indicated that 
it was also an ideal place for the 
manufacture of plastics and electronics 
and even the needle trades, once identi- 
fied with the big metropolitan centers, 
are moving to Maine. 

The Department of Development of 
Industry and Commerce has made ex- 
tensive studies and surveys, covering 
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of Diversified Industry 


sites, costs, taxes, transportation, raw 
materials, industry and man power. 
They have all the facts and figures to 
nrove “that you can make more money 
and live happier in Maine.” 

Those who have operated in Maine 
successfully through the years have 
shown their faith in the state’s future 
by making imposing capital invest- 
ments in expansion and in new plants. 
There are about a hundred shoe fac- 
tories operating in the state, boosting 
Maine’s shoe standing to third position 
nationally. 

Although 45 out of the 48 states are 
seeking new industries, Maine is in an 
enviable position. It is close to some 
of the world’s biggest markets and yet, 
being almost as large as all the rest 
of New England, there is plenty of 
elbow room. Industrial land is very 
reasonably priced. Rental costs are 
much lower than in metropolitan areas. 
The tax situation is one of the best. 
It all adds up to the fact that “the in- 
dustrialist contemplating a move to 
Maine can plan on the wholehearted 
assistance of the Maine Department of 
Development of Industry and Com- 
merce and all the citizens to make it 
a profitable project.” 


International Shoe Announces 
More Supervisory Changes 

St. Louis — Several supervisory 
changes in the production end of Inter- 
national Shoe Company plants have re- 
cently been announced by spokesmen 
for the divisions involved. 

Alfred T. Gray, formerly of the Con- 
way, Ark., plant, has been appointed 


superintendent of the Houston, Mo., 
plant. 
Robert L. Partin moved from the 


Houston plant to head the Searcy, Ark., 
plant. 

Clarence S. Wiles, superintendent at 
Searcy, has been named to a similar 
position at Conway. 

Fred Gaunt, Jr., fitting room fore- 
man at the Mount Vernon, IIl., plant 
since 1923, has been assigned the same 
position at Mexico, Mo. 

Russell R. Lewellen, a supervisor at 
the Mexico plant, was transferred to 
fitting room foreman at the Mount Ver- 
non plant. Mr. Lewellen has held su- 
pervisory positions previously at the 
firm’s Hannibal, Mo., and Springfield, 
Tll., plants. 

Ernest E, Dodson, assistant cutting 
room foreman at Mount Vernon since 
1955 and previously a supervisor at the 
Springfield plant, was shifted to assis- 
tant cutting room foreman at Jersey- 
ville, Tl. 

George E. Lorton, assistant cutting 
room foreman at Jerseyville and an 
employee of that plant since 1927, was 
moved to the Salem, Mo., plant as cut- 
ting room foreman. 

Edwin H. Wunderlich, assistant 
packing room foreman at the Flora, 
Ill., plant was promoted to foreman 
of the packing room there. 





Leigh Miller in Fashion Post 
At Hermann Loewenstein, Inc. 





The appointment of Leigh Miller, above, 
as fashion director of the men's division 
of Hermann Loewenstein, Inc., was an- 
nounced by Rudolph Correll, president. 
Miss Miller was formerly assistant fash- 
lon director of |. Miller & Sons Company. 
She succeeds Nancy Knox, who resigned 
to join a newly organized company. 
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Robert E. McKendry Buys 
Midwest Shoe Supplies 


Boston—Robert E. McKendry, it was 
announced, has purchased from Harroil 
McElmurry the controlling interest in 
Midwest Shoe Supplies Company, St. 
Louis, manufacturers of supplies for 
the shoe manufacturing industry. 

Under the arrangement, Mr. Mc- 
Kendry who served an apprenticeship 
in the shoe supplies field under the tute- 
lage of the late Mike Sullivan, founder 
of the concern, will operate the busi- 
ness along similar lines, but as the sole 
owner. 

In addition to the firm’s extensive 
line of shoe supplies produced in its 





St. Louis factory, the Midwest Shoe 
Supplies Company will handle in St. 
Louis, on a sales representation basis, 
the line of box toes and box toe mate- 
rial manufactured by Regano Box Toe 
Company of Haverhill, Mass. 





Elect Hill Advisory Chairman 
Of General’s Women’s Board 


NASHVILLE—George R. Hill, adver- 
tising director of the women’s and 
children’s divisions of General Shoe 
Corporation, has been elected chairman 
of its advisory board of directors. 

This board works in conjunction with 
the senior board of directors, analyz- 
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ing special problems and undertaking 
specialized projects. 

Mr. Hill has been with General Shoe 
since 1936. He is a graduate of Van- 
derbilt University and was a former 
Army lieutenant colonel during World 
War II. He is a former president of the 
Nashville Advertising Federation and 
a former officer of the vestry of St. 
George’s Episcopal Church, Nashville. 

Elected vice-chairman was Walter 
Shirey, an accounting executive; 
George Fort, head of the industrial en- 
gineering division, secretary; and Sam 
Butts, manufacturing executive, assis- 
tant secretary. 


Promote Leather Preserver 


New YorkK—Saphir Renovator, a neu- 
tral cleansing and polishing cream 
made by Saphir Laboratories of France, 
and which has had wide acceptance in 
Europe for cleaning and preserving 
shoes, handbags and other leather 
products, is being introduced exten- 
sively in fine stores throughout the 
United States. Joseph L. Cattin, gen- 
eral manager, here announced the firm 
is about to introduce another com- 
panion product for the maintenance of 
aniline leathers. 


Sebago-Moc Issues Catalog 


WESTBROOK, ME.—-A new Sebago-Moc 
catalog is now available to all retailers, 
according to John Marshall, sales man- 
ager of the Maine shoe firm. 

Covering the firm’s complete line of 
Maine-made moccasins, the new cata- 
log gives a brief history of the original 
Indian moc, pointing up the similarity 
between his footwear and Sebago-Moc’s 
exclusive patented welt construction. 

It also contains a complete list of 
elaborate dealer services, including 
sales aids, mat services, dealer price 
lists and order blanks. A convenient 
stand-up tab on the back cover makes 
it as easy to file as a regular file folder. 





Marilyn C. Millican Joins 
Fashion Staff of I. Miller 





Marilyn Christie Millican has been ap- 
pointed assistant to Grace Hill, director 
of fashion and promotion for |. Miller. 
Miss Millican was formerly in the pub- 
licity department of Bonwit Teller. 
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Trade U. S. Shoe Shares on N. Y. Exchange 





G. Keith Funston, left, president of the New York Stock Exchange, extends a wel- 
come to the trading floor to Joseph S. Stern, second from left, chairman of the 
United States Shoe Corporation; A. B. Cohen, extreme right, president of the com- 
pany; Bernard F. Gimbel, third from left, chairman of Gimbel Brothers, Inc. The 
welcome marks the beginning of the trading of United States Shoe shares on the 


exchange. Second from right is Richard C. Dube, Pfo 
clalists in U. $. Shoe stock. Gimbel Brothers carries 
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Manager of International’s 
Architecture Division Retires 


St. Louis — Herbert H. Reinhardt, 
manager of tie architectural division 
of International Shoe Company’s ma- 
chinery and power department, retired 
recently after 39 years of service. He 
has been succeeded by William Shana, 
who has worked with Mr. Reinhardt 
for the past eight years. 

During his career with International, 
Mr. Reinhardt was in charge of archi- 
tectural planning for all company 
buildings, including the construction of 
25 new plants and some 50 major ad- 
ditions. Probably the best known of 
Mr. Reinhardt’s architectural achieve- 
ments is International’s Delmar ware- 
house, constructed in 19380. He was 
signally honored in that year when the 
Chamber of Commerce presented him 
with a certificate naming this ware- 
house the best commercial building in 
St. Louis. 

A member of the Missouri Associa- 
tion of Architects and the American 
Institute of Architects, Mr. Reinhardt 
is past president of the St. Louis 
Architectural Club. 

Future plans of Mr. Reinhardt in- 
clude architectural consulting work. 
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Ambassador for J udy n Jerry Lime at Work Siete: New York on Monday ove- 





Taking no chances in leaving the selling to the regular Judy 'n Jerry crew, J. Fred 
Muggs visited the Allied Stores office himself to write the order on the styles 
designed exclusively for J. Fred, and carrying a three-dimensional likeness of this 
famous NBC-Today performer on each shoe. Sitting opposite J. Fred is Allied 
Stores buyer Ted Gerrig. At the latter's right, assistant Ted Nagler. On the opposite 
side of the desk are assistant children's shoe buyers for Allied Stores, Herman 
Sheinkopf and Larry Shapiro. Left and right of J. Fred is sales manager Gene 
alter Wertheimer of Judy ‘n Jerry 
herman Brothers Shoe Manufacturing Corporation. 


Polebaum and New York representative 
children's shoe line of the 
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ning, October 29, 1956. 

A total of 5,000 annual reports were 
entered this year in the international 
competition. Around 1,700 reports qual- 
ified for the final screening and these 
were judged in 100 industrial classifi- 
cations for bronze trophies. 

The chairman of the jury making the 
final selections is Dr. Pierre R. Bretey, 
editor of The Analysts Journal. 


Julian & Kokenge Holds 


Organizational Meeting 

CoLumBus, O.—The Junior Execu- 
tive Planning Board of the Julian & 
Kokenge Company held its organiza- 
tional meeting for the 1956-1957 year 
recently at the Southern Hotel. 

Herbert Lape, Jr., president of the 
company addressed the new board, re- 
viewing the activities of the 1955-1956 
board and outlining some of the goals 
for the coming year. 

At this organization meeting Thomas 
A. Lemmon, advertising manager, was 
elected chairman for the coming year 





Goodyear Annual Report Wins Its Fifth Industry Oscar 


New York—In the final ratings by 
an independent board of judges in the 
sixteenth annual survey of Financial 
World, national weekly magazine, Good- 
year Tire & Rubber Company was 
judged as having the best annual report 
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of the rubber and tire industry for the R. 
fifth year. The bronze “Oscar of Indus- 
try” will be presented to W. A. Hazlett, 
Goodyear vice-president, representing 
Edwin J. Thomas, 
company, at the annual awards banquet 


and Howard Hartranft, methods man- 
ager, was elected secretary. 
Other members of the board are J. 
Chamberlain, Charles P. Clark, 
Harold Dixon, Robert Hull, Joseph 
Kearney, William Keenan, R. G. Lape, 
Earl Marshall, L. J. Seitzer, Otto F. 
Stock, John R. Storm, G. B. Taylor, and 
William Turner. 


president of the 
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@ Instead of fighting for survival 
in the sea of ever-increasing com- 
petition by lowering quality and 
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® Even in booming times, as we 
are experiencing today, the retailer 
who shows a smart profit is the one 
who gives the most value for the 
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uct and . os 
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to added sales closed and locked tight. 
The American people are becoming 
more foot health minded with every 
year. This is evidenced by the ex- 
panded growth of the practice of Chi- 
ropody and the increased production 
and sales of quality-made shoes that 
are manufactured over scientifically de- 
signed lasts. 

The young parents of today are tak- 
ing an interest in the wellbeing of the 
feet of their children. Mom and Dad 
are buying shoes for daughter and son 
that Grandmother and Grandfather 
did not and could not buy 20 to 30 
years ago. These are shoes that are de- 
signed as an aid to proper foot develop- 
ment and growth of the body. . 

Those shoe men who do not recognize 
the importance of a “comfort specialty 
department” are missing potential 
profits. A sales program aimed at 
a pair of shoes for those busy on the 
feet for hours and shoes for those 
social sitting hours can be most reward- 
ing financially. 

No matter by what name we call it 
—be it comfort shoes, prescription 
shoes, health shoes, arch shoes, purpose 
shoes or old fashioned shoes, there is no 
other phase of the shoe retail business 
that can result in a stable repeat busi- 
ness with substantial but fair profit 
along with a sense of self-satisfaction 
in helping customers to obtain shoe 
comfort. 

I would be most appreciative if you 
would allow me to purchase additional 
copies of your editorial on this subject 
or if you would grant me permission 
to reproduce the text for distribution 
to shoe men with whom I come in con- 
tact. 

Rosert D, ALLARD, 

Sales Representative, 

THE MILLER SHOE COMPANY 
TULSA, OKLA. 





Fall Campaign Launched 
To Sell “Elevators” 


New York—Stone-Tarlow Co., Inc., 
manufacturers of “Elevators,” height- 
increasing shoes for men, launched its 
fall advertising campaign in September 
through the Emil Mogul Company, 
Inc,, advertising agency. Nine national 
magazines for men will run a series of 
half-column ads whose copy, based 
upon a new approach, will stem from 
the challenging headline: “You May 
Think You’re Tall Enough, but What 
Do Others Think?” 

The magazines on the schedule are 
Esquire, Popular Mechanics, Popular 
Science, Playboy, Stag, Male, Men, For 
Men Only and Swank, 

Shoe trade publications supplement 
the consumer schedule. 
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Engineering more sales for 
greater profits is a matter of 
catering to the customer's 
wants, If he’s a field man, you 
can offer him nothing better 
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shown here. 
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year Welt Construction .. . 
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boys, the Goding “Engineer” 
delivers more wear for less 
money... with a full mark- 
up for you. 
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Stepping out at the annual employe's picnic of the Gilbert Shoe Company, Thiens- 

ville, Wis. The picnic was held in Thiensville at the company's village park for 

employes and their families of both the Thiensville and Campbellsport factories. 
There were games throughout the day in addition to the dancing. 





Canadian Production Rises 


OTTAWA, ONT.—Production in Can- 
ada’s leather footwear industry topped 
last year’s mark in the first five months 
of this year. Output totalled 18,634,389 
pairs as against 16,368,428 a year 
earlier, the bureau of statistics re- 
ported. May production was 3,753,567 
pairs compared with 3,372,872 in May, 
1955. 


International Transfers 
Majewski to Mexico, Mo. 


St. Louis—Louis Majewski, superin- 
tendent of the Jerseyville plant of In- 
ternational Shoe Company, has been 
transferred to the same position at the 
firm’s Mexico, Mo., plant. Mr. Majew- 
ski replaces Charles V. Grant, who has 
been shifted to the Anna, IIl., plant. 





LOUIS MAJEWSKI 


Mr. Majewski, a native of Kingston, 
Pa., began with International in 1929 
and advanced to his present position in 
successive supervisory posts of as- 


sistant foreman, foreman, quality su- 
pervisor and assistant superintendent. 
He has served as superintendent at 
Jerseyville since 1953. 

The transfer was announced by Vir- 
gil Jeffers, general superintendent of 
the women’s manufacturing division. 
No successor has been named. 





Westport Division Ties-In 
With Back-to-School Event 


St. Louris — Brown Shoe Company’s 
Westport division was featured re- 
cently at a Back To School Show at 
Shriver’s Inc., Sioux Falls, S. Dak. 
The shoe to come in for special atten- 
tion was the Soft-Go pattern, West- 
port’s new soft and light-weight, West- 
oxford, promoted under the name of 
“Whiffenpoof.” 

Shriver’s, Inc., arranged for a broad- 
cast of the popular local dise jockey 
Bob Helgeson’s show direct from the 
store over station KSOO, 

Lloyd Premac, Westport sales rep- 
resentative, was on hand to discuss the 
line. The event was advertised through 
local newspapers and radio stations 
and in the store’s display windows. 
Response to the promotion was reported 
as excellent by R. C. Pasley, president 
of Shriver’s. 


Vinyl Fabrics Costlier 


AKRON — Price increases on viny! 
coated fabrics were announced by the 
Pennsylvania division, The Genera} 
Tire & Rubber Company. 

The increases, ranging from five to 
ten per cent, were effective October 1. 
Higher labor and raw material costs 
were cited as reasons for the price 
boost, 
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TOP QUALITY 
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Ted Richmond Appointed 


To Vaisey-Bristol Sales 


St. Lovis—Ted Richmond has re- 


cently been appointed to the sales staff 
of Vaisey-Bristol Shoe Company, | 
Monett, Mo., according to Joe McCaff- | 


rey, sales manager for the firm. 





TED RICHMOND 


Mr. Richmond, who since 1951 has 
travelled the New England States with 





quality children’s shoes, will act as | 


sales representative for Jumping-Jacks 
in Pennsylvania and New York State 
with the exception of the metropolitan 
New York area. He plans to establish 


residence in his new territory before | 


November 1. 

From the time Mr. Richmond left the 
Marine Corps in 1944 until 1951, he 
operated his own retail store in East 
Boston, 


Paule Chemical Appoints 


CHARLESTOWN, Mass. — The Paule 
Chemical Corporation announced the 
appointment of Edward Cleland and 
Victor Fisher as their representatives 
in the Montreal, Quebec, area. 





Gordon C. Ferrie Joins 
Wolverine Shoe as Stylist 





Gordon C. Ferrie, who recently joined 
the Wolverine Shoe and Tanning Cor- 
poration, of Rockford, Mich., as stylist. 
He will direct the style efforts of the 
firm with particular emphasis on pig- 
skin casuals. Wolverine makes men's 
dress and work shoes, and boots. 

















IN-STOCK SHOES 


in-stock 


for immediate delivery 








Radcliffe Shoes inc. 


Brookton. Mass. 


BOX HANDLERS 











LONG ARMS 
REACH 


Shoe Boxes 
on 


HIGH 


Shelves. Tey grip them securely. 
die several in a stack. 

and return the rest to the shelves. 
died upside down. 






Patented 


can han- 


You 
Take the one you want 


Empties han- 


Quick. Easy. Safe. Energy saved. Accidents 
avoided. Handle lengths 24° to 60", $3.50. 
72'' handles, $4.50. Postage prepaid in USA. 


men's or 
Your 


Specify handie length and if for 
women's boxes. Satisfaction guaranteed 


jobber or 
CARL BEEMAN 
Cedar Heights Road Stamford, Conn. 
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ORTHOPEDIC FOOTWEAR 








A MODERN CORRECTIVE 
SHOE FOR EVERY 
Orthopedic NEED 
TARSO SUPINATOR® 


For the postural 
correction of 
fiat feet. 


— 








TARSO 
PRONATOR® 


For club feet and 
metotarsus vorus. 
Pairs or single shoes. 


——— 


At 


Tearse Shoes prescribed by doctors 
goress Amoriea. Write ‘today 
lustreted brochure and catalog sheet. 





: 
= 











JOBS 





CANCELLATIONS 


NATIONALLY ADVERTISED 
TOP BRANDS 
KNOWN FOR OUR LOW PRICES 
WISE ASSORTMENT OF STYLES 


WM. CEASAR— MARCUS LUBER 
Est. 38 Years 


M. L. C. SALES CO. 


48 N. 3rd St. Philadelphia, Pa. 
Market 7-0823 


USMC Names Waelter 
Superintendent of Agencies 


Boston—Henry L. Waelter has been 
named superintendent of agencies by 
the United Shoe Machinery Corpora- 
tion, succeeding George H. Knight of 
West Harwich, Mass., who has retired 
after more than 43 years of continuous 





HENRY L. WAELTER 


service. As superintendent of agencies, 
Mr. Waelter will supervise the adminis- 
tration of the corporation’s branch and 
sub-offices as well as service stations in 
the United States. 

Mr. Waelter was transferred to the 
department of agencies in 1943, prior 
to which he served USMC in various 
capacities in St. Louis and Cape Girar- 
deau, Mo., and in Haverhill, Mass. He 
lives in Belmont, Mass. 











SLIPPERS 













Feature this popular 
HUBER EMBASSY as the 
ideal Christmas gift 
for men. Soft kid uppers, fully 
leather lined, leather soles. . . 
to retail profitably at $5. 
Order now for November or December delivery! 

Burgundy with Tan, Black, or Blue. 

Sizes 6-12. Minimum order 12 pair. 

Write tor Catalog and Price List 

HUBER supper co., AvISTON, IL. 





Plymouth Names Sherman 
New England Representative 





The Sherman Shoe Supply Company, of 
192 Broad Street, Lynn, Mass., has been 
appointed New England sales represen- 
tative for the Plymouth Rubber Com- 
pany, Canton, Mass., according to Wal- 
ter H. Bieringer, above, Plymouth vice- 
president, Sherman wiil sell the Plym- 
outh line of quarter linings and sock 
linings to manufacturers in Maine, New 
Hampshire and Vermont. In addition to 
these two lines, Plymouth makes a wide 














variety of soling materials. 





MERCHANTS’ NEEDS 

















ADVERTISING 
Va CUppiigs 


—here's how to get 
More Business! 


HE Vincent Edwards Idea Clipping 

Service has over 2000 satisfied users. 

Each order filled according to what 
you want; wholesalers usually request best 
retail ads; manufacturers usually want ade 
of competitive brands. 

You will find that a study of newspaper 
ad clippings is the quickest and least ex- 
pensive way to keep in touch with what's 
going on. 

Use coupon below to learn more about 
this valuable service and the special short 
term trial offer. No obligation, of course. 
me tee mee mm et ee 


VINCENT EDWARDS & CO. 


World's Largest Advertising Service 
rganization 


342 Madison Ave., New York City 


Please tell me more about your news- 
paper ad clipping service and special short 
term trial offer. 
eve dele Ceabbsteweatneeenevecivess 


Tere PrEPEPET eT eee er ee eee eres fo) 








Boot and Shoe Recorder 


ST AGOEST, Lom oe 























SALESMEN WANTED 


SALESMEN WANTED 


SALESMEN WANTED 











SALESMEN WANTED 


One of America's finest old-line manufacturers of popular-priced women's 
and growing girls' and casual footwear offers excellent opportunity for 
salesman with following in Arkansas, Louisiana and Mississippi. This 
territory has substantial established business. Entire line backed by 
prompt instock service. Write today with outline of your background. 


Reply to Box 829, BOOT and SHOE RECORDER, Chestnut & 56th Streets, Philadelphia 39, Penna. 











EXPANSION OF THE 
SALES ORGANIZATION 
CREATES OPENINGS FOR 
EXPERIENCED ROADMEN 


A well established manufacturer of Wo- 
men's and Growing Girls’ Shoes in the 


SALESMEN WANTED 


To carry line of Children's Pre-Welts and 
Cements. Luther Brand, Stock and Make Ups; 
Commission basis. Can be carried with non- 
conflicting Line. Established territories: 
Louisiana, Arkansas and Kentucky. 
with references. 

THE KEPNER SCOTT SHOE CO., INC. 

ae Pa. 


Reply, 








Popular Price field will have opening 
for men with selling experience. The 
Lines are established in all sections of 
the country. All shoes carried in stock. 
Correspondence will be kept in strict 
confidence. 


Reply to Box 630, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














WANTED: MEN TO CARRY SHORT 
LINE WOMEN’S KID LEATHER SEMI.- 
STAPLE STYLED SHOES. All stock shoes 
AAAA to D—sizes to 11, $9.95 retailers, with 
dealer markup 44%, plus regular discount. Top 
fitting, top quality merchandise. Assured easy 
to get mail order sizeups. Orders shipped 99% 
complete within 24 hours, Can be carried as 
sideline; 6% commission paid thirty days after 
shipment, Territories: Wisconsin, Minnesota, 
North and South Dakota, Arkansas, Louisiana, 
Mississippi, Alabama, North and South Caro 
lina, Georgia, Virginia, West Virginia, Penn- 
sylvania, New York, New England States, 
California, Arizona, Replies confidential, THE 
P. HAGERTY SHOR COMPANY, Box 511, 
Washington Court House, Ohio, 





OPPORTUNITY! 


We have several openings for side line rep- 
resentatives for our wonderful line of open- 
stock, in-stock low priced Juvenile Footwear. 
All open territories are well established. 
6% commission, plus bonus. Write: 
NEIL CARLSON, SALESMANAGER 
owe J NATIONAL SHOE COMPANY 
529-535 W , Baltimore 1, Md. 














AL ESMEN WAN TED: ” Short side line of 

growing girls and young women’s Compo 
flats and light sport shoes, Upper range of 
Popular Grade, Good commission rate for right 
salesman, Territories: Southeastern States; also 
Texas and Southwest. Reply to Box #828, 
Boot and Shoe Recorder, 1221 Locust Street, 
St. Louis 3, Mo, 


IDELINE SALESMAN WANTED to sell 

only our instock shoes, including famous line 
of white duty shoes. Commission only, Southern 
States and Rocky Mountain States available 
Include snapshot or photo, if available, with 
letter of application, KICKERINOS, 1308 W 
Fond du Lae Avenue, Milwaukee, Wisconsin 





OPPORTUNITY 
JUVENILE LINE 


For right salesman with our line 
of In-Stock Juvenile shoes under 
name of Old Pals and Lucky Star, 
in the following States: Louisiana; 
Arkansas; Alabama; Mississippi; 
Missouri; Kentucky. Must live in 
territory and have following. Non- 
competitive line not objectionable, 
and, in fact, desirable. Write giv- 
ing all details in first letter to: 

































FIVE STAR FOOTWEAR COMPANY 
43-01 22nd Street, Long Island City, N. Y. 





MIDWEST SALESMAN 


Danvers Shoe Co., makers of men's in-stock Pound- 
a-Pair casual footwear and high grade slippers seek 
representatives in Kansas, Missourt, Nebraska lowa, 
Minnesota, North Dakota, South Dakota, Montana 
and Wyoming. May be carried with non-conflleting 
line. Write in confidence to 


Mr. Harry Esser, Danvers Shoe Co. 
Manchester, New Hampshire 














S ALESMEN WANTED TO CARRY OUR 
FAST SELLING MEN’S DRESS SHOES 
which wholesale between $4.00 and $5.50. Only 
men now calling and living in the territory 
can be considered. Drawing account, State ex 
perience, Territories open: Tennessee, Ken 
tucky, Texas, Oklahoma, Rocky Mountain 
States. Reply to Box #832, Boot and Shoe Re 
corder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 


ALESMEN WANTED: Territory of Mich 
igan, Indiana, Ohio open-—-casual, sport and 
career girl shoes, Concentrated promotion stocks 
Distinctive styles. Reply to Box #827, Boot 
and Shoe Recorder, 20 North Wacker Drive, 
Chicago 6, Tllinois, 





CLASSIFIED 
ADVERTISING RATES 


UNDISPLAYED 
20¢ a word 


Minimum (18 words). .$3.60 
Box number, extra... .$2.40 
Your name and address 
charged at word rate. 
Street number one word 


DISPLAYED 
$14 per inch 
Maximum, 46 words to the 
inch. All material must be in 
our office 20 days prior to 
publication date. 
NOTICE: 
Classified Advertising 
is payable in advance 








ORDER 


Chestnut & 56th Sts. 
Philadelphia 39, Pa. 


Here is my want-ad: 


Please check if box No. is Wanted 1] 





BOOT AND SHOE RECORDER 


BLANK 


State 


Enclosed is Check (1) 
Money Order () 








October 15, 1956 
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SALESMEN WANTED 


HELP WANTED 





MERCHANTS' NEEDS 





ALESMEN WANTED: WILL GIVE 

DRAWING ACCOUNT TO EXPERI- 
ENCED MEN who can produce and have es- 
tablished following in these territories: Virginia, 
Michigan, Illinois, Ohio, Indiana. Nationally 
known distributor with facilities to fill orders 
immediately. Strong competitive line of Men's 
Dress and Work Shoes in medium and lower 
priced field. Furnish background which will be 
held in confidence. Reply to Box #833, Boot 
and Shoe Recorder, Chestnut & 56th Streets, 
Philadelphia 39, Penna. 





MANE FACTURER OF MEN’S, WOMEN’S 
CASUAL SANDALS desires capable sales- 
issi deline; several 
SANDAL ART 


Bronx, New York. 


men. Liberal com 8; ideal 
territories open; short line. 
CO., 260 East 138th Street, 








SIDELINE SALESMAN WTD. 








SIDELINE SALESMEN 


MEN'S strong in-stock Line, wide style 

spread at $12.95 to $14.95 retail. In- 

cludes sizes 6 to 16 AAA to EEEE. 
These Territories Open: 

1: Washington, D. C., Del., and Md. 

2: New York State 

3: Wisconsin and Minnesota 

4: Texas 

5: Missouri 


Write qualifications to: Box No. 614 


Boot and Shoe Recorder 
Chestnut and 56th Streets, Phila. 39, Pa. 











ANTED: SIDELINE SALESMAN for 
" Ladies’ Leather Hand Made Sandals, for the 
States of Alabama, Mississippi, Tennessee, 


North Carolina and Georgia. Must have good 
references and experience. HOWARD'S SHOE 
MFG. CO., Sandersville, Ga 





SHOE ORNAMENTS, BOWS AND FOUT 

SOX. Pocket size samples. Manufacturer 
offers highest commission. Reply to Box 556, 
Boot and Shoe Recorder, Chestnut & 56tb 
Streets, Philadelphia 39, Penna. 





BEAUTIFUL | DISPLAY CARDS MADE 
EASILY with our “Do-It. Yourself” display 
Sign Kit. Good sideline commission for you. 
Good deal for all stores. Write for samples of 
our my ue ee Gummed Paper 
ters; 7 sizes to 6”; 8 colors in Black, 
Blue, ‘aon Mt Yellow, Gold and mn 
Mount them like a stam anywhere. Write for 
samples: FRUCHEY COMPANY, Box 461 B, 
Napoleon, Ohio. 


POSITIONS WANTED 
SALES EXECUTIVE 


Have had extensive selling and factory sales 
management experience. Tetrosted in taking 
complete charge of sales. Will make a finan- 
ciai investment or buy a partner's interest. 
5! yeors of age. Married. Write in confi- 


dence. 
te Box 625, BOOT & SHOE pasonees 

















S HOE CLERK, WITH KNOWLEDGE 
BOOKKEEPING, PURCHASING, 
sition in Southern California town. 
eVERETT BELLOLI, 
Orange, Mass. 


LINE WANTED 


OF 
wants 
Reply: 
161 East Main Street, 





Reply 
Chestnut & 56th tents Ahtutelene 30, P. | 





S HOEMAN, SUCCESSFUL RECORD WITH 


BRAND, traveling large Eastern Metro- 
politan center, seeks Branded Line of Juvenile 
and Teen-age Shoes, Reply to Box #824, Boot 


and Shoe Sseardor, Chestnut & 
Philadelphia 39, Penna. 


56th Streets, 
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SHOE STYLIST AND DESIGNER 


One of Nation's Largest Multi-Product 
Manufacturers needs an experienced per- 
son for styling and designing casual 
fabric shoe lines. The ——- we =~ 
looking for is capable of creating styl 
that will sell in a medium priced mar et. 
The position is in a midwestern location. 
— production, advertising and market- 
with our shoe 
ae have been firmly established over 
of years. e stylist selected 
will be one of the most important mem- 
bers of this Management Team. Salary 
is open. Submit complete resume of ex- 
perience, background, salary require- 
ments, etc. 


Reply to Box 613, BOOT and SHOE RECORDER 
Chestnut & Séth Streets, Philadelphia 39, Penna. 














SALES MANAGER 


For line of waterproof footwear. Must 
know how to get the most out of 
men. Must be experienced in selling 
volume accounts. A tremendous op- 
portunity for the right man with a 
fast-growing manufacturer selling on 
national basis. Give complete back- 
ground in first letter. All replies in 
confidence. Will interview applicants 
at National Shoe Fair in Chicago. 


Reply to Box 610, BOOT & SHOE RECORDER 
Chestnut & 56th Streets, Philadelphia 39, Pa. 














FOR SALE 





Wi l. SELL, REASONABLE, FLORIDA 
SHOE STORE. Retiring. Good now, pos 
sibilities terrific. Low rent; low inventory; good 


lease. DUNOFF’S, 832 Central, St. Petersburg, 
Florida. 
TORE FEATURING WELL KNOWN 


BRANDS CORRECTIVE SHOES for Men, 
Women, and Children. Very old establishment, 
known in Hudson County, New Jersey, as the 
finest. Age and sickness forces retirement. 
Chance of a lifetime for an individual or a 
company. Reply to Box #831, Boot and Shoe 
Recorder, Chestnut & 56th Streets, Philadelphia 
39, Penna. 





BUSINESS OPPORTUNITY 





APITAL TO INVEST. Want to invest with 


active participation in small Chain. Have 
Chain experience in Buying and Management. 
Reply to Box #826, Boot and Shoe Recorder, 


Chestnut & 56th Streets, Philadelphia 9, Penna, 


Hartnett Tanning Company Approves Pension Program 


AYER, Mass. — Executives and em- 
ployes of the Hartnett Tanning Com- 
pany, division of the Colonial Tanning 
Company, have concluded arrange- 
ments for a pension plan covering tan- 
nery workers. 

The pension program is in addition 
to the firm’s nationally known profit- 
sharing plan, according to an announce- 
ment by Kivie Kaplan, president and 
general manager of the company, and 
Agne LeMaire and Sabato Persuitte, 
employe-elected representatives on the 


Pops Committee, which is composed of 


the most popular people in the tannery. 
Details of the pension program were 











XMAS & SALE SIGNS 
("DAYGLO"’) 
PRICE TAGS 


Unit Controls, 
MERCHANTS SERVICE 


209 S. State St., Chicago 4 








— 











WANTED TO PURCHASE 


WE BUY 


Your BRANDED 
and DISCONTINUED 


SURPLUS STOCK 


Write or Phone 
LOmbard 3-2062 


CAMITTA SHOE CO. 
120 No. 4th St. Phila. 6, Pa. 

















MORRIS BAYROFF 
formerly with M & R Shoe Co. 
1S NOW LOCATED AT 
157 DUANE ST., A by 
REctor 2-424 


Telephone 
Highest Prices Paid a 
Complete Stores & Closeouts 
Leases Assumed 











CASH PAID FOR 
SHOE STORES 
CLOSE OUTS, JOB LOTS 
SHORT LEASES “ASSUMED 


B. SABIN 


101 DUANE ST. NEW YORK 
Telephone WOrth 2-2515 


7, N.Y. 





DEPARTMENT STORE 


Wishes to Purchase Complete Shoe 
Stocks, Close-Outs and Odds for Pro- 
motional Sales. Cash. Call—wire or 


write. 
GORDON'S DEPARTMENT STORES 
240 Market Street Philadelphia 6, Pa. 














worked out at meetings of management 
and employe representatives with pen- 
sion experts of the New England Mu- 
tual Life Insurance Company. When 
the plan was presented to the employes 
for approval by secret ballot, 93 per 
cent voted for acceptance. 


Sam Camitta & Sons Moving 





announced it will move from its present 
quarters at 95 Reade Street, November 
1, to 188 Duane Street, where it will 
occupy five full floors. 


Boot and Shoe Recorder 



































































WANTED TO PURCHASE 


WANTED TO PURCHASE 








WANTED TO PURCHASE | 





YOU DEAL WITH CONFIDENCE WHEN YOU DEAL WITH THE ORIGINAL | _ 
SAM CAMITTA & SONS | 


95 Reade St., New York 13, N. Y. 
COrtlandt 7-6378-9 


Foremost Cash Buyers of Fine Shoe Jobs Since 1906 


Surplus Stocks @ Cl Stocks © Your Name and Brand Protected 




















MY HOBBY 
Buying, Selling Shoes for 36 years 
CASH TOP PRICES 
Discontinued stocks 
HARRY HESS 


New York 7, N. Y. 
Beekman 3-767! 


TOP DOLLAR! 


POR YOUR ODDS AND ENDS, CLOSEOUTS 
OR COMPLETE STOCKS 


EDDY SHOE COMPANY 


ALWAYS RELIABLE 
182 Me. 4th St. Phila. 6, Pa. 76 Reade Street 
Telephone: WOrth 2-896! 


TOe 




























oF 


Topic of the Day 
PRICES 


WHO CAN 
BEAT IKE... 


SURPLUS SHOES 
CANCELLATIONS 
COMPLETE STORES 


WHO CAN BEAT 


Write or wire for fast ac- 


UNCLE LOUIS’ tion ee quality | pr an 

PRICES ae women's and children’s shees, 
For the answer—phone or write 
LOUIS CAMITTA & SON 


a Sonne We aay YORK, WN. Y. 





MOSINGER- COHN 


235 Washington § St. louis 






















MI BAR'S BUYS for CASH ZZ: 
Quick decision on your offers of discontinued and 

B A R | S$ surplus men's, women's and children's shoes. 

THE NATION'S FINEST 


Also complete stores considered 
S CANCELLATION SHOES Jobs In Fine Shoes From Fine Sources Since 1931 


is. a St. ° New vor I, N.Y. * Tel: WOrth 2-5180 
WT); , Yj VVVJJJJZJ-: Yyp 

















WE PAY MORE because WE ARE RETAILERS 


WE BUY MEN'S, WOMEN'S AND CHILDREN'S BRANDED SHOES. 

FOR QUICK ACTION WRITE, PHONE OR WIRE COLLECT 
HEMPSTEAD SHOE CO., INC., 269 FULTON AVE., HEMPSTEAD, L. |., 
Max L. Meltzer, Pres. 








N. Y. 
Ivanhoe 1-9830 








B.& R. PAYS THE LIMIT 


CLOSE OUTS 
—— COMPLETE SHOE STOCKS 
Phone or wire LEASES ASSUMED 
collect YOUR NAME PROTECTED 


B. & R. SHOE CORP. 
74 READE STREET 
NEW YORK 7, N. Y. 
WOrth 2-6358 





<c“vpn 


Ben LaMonica 
Ralph Vogel 
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V Quality Shoes \ Complete Stores 
dv CLOSEOUTS OR SURPLUS 
from Mfr. or Retailer 
Any Quantity . . . Any Time! 

For Quick Action, 








CE 1-4898 


CE 1-3762 H 


QUALITY SHOES SINCE 32 
“WHILE IN TOWN SEE WEIL" 


WE PAY CASH 
for your 

- SURPLUS STOCK 

* DISCONTINUED LINES 


* CLOSE-OUTS 
Entire Stock or Portion 
High Quality Shoes Preferred 





Ladies' * Men's * Children's 
31 No. 4th St. 
BARSH & CO. Phita. «, Pa. 


Write or PHONE - MA 7-1666 














ARRONSON 
PAYS MORE 


FOR YOUR JOB LOTS & CLOSEOUTS 
YOUR NAME & BRANDS PROTECTED. 
LEASES ASSUMED FOR OPERATION 


NOTHING TOO LARGE OR TOO SMALL 


George J. Arronson Associates 


157 DUANE ST., NEW YORK, WN. Y. 
RECTOR 2-4170-4171 















for 

e closeouts 

e surplus 

¢ discontinued 
lines 

¢ complete stores 


BROITMAN- 
GAFFIN SHOES 


inc, * BE 3-7290 
146 DUANE ST., N. Y.C. 







TODO 








STATEMENT REQUIRED BY THE ACT 
OF AUGUST 24, 1912, AS AMENDED BY 
THE ACTS OF MARCH 3, 1933, AND 
JULY 2, 1946 (Title 39, United States 
Code, Section 233) 


SHOWING THE OWNERSHIP, MAN- 
AGEMENT, AND CIRCULATION OF 
BOOT and SHOE RECORDER, published 
semi-monthly at Philadelphia, Pa., for 
October 15, 1956. 


1. The names and addresses of the pub- 
lisher, editor, managing editor, and busi- 
ness managers are: Publisher, Everit B. 
Terhune, Jr., Boot Road, Sugartown, Mal- 
vern, R.D., Pa.; Editor, John J. Reilly, 
120 Browning Lane, Rosemont, Pa.; Man- 
aging editor, James Edmonds, 239 Pine 
St., Philadelphia, Pa.; Business manager, 
none. 


2. The owner is: (If owned by a corpo- 
ration, its name and address must be 
stated and also immediately thereunder 
the names and addresses of stockholders 
owning or holding 1 percent or more of 
total amount of stock. If not owned by a 
corporation, the names and addresses of 
the individual owners must be given. If 
owned by a partnership or other unin- 
corporated firm, its name and address, as 
well as that of each individual member, 
must be given.) CHILTON COMPANY, 
~ si 56th & Chestnut Sts., Philadelphia, 

a. 


Holders of more than 1 percent of the 
capital stock outstanding of Chilton Com- 
pany: Mary M. Acton, 260 Sycamore Ave- 
nue, Merion Station, Pa.; Mrs. Beulah 
Fahrendorf, 59 Drake Road, Scarsdale, 
New York; Dorothy §S. Johnson, 1115 
Fifth Avenue, New York, N. Y.; Estate 
of Mabel M. Musselman, 260 Sycamore 
Avenue, Merion Station, Pa. ; Beneficiaries : 
Mary M. Acton and David Acton; J. 
Howard Pew, 1608 Walnut Street, Phila- 
delphia, Pa.; J. N. Pew, Jr., 1608 Walnut 
Street, Philadelphia, Pa.; Mabel P. Myrin, 
1608 Walnut Street, Philadelphia, Pa.; 
Mary Ethel Pew, 1608 Walnut Street, 
Philadelphia, Pa.; Alberta C. Sly, Execu- 
trix U/W of Frederick S. Sly, Deceased, 
149-40 35th Avenue, Flushing, N. Y., 
Beneficiaries: Albert C. Sly, Alberta C. 
Sly and John E. Sly; Mary M. Acton and 
John Blair Moffett, Trustees U/W of 
Clarence A. Musselman, Deceased, 1608 
Walnut Street, Philadelphia, Pa., Bene- 
ficiaries: Mary M. Acton and David Acton; 
Charlotte M. Terhune, 160 E. 48th Street, 
New York, N. Y.; Alberta C. Sly, 149-40 
35th Avenue, Flushing, N. Y. 


3. The known bondholders, mortgagees, 
and other security holders owning or 
holding 1 percent or more of total amount 
of bonds, mortgages, or other securities 
are: (If there are none, so state.) NONE. 


4. Paragraphs 2 and 3 include, in cases 
where the stockholder or security holder 
appears upon the books of the company 
as trustee or in any other fiduciary rela- 
tion, the names of the person or corpora- 
tion for whom such trustee is acting; also 
the statements in the two paragraphs 
show the affiant’s full knowledge and be- 
lief as to the circumstances and conditions 
under which stockholders and security 
holders who do not appear upon the books 
of the company as trustees, hold stock 
and securities in a capacity other than 
that of a bona fide owner. 


5. The average number of copies of 
each issue of this publication sold or dis- 
tributed, through the mails or otherwise, 
to paid subscribers during the 12 months 
preceding the date shown above was: 
(This information is required from daily, 
weekly, semiweekly and triweekly news- 


papers only.) 
JOBN J. REILLY, 
Editor. 


Sworn to and subscribed before me this 
llth day of September, 1956. 
PHILIP J. SHIRE, JR. 


(My commission expires January 7, 1959.) 
{SEAL} 
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Kickerinos Briefing Salesmen 
Prior to National Shoe Show 


Mitwaukee—Kickerinos division of 
the Hampton Shoe Corporation will 
hold its annual sales conference at the 
executive offices here the week prior to 
the opening of the National Shoe Fair, 
Chicago, October 28-November 1, Irv- 
ing Gerber, vice-president and sales 
manager, announced. At that time, the 
salesmen will have brought with them 
a full report of the advance showing of 
the spring line, which was ready Octo- 
ber 1. 

“We had never sent our spring line 
out this early before, but did so this 
year in order that our men could make 
a spot check in their territories among 
their leading accounts on the new line 
much prior to the National Show,” Mr. 
Gerber explained. “In that way, when 
we assemble for the National Show in 
Chicago, the line will have been boiled 
down to ‘selling shoes.’ The line itself 
has been improved in that we have 
added an additional last for outside heel, 
dressy casuals as well as dress flats, 
upon which much of our production for 
the coming spring will be based.” 

In its new spring line, Kickerinos has 
made almost a complete changeover for 
the “look,” by way of grading up their 
leathers, which will include aniline 
finished leathers, calfs, kids and the 
new crushed kid. About 90 per cent of 
the new line will be in new and fashion 
colors or as Mr. Gerber cails them, 
“eye-catching colors” for the young 
matron as well as the high school girl. 
The line of 10/8 and 12/8 heels — 
“walking height” lasts with genuine 
leather soles has been broadened for 
spring. 


Bata Shoe Company Opens 
Third Factory in Canada 


CAMPBELLFORD, ONTARIO—Officials of 
the Bata Shoe Company gathered with 
cabinet ministers and other dignitaries 
here for the official opening of the new 
shoe plant. The plant, housed in a 
building owned by Deputy Reeve F. M. 
Rutherford, is the third to go into pro- 
duction in Canada. Others are in Ba- 
tawa and Picton. 

Dr. C. K. Herz, Canadian director 
of the company’s operations, spoke 
briefly to the several hundred citizens 
on hand for the opening. 

Arthur Duncan, public relations man- 
ager of Bata, was chairman. The high- 
light of the ceremony occurred when 
the main switch was thrown to set the 
machinery in operation. 





Knipe Bros. Names Koehler 


Warp HILL, MAss.—Walter Koehler 
has been appointed Philadelphia and 
eastern Pennsylvania representative of 
the in-stock line of Ward Hill Shoes 
manufactured here by Knipe Bros., Inc., 
it was announced by Paul M. Sabin, 
vice-president in charge of sales. 








WIN A FREE TRIP TO 


OLSYWOOD! 


Inquire at Huskies Suite 

948W-949W 
PALMER HOUSE 

NATIONAL SHOE FAIR 
Oct. 28 to Nov. ! 


After November Ist... ask your 
local si stock distributor for details. 


| Huskios ia 
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A Sates- 


IDEA IN FOOTWEAR! 


You can’t afford to miss seeing this sensational 
new discovery for foot comfort on display at 
booth 19, Palmer House, or write for further 
information: 


NU-DELL PLASTICS Corp. 


2250 N. Pulaski Road * Chicago 39, Ill. 





Viner Sales Meeting 


BANGor, Me.—Officials and salesmen 
of Viner Brothers, Inc., manufacturers 
of women’s footwear fashions, met at 
the Penobscot Hotel, here, in what was 
described as the largest Viner sales 
meeting ever held in Bangor. 

The meeting was conducted by Rich- 
ard E. Hasey, executive vice-president 
and sales manager. Other company of- 
ficials in attendance included William 
Viner, president; Leo Viner, vice-presi- 
dent; Ernest Freeman, treasurer; Bob 
Fogelman, purchasing agent; Hyman 
Gotlieb, assistant to the sales manager, 
and Fred Ayers, factory superinten- 
dent. 

Mr. Hasey presented the company’s 
new line for spring, which includes 
more than 50 patterns, and a total of 
160 styles in a complete range of colors. 
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Shoe ready for United's 
Foreport Cement Loster 
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Shoe after lasting in United's 
Forepart Cement Laster 
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Here is a new machine that will produce a high quality job of cement 
forepart lasting in three seconds. Long production runs in many shoe 
factories have shown that the G/C Forepart Cement Lasting 
Machine — Model A can cement-last between 2,000 and 3,000 pairs 
per day. 
The balanced pincer pull which acts on both sides of the shoe si- 
multaneously, properly tensions and distributes the upper stock. 
Heated flexible wipers wipe and iron down the stock, giving well de- 
fined featherlines without additional ironing. 
The lasting cycle starts automatically as the shoe is placed into the ‘ 
machine. Pincers grasp and tension the forepart lasting margin. 
Flexible heated wipers come in and wipe the stock over as the pincers 
release. The wipers then press the upper stock firmly down onto the 
insole. Pressing a button releases the lasted shoe. The machine ad- 
justs itself for left and right shoes alternately but may be set to repeat 
on either side. 
If you would like to step up the quality and speed of the forepart 
lasting operation in your plant, contact your local U/C represent- 
ative for further information and to arrange for a trial. 


SERVICE 


United Shoe Machinery Corporation 


Boston, Massachusetts 
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Style 2573 
BERMUDA Last 
Monona 





Style 2537 > 
A BERMUDA Last i 
Tan Calf “ 
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[Fabulous Fit makes Nunn-Bush 
First in Quality / The man who wears Nunn-Bush Shoes for the first time 


soon notices “something different” about the way they snug the heel, 
hug the ankle. He is discovering Ankle-Fashioning, in action. 

Only Nunn-Bush Shoes are Ankle-Fashioned. Only Ankle-Fashioning 

gives so many, many extra miles of satisfaction! 







4) 


MILWAUKEE |, WISCONSIN 





NUNN-BUSH SHOE COMPANY > 





Style 2532 
BERMUDA Last 
Burgundy Calf 





See Your Local Nunn-Bush Dealer 
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Style 2738 
BERMUDA Last 
Tan Calf 









Style 1597 
ROMA Last 
Gura Grain and 












Write for Elaborate 
Nunn-Bush Catalog 





ALSO MAKERS OF EDGERTON SHOES FOR MEN ® STYLES $11.95 TO $15.95 © SOME HIGHER 


ALSO MAKERS OF EDGERTON SHOES FOR MEN ® 





